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HEIRLOOM RINGS 


a 


ZAKS 


~ No. 2154/7 
7 stone cluster 


No. 1644/7 
9 stone cluster, 3 large, 6 small 


ce Ss | : No. 4289/7 
In these exquisite rings we have preserved the Kentucky cluster, 7 to 19 stones 








true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 


manner as the originals, cast in one piece of 14K solid gold, 
*» ° * . ° = 
with unusually massive tops into which precious stones can 


be set with absolute safety.and assurance against loss. 





Pictured here are three of a large selection of styles in 


stock for immediate delivery. They may be purchased unset A S A U E R & € O 


as shown or, upon order, complete with stones to suit the 
customer's taste and price range. Earrings available to match. KONITE BUILDING 


Brochures showing 17 designs will be sent upon request. Cincinnati 2. Ohio 
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The cover this month is an adap- 
tation of a four-color advertise- 
ment featuring diamonds cur-” 
rently appearing in the January 
issue of Vogue and February 
Harper's Bazaar. It is one of 
the ads in the year ‘round cam- 
paign conducted in consumer 
publications by DeBeers Con- 
solidated Mines. 
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arce eloquently forecasts the 








new trends in jewelry by a series 








of sumptuous bracelet watches... 
brilliantly conceived designs ex- 
ecuted by WBO craftsmen... The 


flawless quality of these master- 


pieces is assured by the fact that 


every step in their creation is pro- 
duced under one roof— 
by the foremost artisans of 


the jewelry craft. 
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WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENIOYING THE CONFIDENCE OF THE INDUSTRY 


_33 WEST 60th STREET W() NEW YORK 23, N. Y. 
BY, 
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SESSIONS “‘TEAPOT”’’ {No. 

339 —8'2” wide, 7” high, 4” 
banded dial, in white or Chi- 
nese red. ‘ 









Sess ion TEAPOT Americas Fstest Selling Kitchen 0!” ok 





Sessions kitchen clock suprem- 
acy has been achieved because of 
very sound reasons. Sessions 
clocks are handsome. They are 
appropriately designed in a 
choice of colors to harmonize 
with any kitchen decoration 
(don’t women appreciate that! ). 
And they are very, very depend- 
able, for they are made with far 
fewer parts than ordinary clocks. 

All Sessions clocks are liberally 


advertised in national consumer 





(Sessions Clocks 


SELF-STARTING ¢ ELECTRIC 


magazines: The Saturday Eve- 
ning Post, Life, Good House- 
keeping, Cosmopolitan, House 
Beautiful, and others. So you can 
see that Sessions is a mighty fine 
line to handle, and feature in 
your store! 

GET THESE SALES HELPS FREE! 
Write today for folder showing a com- 
plete setup of advertising and display 
material prepared by Sessions to help 
you sell more. All are proven sales- 
builders, free, furnished upon request. 
Boost clock profits in you store! 





THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
In Chicago: Merchandise Mart Plaza; In San Francisco: The Western Merchandise 
Mart; In Canada: Northern Electric Company, Ltd., Montreal, P. Q. 











AND SO ARE THESE... 


SESSIONS “THIRD DIMEN- 
SION” (No. 476W)—7'2" 
high, inside etched numerals, 
smooth, no-dust exterior, vari- 


ety of color combinations. 
Available for later delivery. 




















SESSIONS SQUARE KITCH- 
EN (No. 386W)—712” high, 
7” wide, square dial, white 
plastic molded case. A favor- 
ite model for years. 

















SESSIONS ROUND KITCH- 
EN (No. 462W) —7%4” diam- 
eter, 5” contrasting banded 
dial. Metal case in white lus 
trous finish. Also available in 
chromium or copper finish. 
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See if this doesn’t make sense to you. 


From the entire line of Simmons Quality Gold Filled Jewelry we 
ae f rom Qa have picked a top group of items that are fast sellers every business 
day of the year. There’s nothing seasonal or spotty about them. 
They're “Year-Rounders” every one of them. 


Above are just four of them. But there are more and you should 
have them all in your store. Find out about them and ask us to 


b y SIMMONS send you our new set of free newspaper mats that will help you 


sell these “Year-Rounders” through your 


own local advertising. Write today. RE Simmons 


COMPANY 
MAKERS OF SIMMONS CHAINS «© SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS Attleboro, Massachusetts 





Special Selection 
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WM A adds {0 sales 


Jewelry by © 
K. Polishook & Son 


Let us send you our booklet, 
The Working and Handling of 
Jewelry Palladium. Goes into 
the subject in detail. 
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possibilities... 


113 Astor Street, Newark 5, New Jersey 
NEW YORK «+ SAN FRANCISCO + CHICAGO 








Ever try to make 


a mechanic 


out of a lady? 





You Don’t Have To 


\ } . 
\ a " j 
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No detailed instructions mecessary to lock and unlock 

















Wed-Lok* diamond ring ensembles! Just a light feminine touch 
...atiny gesture...and they’re locked together! 


No complicated abnormal locking method...no extra parts 
to be lost... Wed-Lok* diamond ensembles are easier to sell be- 
cause they’re so simple to demonstrate, so practically designed. 


Two rings that can be worn separately at any time... 


these rings unlock as quickly and easily as they lock together! 


Specially processed Granat Tempered Mountings 
(mot cast) offer superior strength and wearing power, promising 
security and protection to every diamond entrusted to them. 


GRAN AT 


114 GEARY STREET - SAN FRANCISCO 8, CALIFORNIA 


"TRADEMARK REG. U. S. PAT OFF. WED-LOK RINGS ARE PROTECTED BY U.5. 
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Style No. 619 


ee | 


aids Wy S Bs / 4 fi Style No. 627 
« 


They're superb 
| N Mi ITAB | > on every count! 


You're looking at the first and only self-adjusting wrist-conforming 


q GT 

£ ° | 

f * 

E: snake bracelets on the market! Thanks to their ingenious design, 
: ai there are no links to add to them, and none to subtract to make 
| them fit any woman's wrist, and fit comfortably. As another signal 


triumph of BRETTON styling and design, you'll be quick to capitalize 
on these beautiful, watch-flattering creations —as so many alert 


jewelers are already doing! Made to retail at $5.95, tax included, 


SN AKE : in 1/20 12 kt. gold filled. 


BRUNER-RITTER, Inc. 630 Fifth Ave., N.Y. 20 + Factories: Bridgeport and Montreal 


BRAC FLETS | NATIONALLY ADVERTISED — 
Bretton ™ 


FIRST AMONG FINE WATCH BANDS WHOLESALER 


Bretton’s the Line for 49 —but definitely! 








sealed against moisture 7] 







| LESSON sealed against dirt 
é VS 
NORDON 


18 Jewels—Sweep 
14K Natural Gold, $160 
10K Natural Gold-filled, $71.50 


re or 18K AGN-Marker Dial 
RESENTING AN 


OF AMERICA’S FINE WATCH 





ee 





LINE 





= is a new line of watches from Hamilton—America’s 














distinguished watchmaker. Your most discriminating cus- 
tomers can wear them on the beach or golf course or even 
in the rain and snow. For the Langdon, Brandon, and 
Nordon are cld watches—sealed against moisture and dirt. 
They’re the answer to the man who wants his favorite dress 
timepiece with him wherever he goes, whatever he does. 
Available now through your Hamilton wholesaler. 


Hamilton Watch Company, Lancaster, Pa. 


17 Jewels 

10K Natural Gold-filled 
18K AGN on Silver or 
Black Dial, $67.50 












SS 
NOS 3 SS 
SOL 
LANGDON ‘s% 
17 Jewels 
14K Natural Gold, $150 
~ 10K Natural Gold-filled, $66 





cd case 


Construction 
Patent Pending 
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Inspiring 
Creations 
by Bristol 


? SS tee > pang ete 
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SOLD THROUGH WHOLESALERS 


BRISTOL SEAMLESS RING COMPANY ¢ 7] NASSAU ST e¢ NEW YORK 
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* the urge to buy MMM starts with the eye 



































WATCH CASE § 


LOOK FOR THIS 
STAMP OF QUALITY 


THE MARK OF DISTINCTIVE 
BLAUTY AND LASTING 
PROTECTION 





— designed to custom-fit fine watch movements 
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As an example, STAR Ring No. 7360E 
above, with countersunk Masonic emblem and 
diamond, blue-enameled trowel and plumb 
on inlaid white gold side-pieces. 


Both emblem and diamond plate are 
countersunk flush with cushion antique center 
stone to create a smooth effect, which is en- 
hanced by the pleasing color combination. 


Shown here with synthetic Blue Spinel; 
also available in synthetic Ruby or Onyx, with 
or without diamond, or with encrusted emblem. 


Just one of many STAR Ring fraternal de- 
signs of Style and Quality, your wholesaler 
can show you. ane 





R RING ESTABLISHED 1919 
MANUFACTURING COMPANY, INC. 


’ and Mens 10K and 14K Quality Tings 


MAIN ST. BUFFALO 3, NEW YORK 
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Will Be “Right at Home” with 





MORE CUSTOMERS THAN EVER 





This Year! = 


Full-page ads—full-color ads—in these 13 top 


magazines keep Community sales coming to you! 


Here are the 13 reasons why—year after year 
—Community continues as your ““most 
wanted” brand of silverplate. 


These magazines, seen by more than 112 
million American readers, deliver an appealing, 
unhurried sales message right to the homes of 
your best prospects—the bride-age girls who 
are in the market for silverware. 


COME ALONG WITH 





4 


THE FINEST SILVERPLATE (J 


This year, more prospective customers than 
ever will see Community advertisements month 
after month. And more of these ads will appear 
on easily seen cover positions. 


Important advertising, added to matchless Com- 
munity patterns and quality, is your unbeatable 
combination for silver sales! 


HTRAOE MARK OF ONEIDA LTD 
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LUDINGTON, 
Fifth Street, Los Angeles 


New York 20 
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630 Fifth Avenue, 
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A. EDWARD FISHER & CO., INC. 


Call or write to our 
“A Sy all a > 
New York offices Importers of Diamonds Over 33 years of Service to the Trad 





for further detar/s. 





580 FIFTH AVE. CF NEW YORK 19 
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} appearing in full color 
in the May 2nd issue of 
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to GRURN 


at Graduation time! 


Because Gruen is going all out to make this Graduation selling season the 
very biggest and most profitable you’ve ever had! 


Because Gruen has set its cap on this important event for months... 
planned and prepared every last detail . . . made sure that your second biggest 


watch-selling season of the year will set new records for you! 


It’s all wrapped up now in a hard-hitting, all-inclusive package that’s actually 
the climax of a tremendous advertising and promotional program already 
in full swing. All this season your customers are seeing and hearing the Gruen 





story ...in big ads and on the radio—but Graduation is the icing on the cake! 


START WITH THIS DOMINANT, TWO-PAGE FULL COLOR, EYE-STOPPING SPREAD IN 
LIFE MAGAZINE WHICH APPEARS ON APRIL 29 (MAY 2ND ISSUE)! Here, truly, 

is a retail-minded, sales-minded ad—with immense consumer appeal and a 
natural promotional and display theme. It reaches 27,000,000 Americans! 
GRUEN helps you back up this big splash with radio announcements, 

with newspaper advertising, with window display ideas, and mailing folders, 
for a complete promotional program! 





ADD the magnificent Gruen Spring watches and Gruen’s leadership in watch 
design ... the always powerful prestige of the great Gruen name... and 

you have wonderful sales appeal to make this season top 

any other Spring you've ever had! 


‘Make the most of it! 


THE GRUEN WATCH COMPANY 
Time Hill, Cincinnati, U.S.A. 


In Canada: Toronto. Ontario 


America’s Choice Since 1874 
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One Carat bo Sifly €arals, those who 
tnow diamonds, choose from the House 
of Yiamonds...one of the world’s largest 
collections. 

Merchandise shipped on Memorandum 
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INCOMPARABLE VALUES by STONE 


DIAMOND RINGS 


of Every Size and Shape 


4 cts. 3 cts. 2 cts. 1 ct. 


THE EMERALD CUT DIAMOND The Emerald Cut 
is in high favor with women of good taste. Its flashing 
glory is the result of the very latest development in the 
highly skilled art of the diamond cutter. 


All our lines are produced in 
a large variety of styles and wide price range. 


4 cts. 3 cts. 2 cts. 1 ct. ‘A et. 


THE ROUND DIAMOND Perfection of cut and the 
consummate artistry applied to their production endow 
Stone Diamonds of all shapes-with a rare quality that 
is truly magnificent. 
Diamond Set Rings in a Complete Price Range 
to Satisfy Every Requirement. 





5 cts. 4 cts. 3 cts. 2 cts. 1 ct. 


THE MARQUISE DIAMOND First cut in the last 
decade of the 19th century, women have always thrilled 
to this charming creation. 


The Marquise ranks importantly in STONE'S large selec- 
Samples on request to established tion of diamond rings of all types, some of which are 
jewelers. State price range and styles. trimmed with fancy shaped diamonds. 
Our mountings are of exquisite styling 
and are produced by expert craftsmen 
in 14 and 18 Kt. yellow and white 
gold, as well as 10% iridium-platinum. 


We are equipped to design 
and execute special orders promptly. 


ES WNE es 


a 1 WEST 42" a 3 COMPA NY N W ace RK 
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WHAT'S THE PQ*o: YOUR 


GOLD AND SILVER? 





22 


In these days of standardized production, the P.Q.— 
*PERFORMANCE QUOTIENT — of the gold and silver 
used in making jewelry and silverware has become an 
important factor. 


Now, economy in production isn’t so much a question 
of metal costs. It’s metal performance that counts most. 
You need metals that spin perfectly, stamp without 
trouble, engine turn flawlessly—metals that can be hand 
worked without fear of spoilage. 


Such metals are ready and waiting for you at 
Handy & Harman—Karat Golds and Sterling Silver with 
the right physical properties built into them for each 
specific purpose. 


These highly developed compositions are made for use 
under today’s production conditions. If you are looking 
for faster, trouble-free, lower cost production, try them— 
test them on your toughest jobs. 




















STAMPING GOLDS 


that assure clean, tf yble- 
free stamping of watch 
cases, rings, etc., are among 
the specialized karat gold 
compositions offered by 
Handy & Harman and de- 
scribed in BULLETIN 16. 


Write for a copy today. 





Providence, R. 1. * Toronto, Canada 


PRECIOUS METALS SINCE 1867 
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WANT TO SPEED UP YOUR GOLD-FILLED JEWELRY SALES? 


then sell the line 
that's Guaranteed: ; 
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Every GOLDEN JUBILEE jewelry 
piece (1 /20—12K gold-filled) 


Hl 


<n 





; \, | — comes with this 10-year guarantee 
A (SD varantee with the against tarnishing, and an 
Q&s | prea assurance that lost stones will 
naa a a Na a a a a a a a a be replaced during that time. 








_ Generally speaking, there are two kinds of customers 
| for gold-filled jewelry—those who buy on sight 

_ and those who look—but are sceptical. When you 
feature GOLDEN JUBILEE jewelry, you corral sales 
from both groups—first because GOLDEN JUBILEE 
jewelry is superbly styled and designed to sell 


on sight, and second because it is so master- 





fully made that we guarantee it for 10 years, thus 
eliminating any and all scepticism. For speedier 


sales, concentrate on GOLDEN JUBILEE! 


SOLD THROUGH WHOLESALERS 
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America’s Largest Selling Diamond Ring 
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More People 
in Your City 
Read About 


KEEPSAKE 


More People 
in Your City 
Know About 


KEEPSAKE 


More People 
in Your City 
PREFER 


KEEPSAKE 


Keepsake’s Great DEALER- 
LOCALIZED NATIONAL ADVER- 
TISING CAMPAIGN regularly 


. . ¥ 
covers your trading area in 


America’s leading magazines. 


LARIAA 


7 out of every 10 of your Dia- 
mond Ring Prospects regularly 
see Keepsake’'s Spring Advertise- 
ments in their favorite magazines. 


Because Keepsake is the best- 
advertised, best-recognized name 
in the diamond ring industry. 
And ‘The Name that’s Most 
Familiar is the Name that Sells 
the Best.”’ 


The GREATEST National 
Advertising Program in 
olde] ale Mem alo] uil- Ma alate an) ol A 
ROG NGS Ga nC) aun 4016 


when you feature Keepsake 


in YOUR STORE. 


FOR SPRING 1949, Keepsake's dealer- 
Tolaolip4-to Mb (ohifolalel Noh d-iaitiiale Mole Misl-mela-teln 
sm al-nte) Me) maal-iaealolalelttiale Mellor Miamial-M-\y1-118% 
field makes the Keepsake franchise more val- 
We] e}I-meialelaM-N 1-1 


It a Keepsake Franchise is available in your 
ol d-1e FNAB ALL EM oL-Me |Lole ME (oe lacelale(-MRolm elahZeli- 
showing of the entire Keepsake line. Simply 
write the A. H. Pond Co., Inc., Syracuse 2, 
Fae @oen co) aetolaalo)(-s¢-Mlalcelaulehilelar 


A.H. POND CO.,INC. SYRACUSE 2,N. Y. 
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27 Diamond 
Combination Set 


Rings enlarged 
to show detail 
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The Diamond Engagement and Wedding 
rings so ingeniously designed that they 


can be bought separately or together... 
and worn separately or together. 


NONE GENUINE UNLESS STAMPED “MIRACLE” 


Miracle Sets priced from $20.00 up 


WARNING: 

Any and all infringements of Shiman Bros. patents 
or trademarks will be prosecuted to the fullest extent 
of the law. 


SHIMAN BROS. & CO., Inc. 


DIAMON D 





RING SETS 





Due to popular acceptance and volume 
production, there is no extra charge 
for the patented Interloc’ feature. 





Simple to couple, matching Miracle- 
Interloc’ Diamond Rings can be joined 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
..-no hinge, no catch, no stud or con- 
cavity to mar the beauty and symme- 
try of the Miracle rings. 


The Miracle-Interloc’ clasp keeps the 
matched bridal ensemble perpetually 
aligned... prevents awkward ring 
twisting and shifting, saving rings 
from costly wear! 


For the full beauty in rings and diamonds, 
your customers will want the patented Miracle- 
Interloc’. Besides, the diamond looks at least 
25% larger in the registered Miracle’ Diamond 
Ring. For your own diamond merchandising 
success story, get these revolutionary new 
rings! Consult your jobber; if he cannot supply 
you, write us. 





*Patented and Reg. U. S. Pat. Off. & Patents Pending 


MANUFACTURERS FOR OVER 50 YEARS | 


Originators and Sole Manufacturers of Miracle Set Diamond Rings 


——————— 





No connection with any other firm 
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SIMULATED PEARLS 


Cleverly Packaged—Consistently Nationally Advertised! 


Certainly! ... Go to town with GILDA-—sales-wise, 
are getting acquainted with GILDA, profit-wise! For GILDA, all dressed up in its striking 
advertised in full color pages in 
leading fashion and mass-circulation 
magazines. You can cash in onthe an aggressive advertising campaign, is scoring heavily 
resultant demand by featuring and for jewelers alert to the possibilities inherent in it 
displaying GILDA prominently. 


To feature GILDA is to cash in on the nationwide 


rose quartz plastic Chinese gift case, and supported by 


demand for this great gift necklace... 


stations of the great : 
ue guts is hoe os CONSULT YOUR WHOLESALER 
necklaces are presented on = {Jig 





HELLER & SON, Inc., 411 Fifth Avenue, New York 16 
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Defender Watch Corfteration ts 
frroud te WMPOUMNME ts HOW. tine of 


er powed walehes flv wen and bades 


Manifactiured Z byled ty lhe 
alles crf line cn ta Srttecertand. 


Lhese watches tmccnfe crule lhe 
finest and most advanced, features , 
des yi ed with if ecu Uff cad tl 
YOUR dicrtme naling USOT ODS. 


WATERPROOF CASE *+** INCABLOC SHOCKPROOF, 7 JEWEL MOVEMENT 
BEZEL CONTENT EQUIVALENT TO 1/20-12 KT. GOLD +» » STAINLESS STEEL BACK 
** EXCLUSIVELY STYLED IMPORTED CASES***UNBREAKABLE CRYSTAL 


TO RETAIL FROM 


$13.95 10 $17.45 


The complete Line will be presented to you shortly 


daferden watch. conp 


610 FIFTH AVE., NEW YORK CITY 


IMPORTERS ALSO OF: Sy — Ct °  ——e 


HERITAGE and 
NOVA WATCHES 


PRES. 
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Window Display—Marks Bros. Jewelers, Inc., Chicago, Ill. 


The Rings that LOCK 
With the KEY to your Heart 





Wherever rings are displayed, alert deal- 
ers give prominence to ‘'Two-Gether”’ 
ensembles and their exclusive keys. * 


‘“Two-Gether"’ > ensembles~ spell’- greater> - 
sales, greater profits . . . and only ‘‘Two- 
Gether’’ has the KEY that locks rings and 
opens hearts. 


Kushner & Pines, inc a 


21 WEST 46th STREET 


N E W YO a K 1 9 , N ° | 2 *Sterling keys free with each **Two-Gether’’ ensemble. 
14 K Gold Keys available at extra charge. 
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nnouncing! THE APPOINTMENT OF... 


A. JOS. BALTIN & CO. Inc. 
as hited for - lading . ines 


1847 ROGERS BROS. 


FOR OVER 100 YEARS AMERICA’S FINEST SILVERPLATE 


one -cnanctnnen eects 
aos) 


Renta ahoniede. ~~ 
MRRP OY remepomrenty, 


ee Fe 


This was America’s first silverplate. It has been America’s finest 
and largest selling silverplate ever since. It is backed by the most 
powerful national advertising in silverplate ... the “Ozzie and 
Harriet’ show on the full NBC network .. . hard-hitting ads in “Life,” 
“Ladies Home Journal,” and “Country Gentleman.” Four magnificent 
patterns are offered in a variety of chests. It’s a line with everything 
you need to make sales! 


LUE WM. ROGERS & SON 


eYopeeebel] REINFORCED PLATE. 
ivy § Ei ree 


“ Cad” Ga 


We In the medium-priced silverplate field, this is the finest dollar-for- 
dollar value offered today ... and sells accordingly. There are two 
patterns, both with a height and depth of ornament—a hand-carved 
look—usually found only in silverplate costing far more. It is rein- 
forced, and the knives feature forged blades, with seamless hollow 
handles. This brand gives you something really outstanding to sell 


at a price! 


ZROGERSSSTERLING 


Here's a new, top-quality sterling—the only sterling with the sales 
magic of the Rogers name behind it. The two patterns are consumer- 
tested for wide appeal .. . and have already proved tremendous sales 
successes. What's more, this line is advertised nationally through 
full page ads in “Look,” “McCall's,” and ‘Seventeen.’ Cash in on 
this opportunity to sell a really great sterling available through whoie- 
salers! 


A. JOS. BALTIN & CO., Inc. 


740 SANSOM STREET PHILADELPHIA 6, PENNA. 
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AS ADVERTISED IN... 
LI F E-post: Collier's OTHERS FROM $24.75 TO $2500.00 send for FREE newspaper 
"3 : 
RADIO TIME SIGNALS *RETAIL PRICES SHOWN INCLUDE FEDERAL TAX advertising mats: 





ROU. GLAS : 
Product of (M|lendortf Walch Go INC , 20 W 47th STREET, 


TIME FOR A CLIFETIME NEW YORK, N.Y. 
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nit THE NEW SENSATIONAL GIFT OF THE YEAR! 







tHe SPUNAWAY ASHTRAY . 


WITH MATCHING 
THORENS AUTOMATIC 
TABLE LIGHTER 


Style 45/1...in bright solid 
es cach osha ss re 
Style MB/4. .matching Bronze 
table lighter......... 10.00 
Style 45/2. .in bright Chrome 
basse vahooces Sere 
Style MC/5. matching Chrome 
table lighter..... 


Yet 


Style 45/4. Wine, Green, Red, 
Brown, leather covered, gold 
leaf tooling, Bronze top . 8.50 
Style LB/5.matching leather 
covered table lighter. ..9.50 
Style 45/5. leather covered in 
Brown or Tan pigskin, saddle 
stitching, Bronze top...8.50 
Style LB/6.matching leather 
covered table lighter. .9.50 


Style 60/1...genvine Onyx 
marble, Bronze top....16.50 
Style M912. . matching Onyx 
lighter, Bronze top.....11.50 





...the self-cleaning automatic 


SPIN: EL ASHTRAY 


with the NEW famous THORENS automatic lighter 





TYRE 8 ees cee 
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Style 80/4...in 
[Yeohisl-1@mmaeh 2-10-10 P 
eTo) fo Mm ele) flare Mmelare, 
Bronze top with 
silohiasliare Mmm lalelial= 
turned lighter... 
14.95 











the Execalivi = 
Style 80/1..... in bright 
solid Bronze, with match- 


Style ROs2 Se: : .in bright ing engine turned lighter 
polished Chrome,with matching 12.95 


engine turned lighter. 14.50 











T. M. Reg. Pending 
THE FAMOUS SELF-CLEANING AUTOMATIC S//NAMAY ASHTRAY 


— 


Style 55/1. .Junior 
SPIN-A-WAY, bright 
solid Bronze. .5.95 


Style 60/1. genuine 
Onyx marble base, 
Bronze top ..16.50 


Style 55/2. .Junior 
SPIN-A-WAY, bright 
Chrome finish.7.50 





Style 45/5.....leather covered 
in Brown or Tan pigskin, saddle 
stitching, Bronze top.....8.50 


Style 45/2.in 
bright Chrome 
finish. ...8.50 


Style 45/1. 
in bright Solid 
Bronze. .7.50 


Style 45/4.....leather covered 
in Brown, Green, Red or Wine, 
gold leaf tooling, Bronze top.8.50 


All prices shown are retail. Write for full information 


REXON, INC. (!mporters and Distributors), 122 Fifth Avenue, New York II, N. Y. 
GENERAL DISTRIBUTORS OF SWISS-MADE THORENS AUTOMATIC POCKET AND TABLE LIGHTERS FOR U.S.A. AND TERRITORIE 
WEST COAST REPRESENTATIVE: Mr. Fred Levey, 2457 So. Bundy Dr., W. Los Angeles, Col. . . . MIDWEST OFFICE: Mr. Patrick Woods, Republic Bidg., 209 South St., Chicogn! 
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6005 — Roya! Champion Series. Yellow, 
pink, white...........Retail $8.75 


»STIGE, QUALITY. STYLE 
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3050 — JB Linda. 1/20 12 At. GF. yellow 6060 — La Royale Petite Series. Yellow, 
pink, white Retail $7.00 pink, white Retail $8.25 
Prices include federal Tax 


JACOBY-BENDER; Inc. 
161 Avenue of the Americas 
New York 13, N. Y. 








lhe Watch Band 
“DREAM LINE 
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A style to please every taste — a design to fit 
every purpose — a price range to suit every —@ 


customer. A watch band dream line to sell every a 
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watch band prospect who walks into your store! 
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Nea tionally Jewelers’ Best Ads 
: Designed to Sell You, the Jeweler 
Advertised took tor themin 


LIFE - LOOK =@ 
LADIES’ HOME JOURNAL | 
THIS WEEK MAGAZINE 


in 24 Newspapers 


N.Y. TIMES MAGAZINE “9 
CHICAGO TRIBUNE (Grafic) 


” 


* This item is 
tax exempt 


4 
... your guide to the finest ; 2 # 


in Watch Bands 


ae, 
BP 


- 3032 — Round Snake Chain. 1/20 12 Kt. GF., 7282 — Royal Champion Series. Yellow: ame 
yellow, pink, white..........Retail $7.75 pink, white..........Retail $11.25. | 


Prices include Federal. Tax 


JACOBY-BENDER, Inc., 161 Avenue of the Americas, New York 13, N. Y. 
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“SEE-THRU” Display Box 
AT NO EXTRA COST TO YOU OR YOUR CUSTOMER! 


The gleaming, exclusively-designed clear plastic display 
box adds new appeal —brings rich new attraction 

— gives customers a sparkling extra 

reason to reach for JB, the 


nation's top quality 


: Tortie; tel aeee 
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YOUR SELLING PRICE‘, 94214 
$4.g 00 
YOUR PROFIT Sceuwe . . 95577 


YOUR EXTRA THE “JB 25" TRAY ‘ee 3: | 
AY WITHOUT ANY COST _— IMCOBY. BENDER, INC, - 161 AVENUE OFTHE AMERICAS, NEW YORK 13, NY. 





tPF Miya Mentos 
A mbt Rt Me: 


AGE? ereisites 
ee 
es peh 


“a 


Buckle. 1, - ) 
Stainless Steet. Retail $4.25* = 


style in model #8701, Stainless Steel. Retail-$6.25*— 


‘Picture 


“These itemiécare 


ioeaape 


Magnificently styled JB bands are available with a complete, varied range of customized 
ends, designed to fit all lugs . . . big or small. You clinch the sale by providing the end 
made for yout customer's watch casel Each patented end is strong, safe, easy to attach. 
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te é Finest in Watch Bands 


JACOBY- BENDER, inc. - 161 Avenue of the Americas, New York 13, N. Y. 
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Planning to go out of business? 
either way is a 


guaranteed way with Gordon Brothers 


Obviously the quickest way in the world --and the easiest 
- - to go out of business, is to sell your store to Gordon 
Brothers. There’s no hemming or hawing aboutit. You get 
a quick, competent estimate and cash on the spot the 
moment you decide. 


But if you prefer to liquidate your business yourself, by 
running your own sale - - then the surest way is to have 
Gordon Bros work with you. We know no other liquida- 
lion service, that guarantees what you'll net by a cash 
deposit to the full amount of the estimate! 


If you’re in the thinking-it-over stage, let’s talk it over. 
Many a sound business man has been helped to the right 
decision by Gordon Brothers’ experience. 


New - - announcing - - our 


Brewery vatel, 
SERVICE 
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' @ WEST 58TH STREET 
NEW YORK 19, N. Y. 


RETR RE ee TS SE I 
Rar et niene aye nen ree . ¥ 8 
+eRy CEA bd 


HORIZED DISTRIBUTORS 


THE JEWELERS’ CIRCULAR-KEYSTONE 





For over a quarter of a century, jewelers have 
known these words to mean dependable service, 
dependable merchandise. 

We, at Walter Lampl Inc., shall continue to serve 


you with a sincerity that can be expressed only 
by Lampl quality and saleable merchandise. 


(er 


SINCE 1921 
"Creators of the Unusual—As Usual” 


608 FIFTH AVENUE 
NEW YORK 20 


ae a 
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No. 1857P No. 1854P 
Scatterpins. Finely Leaf Pin. Finely 
woven mesh clov- woven mesh and 
ers with half cul- graceful solid vein- 
tured pearl in cen- ing combine to 
ter. 1/20-12K-GF. make anextremely 
$11.00 per pr. smart pin. |/20- 

No. 1857E eer” fasten ates Sik 

Earrings to match, Se ~~ $10.50 ea. 

sro MLLU ES igehicte : 


$11.00 per pr. 


No. 1848E a5 A Sala 

New pendant earrings with \WAY ~ \\ : f f No. 1854E 

ohilgel aisha -maclaatieleli-teoMme(-t21e lap PAS m4 ee Earrings to match pin above. 
1/20-I12K-GF. $7.00 per pr. — AWA ™ $7.50 per pr. 


FOR MARCH, 1949 





be 
THE JEWELERS’ CIRCULAR-KEYSTONE 


Cases 





Watch 


Platinum 
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WATCH BANDS 


KS v 
oy Wee a 


Oliteliatelmokelilomme (st 1e lary 
Tru-Rivet Construction! Bigger 
profit margins! National® 


advertising that helps you! That's 





what Flex-Let offers. | 





And every Flex-Let Band is corrosiong 





ASIN Sielalmeelalomme | lelaelali-t-1e ME) alm a -lele 









Over 4400 jewelers prefer Flex-Let Bands. 
Why not join them? 


Sold only direct to retailers.# 





TIS ‘The Squire’; $12.50 T. |. 


DO SRS Aneta Catone Gaane Soe At ies SERS. ASR “SEE Coa SS ZEROS Sooo Sacer 
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220 Ladies’ Snake-Expansion; $9.00 T. | 


2210 Ladies’ ‘Deluxe’: $8.50 T. |}. 


WH AAA AAA 
CMLL 


=100 Men’‘s Band; $11.50 T. |}. 





frase Rese tee dew keeo bee Sc hear Samay haan haan Mme ces Heme aie ama ms wee i MEET af 


ZI110 Men‘s ‘Deluxe’: $11.50 T. 1. 
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2135 The ‘Calvert’: Stainless Stee! $6.50; G.F. $8.95 T. 1}. | 
! 
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=120 Men's ‘Flex-Weave’: ' 
$12.50 TF. I. W 


All Flex-let gold- 
filled products are 
on pure nickel 


base, and the 
karat quality is 
plainly stamped. | 
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THE NEW 

Self-Winding 

Self- Protecting 
-Sell 


Self 
WYLER WATCH AGENCY, INC., 630 Fifth Avenue, New York 20, N. Y. 


MAS Si 


Sth SDE: 








Let’s be honest 


BRIDES mean BUSINESS 


THIS PROGRAM WILL BOOST YOUR SALES 


FOR MARCH, 1949 




















Business for RHAPSODY dealers. 
Business measured in the 
millions. And to make sure that 
RHAPSODY dealers get a 
major share of the engagement 
and wedding ring business, 
RHAPSODY has provided a 
complete and magnificent line 
for ‘49, backed by a wealth 

of fine advertising— 

including a new 50/50 PLAN. 


We will deem it a privilege to 
send you full details. 


COOPERATIVE ADVERTISING 
National Advertising 


Free Mat Service Originated by 


Free Counter Displays 


Free Ring Trays 

Bride’s Booklet 

Free Ring Gift Boxes e 
Free Window Displays 


Free Dealer Signs 906 CHESTNUT STREET, PHILADELPHIA > A PA. 


Postcards in Color 





WHOLESALE JEWELERS FOR NEARLY 100 YEARS 


39 





—w i ninth! 


> PPS teats les Ra ee age ee re Tree 


Ty 
PASAT Mids Sbdtibadil dais Ge 


2. Perey 


Witisiidasss 


imate 


~ 


res: br 
we 


RAT ae Se 
FQN UR edn ta mer ott 


What's the watch 
worth watching? 


The budget-minded watch 
that’s ticking off sale after sale 
in leading jewelry stores from 
coast to coast .. . the accurate, 
completely dependable watch 
that makes its appearance in 
striking national ads millions of 
potential customers will see in 
.1949. Naturally it’s a 


the watch that means greater 

unit profit for you! Remem- ' 
ber, when you sell a Craw- * 
ford watch, you sell a watch 
of sound quality ... a watch 

that increases your prestige, 

ups your profits. For your 
best watch buy... for the 
watch your customers will 
buy and recommend, look 
to Crawford. 


ACCURACY 


NATIONALLY _ 


‘BEAUTY 


THE JEWELERS’ CIRCULAR-KEYSTONE 








SETS NOW AVAILABLE TO RETAIL FROM 


$ 100 


» The seemingly impossible has been achieved at last. : 

Here is the answer for the perfect traffic building pro- and lower depending upon 
motional diamond ring leader. Famous FEATURE LOCK ° . 

rings now offer you a completely merchandised line of size of diamond used 
rings in a full range of prices. 












THERE IS AN AUTHORIZED FEATURE LOCK 
RING JOBBER IN YOUR VICINITY WHO 
WILL BE HAPPY TO SERVE YOU. 


eo 


This means that the sale of either ring assures another 
add-on sale of the other at any time. 


There are no sizing problems in FEATURE LOCK Rings! Ask 
your distributor to show you FEATURE LOCK — the greatest 
achievement in a century of ring making. Complete Warranty 
and Instruction Booklets, promotional helps, displays, mats 


available. o 
F -Lock i ji .S. Pat. Off. so 
engage hd georyiy- Totewe: — Sold only through authorized distributors who are granted the 
patents pending right to sell patented Feature-Lock mountings under the reg- 


istered name or their own brand name. 


SEE YOUR Tih DISTRIBUTOR 


gr Write for distributor mearest you FEATURE LOCK RING MOUNTINGS, 126 WEST 46th STREET, NEW YORK 19, N.Y 


FOR MARCH, 1949 
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““Crossweave” 
#201/A 





oa 
ASE gt ge 


TW BS 
FNS We 


* Wey 


= 
- 





48 


WA, 


(i Jf J 
JA Af 











Three new Nanasi expansion bracelets that reflect 
the same exquisite taste and fine 

craftsmanship which have made our products 

the choice of leading watch manufacturers, 
jewelers, and the general public 





SS “The Lieutenant” 
#442/A 
é 


Sen ese 


Sold through ‘Wholesalers Only 
JEWELRY CRAFTSMEN OF DISTINCTION 





6219 MADISON STREET, WEST NEW YORE, N. J._ 


THe JEWELERS’ CIRCULAR-KEYSTONE 
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From March 27th, to April 9th, “The 1949 Diamond 
Jubilee” will be promoted by the Jewelry Industry 
Council...This event offers a great opportunity 
to effectively expand your diamond volume — 
make worthwhile profits. Tie up with this nation- 
wide, concentrated effort... Impressive newspaper 
ads are being furnished to Lady Crosby dealers. 












rc _ 
oo ON 
= Guaranteed by ~ ‘ 
Good Housekeeping /; 
S #0, ~ hs 






Lady Crosby Diamond Rings are 





aX 
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A. COHEN & SONS GORP. 
27 West 23rd Street, New York I0, N. Y. 


FOR MARCH, 1949 
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A BRILLIANT |NEW| IDEA IN CUFF LINKS 


WALLIN 


Neil D. Sofman 
32 Liberty Street 
New York 7, N. Y. 


The exclusive JACCO swivel 
does the trick 


¢ Two full faces in handsome 
patterns 

¢ Rigid shaft for quick, easy 
insertion into cuff opening 

¢ One link pivots parallel to 
shaft 


SWIVEL-LINK CUFF LINKS, . conven- 
tional and bullet types in 10 or 14K 
yellow gold are all available in 25 


striking patterns. 


J. L. Miller 
Chas. ma % 29 E. Madison St. 
New ngian Chicago, Illinois 





John E. Hayman 
220 W. 5th St. 
Los Angeles 13, Calif. 
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In the distinguished creations that 
bear the Seidman name, no compromise 
is ever tolerated. Designed for consumer 
appeal—priced for rapid turnover—no 
wonder so many progressive jewelers con- 


centrate on the Seidman Line. 





SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47th STREET 


NEW YORK 19, N. Y. 
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Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking —sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in 14 Kt. gold and rolled gold 
plate, —for immediate delivery. 


ATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 
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Now RIST-KOMFORT Expansion 


Provides 


In Buckle Styles for Men and Women 
The Comfort Customers Demand 


FIONEERS IN WATCH BANDS © FOR OVER A QUARTER-CENTURY 





AT 
FOR MARCH, 1949 













In 1949 FORSTNER will 
utilize the greatest array 


of advertising 








and promotion in its history. . . To enhance its position 






as America’s quality line CF and to reach and 


FOR GENUINE SNAKE CHAIN=$IJIT’S FORSTNER 
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list of distinguished 
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publications including the country’s most powerful and 











influential magazines and Sunday Supplements, plus con- 
“ Fein 
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sistent, carefully planned dealer helps, 
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consistent volume, | prestige 
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and profitable sales for America’s jewelers. 


This year LY is yours with 


FORSTNER CHAIN CORPORATION 
IRVINGTON 11, NEW JERSEY 





FOR GENUINE SNAKE CHAIN=$IT’S FORSTNER 
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Write Finesse today for names 








of your nearest wholesalers. 


Finesse Wristlet Inc. 
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4. W. LEWIN CO., IN 1948, PLACED MORE PAGES OF 
JEWELRY TRADE ADVERTISING* THAN ANY OTHER ADVERTISING 
AGENCY IN THE UNITED STATES. THESE PAGES WERE PAID 
FOR BY ADVERTISERS FOR ONLY ONE REASON — RESULTS. 
THIS AGENCY’S SKILL, EXPERIENCE AND UNDERSTANDING 
OF THE PROBLEMS FACED BY MANUFACTURERS OF QUALITY 
JEWELRY SOLD GOODS—IN HIGH QUANTITIES. THE ABILITIES 
WHICH MADE POSSIBLE THIS UNUSUAL RECORD MAY BE ABLE 
TO ASSIST YOUR OWN PLANS FOR THE FUTURE... . 
WE SINCERELY INVITE DISCUSSION WITH REPRESENTATIVE 
MEMBERS OF THE INDUSTRY IN CATEGORIES WHICH ARE NOT 
COMPETITIVE WITH OUR PRESENT CLIENTS. SALES-AND- 
PROFIT-MINDED PRODUCERS OF JEWELRY AND RELATED PROD- 
UCTS MAY FIND SUCH A DISCUSSION EXTREMELY PRODUCTIVE. 


A.W. LEWIN Co. 
Advertising 


40 East 49th Street, New York 17, N. Y. 
11 Commerce Street, Newark 2, N. J. 


*From Publishers’ compiled statements. Member of American Association of Advertising Agencies 
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DURING 1949 
OMEGA NATIONAL ADVERTISINe 
WILL MAKE A TOTAL OF 


y 


READER IMPRESSIONS 


In this 10lst year of Omega's history, our advertising 
will reach more people than ever before. Our 1949 sched- 
ule includes consistent advertising in the following in- 













fluential magazines: 


LIFE—-FORTUNE—-ESQUIRE—-VOGUE 
THE NEW YORKER—TOWN & COUNTRY 


THIS WEEK--THE NEW YORK TIMES MAGAZINE 


To help you cash in on this strong national compaign, 
The Omega Automatic Omega offers you a variety of merchandising helps, 


” nag $71.90; from mats to radio scripts. Make full use of your Omega 
in 4 | | | | 
teal Cie tnctaiedl promotional material to remind your community that 


your store is headquarters for Omega timepieces to suit 
every budget and taste. By tying in locally with Omega's 
nation-wide promotion, you can make 1949 yield a sub- 
stantial profit for your business... both in prestige and in 
augmented sales. 
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MORE THAN 100 YEARS OF FINE WATCHMAKING 


Norman M. Morris Watch Corp. ° 608 Fifth Ave., N. Y. 
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A |] WATCH EVER HAD! 


NEET’S Popular One-Piece 


GUARD: 


THE STRAP THAT PROTECTS 






AS IT BEAUTIFIES! 


If America’s jewelers had to pick one watch strap that 


simply has everything—NEET’S famous one-piece 


Expertly fashioned of * 


ALLIGATOR 
SHELL CORDOVAN 
FINEST CALFSKIN 


padded “GUARDETTE” most certainly would be it! For 
beauty, for distinction, for all-around smartness 
—no other strap compares with it. And in 
addition, it protects the watch it beautifies. 
Created to sell profitably in various popular 
shades—of alligator, shell cordovan, 

finest calfskin. Comes by the dozen in 
NEET'S attractive counter book display. 


ARISTOCRAT OF ([— 


[WATCH STRAPS & CONSULT YOUR WHOLESALER 


LASKO STRAP COMPANY 
200 Hudson St., New York 13 


Chicago: 29 E. Madison—Los Angeles: 220 W. Sth. 
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“ENGRAVED 3 RINGS IN 10 MINUTES JUS 


BY READING INSTRUCTIONS >” 
Says Kramer's, Hoboken, N. J 


New Hermes Portable for three 
ful results, but the new Ring 
s even more wonderful! | engraved 
10 minutes right after reading the 
ave hundreds of dollars 


“We've used the 
years with wonder 
Engraver | 
three rings in 
«nstructions! We now § 
a year on engraving costs.” 


LE 








‘§ THs WORLD’S FINEST EN 


ENGRAVING ELIMINATES 
RETURNED MERCHANDISE 


e Makes everybody an engraving 


expert. 


Engraves on jewelry, fountain pens, 


silver flatware, watches, compacts, etc. 


SEND FOR DESCRIPTIVE FOLDER MODEL G 


WORLD'S FINEST ENGRAVERS 


g, NEw YORK 3, N.Y: 
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SUPPLIES YOU WITH HIGH POWER SALES APPEAL! 
Vf 









Increasingly, volume-conscious jewelers everywhere 
are recognizing the validity of the LB policy of “High- 
est Quality at Lowest Prices!” 






oA 


<4 MATCHED BRIDAL SETS 


Illustration is typical of 
( smart styling. These rings 


= ‘e sold in group lots. 
Also outstanding in the LB line are fraternal ee 
rings, emblems and lapel pins, distinguished 
watch bracelets, and quality rings origina- 
tions for men and women. 














No. 1777 — Synthetic ruby or blue spinel, genuine No. $348 — Eastern Star cluster ring, 14k gold set 


onyx. Choice of encrusted fraternal order. 10k and with synthetic rubies, sopphires or genuine garnets, 
14k gold mountings. enameled emblem. 

No. 1830 — 10k or 14k gold Fraternal Ring, enam- No. $311 — 14k ladies’ cluster ring, choice of gen- 
eled emblem. vine and synthetic stones. 

No. 1914 — Shrine ring, 14k gold with diamond No. 1832 — 10k or 14k gold man’s ring, with syn- 
set platinum emblem. thetic stones. 








Established Over A Quarter Century 


ono IB 


MANUFACTURERS AND ORIGINATORS OF QUALITY RINGS 


2 WEST 47 STREET © NEW YORK 19, N. Y. 
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Here is a Moneymaker for the Installment Jeweler 


INFORMATION CHART 


Linde 
(Synthetic) 


Composition Same 
Hardness Same 

Cause of star effect Same 
Type of star Same 
Specific gravity Same 
Refractive index Same 


Natural 
Same 
Same 
Same 
Same 
Same 
Same 


























Their magic beauty has captured the imagination of the nation! 
Linde stars duplicate natural stones in arresting beauty, 
in every quality ... ata fraction of the cost. Constant 
in yalue ...a real stopper for on-their-toes salesmen... priced ta 
promote additional volume at installment store levels... 
plus a generous profit to the jeweler. Enjoy plus business by 
featuring Goodman's Linde Stars this Christmas season. 


| GOODMAN & COMPANY 
Makers of Fine Jewelry Since 1904 ....42 W. Washington St., lidisnapelis 4 Ind. 
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Executed in FULL I§!4 Karat 
Faceted and Mirror Finished 


Originated and Patented* by 
LOUIS SCHORR 


for Better Jewelers 


Die-struck, Hand-lapped, 
Hand assembled. 

All gold colors: 

Yellow, Red, Green— 
and combinations of 


Red and Green. 


6-1001-A WATCH BRACE. 
LET—Safety chain; 17-jew- 
el Watch, Gold dot dial — 
32 links, $350. 


6-1001-B WATCH BRACE- 
LET—Same as “A” with 18 
links, $205. 


6-1002 LAPEL WATCH —_ 
(Not illus.) 6% links, $124. — 


| 6-101-A BRACELET — 15 
: links, $96. (Not illus.) 18 
links, $114. (Not illus.) 25 
links, $180. ‘ 


3 


6-500 CHOKER — 7 links, 
$132. (Not illus.) 11 links, 
$168. (Not illus.) 15 links, 
$200. : 


6-200 DRESS PIN CLIPS 
(Pairs) —7 links, $130. (Not 
illus.) 34% links, $80. 


6-250 EARRINGS (Pairs) — 
2 links, $37. 3 links, $50. 


6-300 BROOCH — 9 links, 
$64. (Not illus.) 4 links, $32. 


ALL PRICES “KEYSTONE” 


FACETED MIRROR FINISHED 14KRGOLD JEWELRY 











71 Nassau Street ¢ New York 7, N. Y. 


*Design Protected under U.S. Patent No. 149,779 
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don’t trust 
your naked eye 
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Let Your Own LOUPE a 


prove the PERFECTION of f Lonpe-tested 
LOVE BIKD \DIAMOND RINGS 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? ] 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
through your own Loupe. You will then share the enthusiasm 
of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 
Diamond Rings. Franchises are still available. 
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) INC. 


630 FIFTH AVENUE, NEW YORK 20, N. Y. « — 
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Hype park is a watch you 
can give with complete confidence 
er in its timekeeping dependability, its 
— up-to-date beauty and distinction, 
its all-around value. As a matter of 
fact, America’s leading test pilots 
and active career women depend on 
‘their nype panx watches constantly. 
Scores of striking new styles and 
models to choose from—for everyone 
on your gift list. From $39.75 to 
$500.00, Federal tax inchided, 
at leading jewelers. 






















The Wetch That Times America's Test Pilots 





BS SS} 









| EXPANDED SALES FACILITIES MEAN 
BETTER HYDE PARK SERVICE TO YOU! 


















Steadily increasing sales of HYDE PARK watches, plus increased nationwide 
distribution, necessitate the opening of two new sales centers — one in Chicago, 
| the other in Los Angeles. These representatives will ably serve you — 


Hy Sohmer, Sales Manager 

George Beduze (Mid-West) 29 E. Madison, Chicago 
Joseph Gram (Pacific Coast) 220 W. 5th St., Los Angeles 
Merrill S. Harris (East and South) Philadelphia, Pa. 





ce Le he ty SR 


Our new line is now being shown — and it is certainly worth seeing! These 
, representatives will also carry famous GLYCINE Watches. 


> x 






CONSULT YOUR WHOLESALER 


EMIL LEICHTER WATCH CO.), Inc. 
551 FIFTH AVENUE, NEW YORK 17, N.Y. 







The Watch That Times@imerico’s Test Pilots 
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HE RUSH IS ON ... for these brand new exquisitely 

beautiful Gold-on-crystal pieces. They’re the new 
items which everyone has been demanding... and the 
storied excitement of Sutter’s Mill will be more than 
duplicated when customers discover this exciting gold 
line on your display. 

The 22 K Gold Queen Rose design combines with 
sparkling crystal glass to produce a perfect blending 
of dignity and grace ...a perfect compliment to good 
taste on all occasions. Their moderate prices complete 
the picture of irresistible sales appeal. 

These pieces contain the same high quality and 
workmanship which has always characterized Silver 
City products. When placing your order for this fast 
moving line, specify item and catalog number. 
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MERIDEN e CONNECTICUT 


6’’ Handle Plate—No. 301, Retail 3.50 
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wateh «.- band 
ofthe Month... 


every month 



























6 
BIG BAND No. 77%, HAY MeKINLEY : 
er ee ee ee ee ee ee 
STONEWALL’S newest creation, 
“TEMPO”, the watch band ; 
styled for beauty, influenced | 
by the scintillating tempo of 
RAY McKINLEY and his 





orchestra. To step up the 
tempo of your sales 
feature STONEWALL 
watch bands. 


“Miss Stonewall’, famous 
New York model 
Lynn Rani, places a 
watchband crown on 
Ray McKinley, the 
Stonewall band leader 
of the month. 




















Lynn Rani selects the “Allegro” as her 
watch band favorite of the month. 
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feature the ‘ Yinewall band 


to step up the “tempo” of your sales 










The band that’s marching up the months has added another star 

to its ranks .. .““TEMPO”. . . STONEWALL’S “Band Of The Month”. 
Created by master craftsmen ... styled by expert designers, 
STONEWALL watch bands have hit the number one spot 

on your customers’ shopping list. 

Crammed full with sales appeal, STONEWALL watch bracelets 


are your profit makers right down the line. 


BIG BAND No. 3% COMmpo- 


Every band has its all time favorites... the hits people 
insist upon year after year... like these STONEWALL bands 
sae. die ee 8 a 
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L-13 ““Nocturne’ 


Sold only to wholesalers ... ORDER FROM THEM TODAY! 


TRACK MARK 


@MOMPAN Y—INCORPORATED 
79 SEVENTH AVENUE Weim ied a en & 20 oe) Bo ee eC) 6 ee eee) ee ere ee 99-4874 
S. GELLER, 29 East Madison St WAR@iliael:(oyil | Pantin oA ott Oln 1 oF 220 West Sth St., Los Angeles, Calif. 
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WHEN YOU THINK We THINK OF JENKINS AND Soys 


Vie Kb 


a glorious new pattern 












in National Silver Company’s 
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Ey Three famous patterns: New Moss Rose. 
King Edward—beloved for its tradi- 
tional elegance. Cavalcade—distinction 
in the modern manner. King Edward 
Silverplate is guaranteed for unlimited 
service. The most often used spoons 
and forks have an extra overlay of pure 
‘silver at point of greatest wear. Com. 
plete assortment of open stock. Services 
for 6, 8 and 12 in deluxe chests. 
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52 pe. service for 8, including chest 
22.50 TO-.RETAIL AT 37.50 
UNLIMITED SERVICE GUARANTEE 
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‘KING EDWARD" Srucdl 
Yes, when you think of merchandise 
for your customers and more profits 
P hone 5-1264 for you — think of Jenkins & Sons, | 
wire or write Inc. We have what you want when 
you want it. / 
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Wholesele Jewelers—Electrical Distributors, 25/2 E. Adams, Jacksonville 2, Florida 
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AN ENTIRELY NEW CONCEPTION OF 
MATERIAL PACKAGING AND INVENTORY CONTROL 


Available from your Material 
Jobber for immediate delivery 


. 


BULOVA WATCH COMPANY, Material Sales Division, 40-06 62nd St., WOODSIDE, L. 1, NEW YORK 











JEWELER’S CABINET NO. 1 


Striking wood-grained — all steel. 
The finish will resist chemical 
stains and burns. The expertly 
designed steel drawers, equipped 
with movable plastic dividers, 
open smoothly and easily. For 
beauty and efficiency, this is the 
finest small cabinet ever designed 
for the jeweler! Height — 4%"; 
width — 134"; depth — 104”. 

Complete with 540 parts 
for the repair of the 10 
most popular Bulova 
models! 


LIST PRICE OF 
MATERIAL—$130.00 





MATERIAL KITS 

Designed to fit into a drawer of 
the standard watchmaker’s bench. 
Handsome leatherette exterior 
protects contents. Each cabinet 
contains guide for easy location 
of every part. Length — 11%"; 
width — 43%"; height — 1%”. 


STEM CABINET NO. 3 


Contains 36 genuine Bulovastems 
which fit 101 Bulova movement 


models........... $11.75 
BALANCE STAFF CABINET NO. 4 


Contains 34 genuine Bulova bal- 
ance staffs which fit 97 Bulova 
movement models. .... $13.75 


MAINSPRING CABINET NO. 5 


Contains 44 genuine Bulova main- 
springs which fit 100 Bulova 
movement models. ... . $19.75 


CROWN CABINET NO. 6 


Contains 83 genuine Bulova 
crowns which will fit the complete 
line of Bulova watches. . . $30.00 


BULOVA MATERIAL CABINETS 


made of finest quality to give long, efficient service. 


Containing BULOVA Watch parts of the 
highest precision standards. 


S25 Cabinet 




























Cabinet FREE 
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T DESIGN IDEAS 














11 Maiden Lane 29 E. Madison S# 
NEW YORK CHICAGO SAN FRANCISCO 
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Beet) §=AS YOU SELL YOUR CUSTOMERS 
























Remember that Oris watches 
and clocks, low priced yet con- 
sistently profitable, are distinc- 
©. wey 2 - tive and different and designed 
Gf Bet nme ‘ - to sell on sight. To build volume, 
: sell the value and prestige of 
the Oris name. 


(Tete He eee ew 


was what we told our. customers who previously had sold 
only high priced lines and reluctantly stocked Oris low 
a | priced seven jewel guaranteed watches. 


Time has Loven 


= that we have the right formula because Oris watches, sold 
’ and serviced, the world over, since 1904, have opened a 





Mon = i‘ , completely new market to most retailers. 


Despite their low price, their performance gives consis- 


, tently excellent service and produces satisfied customers 





.. customers who cannot afford expensive watches, yet 
ae demand the fine styling found only in much more 
ostly lines. 


has Convinced 


; ur distributors and their customer 
; to $18.50 to the consumer that the continued consumer ac- 
| . ceptance of the Oris name.. 


















proudly imprinted on each dial, 





movement and package... is sufficient to : 
allow them to sell it with complete confidence. | 
Manufactured under rigid control in one of Switzerland's 4 
largest and most modern factories, all Oris watches have | 
readily available, interchangeahle parts and are backed by | 
a full guarantee and good service. - 





ree mat service. 


i 8 COMPANY, INC., 665 FLFTH AVENUE, NEW YORK, N. Y. 
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MANUFACTURING COMPANY 
All items 1/20 12Kt. G.F. 


New York Chicago Monrovia, Calif. 
9 Maiden Lane 29 E. Madison St. 110 El Nodo St. NORTH ATIEESORS 
A. H. Betz A. B. Pinero James F. Loveridge MASSACHUSETTS 
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Don't look now... 
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, but your backbone 





. 


Fea 
: aa 










is showing! a 






The backbone of your business... of our 
business ... of any business... is REPEAT 


business! 





And because we can't keep selling 





watches unless you keep selling them... 
we make it our business to help you sell 


the public every Benrus watch you buy 





from us. 


@ That’s why every Benrus watch 
is styled to sell... priced to sell. 





® That’s why we go to such great 
lengths to pre-sell Benrus watches 
for you with aggressive advertising 








and promotion! 








It boils down to this: Benrus is not in busi- 


ness merely to sell watches to its dealers, 





but to the public, through its dealers! 


Business will be fine in ’Forty-Nine B | | N R S 
Pints oD For Dealers Who Feature the Benrus Line! | 
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gncrease sales by getting these new lL Aiglon 
Bracelets on display where your customers can 
see them. Their handsome styling and’ s 

Tal amex<olialuslolslo MM ohii-lalilola Mame. Vale Mal Ge Vicl (ola MmelUlolit 
follows through with lasting beauty 


olale Mel-]ai-.a anal: 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


2 oon MAKERS OF WATCH SRACELETS €OCO8 29 Vaeaeesn 


36 GARNET STREET * PROVIDENCE, RHODE ISLAND 


PETRCOCMIATIVES IN NEW YORK © CHICAGO *10S AN@Eeea 


FOR MARCH, 1949 








THE MARINER... a Swiss waterproof from stem to 

stern .. . Anti-magnetic, 17 jewels, with shockproof Incabloc 
movement . . . Irradiant dial . . . cast chromium. 

stainless steel back . . . water resistant, calfskin strap 

Priced to retail at $47.50 federal tax included. 


THE SEA SPRITE. . . a sportswoman’s waterproof by Landau... 
Anti-magnetic, 17 jewel, Swisscraft movements . . . cast 
chromium, stainless steel back, American cased . . . sweep 
second hand, irradiant dial .. . water resistant, calfskin strap... 
Priced to retail at $42.50 federal tax included. 











THE LANDAU DATELINER. . . Waterproof calendar wristwatch showing 
time, day, and date... Swiss manufacture, 17 jewels . . . lever 
movement with flat Nivarox hair spring, Incabloc shock resisting . . . 
rhodium finished, stainless steel back, anti-magnetic... 

Priced to retail at $52.50 federal tax included. 





rin 





“y 4 
. fancau 


WATCHES 








SEA SPRITE 


WATCHWORDS FOR THE JEWELER... 


SPRINGTIME ... . and the seasoned jeweler is again reminded of the 





profitable franchises available in the year ‘round Landau line 
. .. Watches for men and women in filled gold and rolled 
gold plate. .. models for ladies in bracelets and lapels, 14 kt gold, diamonds 


and rubies, iridium platinum . . . a four season line for outing or opera 





. .. American cased, beautifully designed . . . all movements carefully 
selected by Landau’s own overseas expert from the finest Swiss products 
of precision and accuracy . . . It’s time to take stock . . . Inquiries are 
invited . . . Prices at retail from $27.50 to $750. 





MAX LANDAU & COMPANY, INC. 
22 West 48th Street, New York City 


.»- opposite Rockefeller Plaza 
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OSTUME JEWELRY * NOVELTIES e+ PLASTICS 









Los Angeles Office 
48 S. Hill Street 





MANUFACTURING COMPANY 


**America’s Largest Ring House”’ 


PROVIDENCE, R. I., U.S. A. 






New York Office 
03 Fifth Avenue 





TRADE MARK 









STERLI e GOLD FILLED ROLLED GOLD PLATE «+ METAL e PLASTIC 
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861/85 & 861/86: 6% 
4AH 8 x IOAK, 6% oval, 7¥%s/11 
14/0OH, 7%W, 8%, 18/08, 
melelolelo Pa: Maoh Maa A3ielL: 
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876/87: 16/0 L3AF: 9 ike Tale 
SB: 2 43, 157 &. See: Green 
scallop and dome crystal. 


8%, x ir? 
Flat & 


Longines, 


Gitia7-te Mae -tela & 


We 


plate cases in all sizes. Also famous Elite Water- 


salensnehaelaallas Qa complete line of moll iste! gold 


Y-Yoli-te Mun @le kt = 


Elite VP Wiel mey-\) mae) (3 


150 Varick Street « New York 13, N. Y. 


IN CHICAGO ... KATZMAN, 5 N. WABASH AVENUE 


olalalslolep a 
7AP & 7AH, 15/OE, 
750W, 6'%2—343G. Dome, 


861/86 
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EXPANSION BRACELETS 


ARE GUARANTEED FOR LIFE 





er 


“Never a repair or handling charge for service on 
mechanical defects.” That is the “Lifetime 
Guarantee” that accompanies every Everfine Ex- om 
pansion Bracelet that you sell. And it’s a guarantee 
that means exactly what it says. Everfine brace- 
lets are so carefully made and so rigidly inspected 
that we can afford to make this sweeping guaran- 


ee ee ae ae me me we 


‘ , ° . ’ S te 
tee, and to back it up to the limit. It’s a plus value RAG AS eae wie eee cere enna ee We Wa We, 


that you can offer your customers. A value they 
appreciate, and to which they quickly respond. 





Leading Jewelers Report 
Everfine Easy To Sell 


Digests of comprehensive reports from all sections 
of the country indicate the “Lifetime Guarantee” 
has proven immensely popular with consumers and 
jeweler-retailers alike. Jewelers, especially, are 
heartily endorsing this new phase of Everfine’s 
powerful merchandising efforts on their behalf. 
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Everfine Leads 
in Style and Mechanical 
Perfection 


Masterful styling combined with precision engi- 
neering and craftsmanship have made the Everfine 
line one of the fastest-selling in the country. Each 
watchband is attractively packaged in an indi- 
vidual gift box or individually carded. 











New Glamour End Attached 
with “Flick of a Finger” 


Everfine’s “Glamour End”, the style sensation 
which instantly glorifies any lady’s watch to which 
it is attached, has received nation-wide acclaim. 
Actual tests prove that expansion bracelets with 
this exclusive feature can be attached or removed 
in 5 seconds without the use of any tools. 








JEWELRY MFG. CO. 


iy Ae Oe, Ce ee ee Ok oe Oe ee 
U 


George Roufberg’_.- 
9 Maiden Lane 
N. Y. C., N. ¥. 


REPRESENTATIVES: 


FOR MARCH, 1949 


Fredric E. Warnecke 
29 East Madison St. 
Chicago, Illinois 


RHODE ISLAND 





Max J. Newman 
57 Post St. 
San Francisco, Cal. 
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Another Rolex Exclusive 


New highest-ever accuracy 


for 30-mn size wrist-wateh 





3 at Kew Observatory, England 


ae 
RADIOGRAM ST 
RCA COMMUNICATIONS. INC. 












RECEIVED AT 64 BROAD STREET. NEw YORK 4. AT 
GB1135 LONDON 42 28 1600 


THE AMERICAN ROLEX WATCH CORPORATION 
580 FIFTH AVENUE NEW YORK NY 
GREAT NEWS STOP HAPPY TO INFORM YOU ROLEX HAS JUST ESTABLISHED 
NEW HIGHEST EVER ACCURACY FOR 30 MM SIZE WRISTWATCH AT WORLD 
FAMOUS KEW OBSERVATORY STOP GREETINGS 


ROLEX WATCH COMPANY GENEVA 
CFM GB1135 580 30 MM 





Via RCA 





Form 112 8M | 






Rolex wrist-watch triumphs in one of 
the world’s most rigorous timing tests 


The telegram shown above has just been received from the Rolex Factory 
in Geneva, announcing the news of an unprecedented watch-making achieve- 
ment. A Rolex wrist-watch, after undergoing rigorous trials at Kew Obser- 
vatory, England, has been awarded 93.8 points—a higher figure than has 
ever been attained before by any wrist-watch of 30 mm. size at this world- 
famous observatory. 


The watch trials at Kew are among the most rigorous in the world. Each 
watch is tested for 44 days and nights, in 5 timing positions and at 3 dif- 
ferent temperatures (room heat, oven heat, and in a refrigerator). 


The triumph of Rolex in this severe test is a natural result of the Rolex 
policy of producing officially certified wrist-chronometers. These magni- 
ficent timepieces all bear the timing certificate of a Swiss Official Testing 
Station. They are produced by Rolex, not just for special occasions, but 
for sale. To date, over 100,000 have been created for sale throughout the 
world—this is more than 85% of all officially certified wrist-chronometers 
produced by the entire watch industry during the past 20 years! 


Tel h 2 To secure prompt action on inquiries, this original RADIOGRAM should be presented at the office of 
ep one: over -18] RCA COMMUNICATIONS, Inc. In telephone inquiries quote the number preceding the place of origin, 
M 2-R 
* _ — 36 = — 
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This iulustration is of the 100,000th Rolex 
Wrist-Chronometer, bearing an official tim- 
ing certificate issued by a Swiss Government 
Testing Station. Only the regular daily pro- 
duction of superb watches like this could have 
led to the astonishing Rolex triumph at Kew! 


1905 
1914 


1927 


1931 


1945 


1947 


ROLEX ROLL OF HONOR: 

The first modern -wrist-watch design 
The first Rolex wrist-chronometer 
(Kew Observatory, Class A) 
Mercedes Gleitze, London _ stenogra- 
pher, swims the Channel wearing a 
Rolex OYSTER, world’s Ist water- 
proof watch 

The first waterproof and self-winding 
watch —the OYSTER-PERPETUAL 
Ist waterproof, self-winding calendar 
wrist-chronometer—the DATEJUST 
Production of the 100,000th Rolex of- 
ficially certified wrist-chronometer 


Te ee 








1948 Rolex achieves highest-ever accuracy 
at world-famous Kew Observatory, for 


30 mm. size wrist-watch. 


*71 3/16 inches diameter, a size considered by 
the Swiss watch industry and Observatories as 
normal for a wrist-watch. 


W 
ROLEX 


SWISS OFFICIALLY CERTIFIED WRIST-CHRONOMETERS 





THE AMERICAN ROLEX WATCH CORPORATION, 580 FIFTH AVENUE, NEW YORK 19, N. Y. 
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Here’s another Catamore first! 
A unique idea to help increase your 
sales volume. These rosary and prayer 
book sets have been designed with the same 
care that distinguishes all Catamore goods. 
The rosaries are available in sterling or gold 
filled with a wide variety of beads. The prayer 
books are beautifully bound with simulated 
pearl covers both beautifully gift boxed as a 
set. Ask your wholesaler about these new sales 


builders. 


\ 
Shown with the rosary No. R42 is the “Key 


x 
AYIADAS of Heaven”. Directly above is the “Marriage 
Sacrament”. Either book is available in the set 






















with any of the many Catamore Rosaries. 


\ New York West Coast Mid West East 
23) Pin ' FRED W. MARKS ARTHUR WEINGARTEN DICK SHOWERMAN bag me — 
° 2 e ee 373 Fifth Ave. 704 Market St. 29 E. Madison St. 231 Pine Street 
a STREET PROVIDENCE Rel New York. N. Y. San Francisco 2. Cal. Chicago, Ill. Providence 3, R. I. 
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Published in the interests of progressive jewelers by the Cyma Watch Company . 








.. makers of Cyma-Tavannes Watches and Cyma, the Gift Clock 


















CYMA-TAVANNES LAUNCHES BRAILLE WATCH! 





1948 International Competition 
Awards Accuracy Prizes to 
Cyma-Tavannes Watches 





From Neuchatel Observatory, Switzer- 
land, comes new proof of Cyma-Tavannes 
quality. Competing with the products of 
other famous watchmakers, Cyma- 
Tavannes watches won the serial prize for 
the 4 best pocket and board chronometers 
by the same manufacturer. In another 
category, they obtained the record of 
timing in the different positions, with a 
mean daily rate of plus or minus 0 sec- 
onds 05. 





Jewelers Feature New 


Watch in Braille 
Gain Good Will and New Business 


Realizing the wide interest in a reliable 
watch for the blind and those with badly 
impaired eyesight—jewelers looking for a 
“watch headquarters” reputation, and 
added prestige, will be using this ad to tell 
their customers they carry the new Cyma- 
Tavannes Braille watch. 








This 6” x 4” ad 
in mat form is 
; free to Cyma- 
ee ae Tavannes deal- 

a ers now. The 
“i illustration fea- 
ae tures both wrist 








they £202 


ai a FOUR 





wih tron BRAILLE and pocket 
_ waren models. The 
GCYMA copy highlights 


the raised dots, 
strong flexible 
hands and the 
"STORE IMPRINT protective COV- 
L : er for the dial. 


— 


Find Tie-in Ads Pay Off 
the Year Round 


Jewelers who get the best results run 
Cyma and Cyma-Tavannes mat ads reg- 
ularly, tying them in with the national 
ads appearing in Time, Holiday, The New 
Yorker and House Beautiful. During 
March and April these national ads will 
feature the popular No. 101 Cyma clock, 
and the Cymatic (men’s automatic watch) 
in two models—the thin-styled round, and 
the new square shape. 
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Adds to Comprehensive Line Long 
Noted for Top Quality-plus- Value 








New watch will be available in the two models shown here. Pocket mode 











we 


(in hunting case) will sell for $45.00; wrist model (with pigskin strap) for 
$52.50. Both are Federal tax-exempt. Both come in bright white metal 
with porcelain dial, raised dots and strong flexible metal hands. 








| BUSINESS OPPORTUNITIES | 


aa 


Advertisement 





DISPLAYS THAT SELL lots of clocks can be 
built around 4 smart new window cards on 
Cyma, the Gift Clock. First two (tying in 
with travel and birthday giving) have already 
been sent to Cyma dealers. Third and fourth 
(weddings and graduation) to be shipped 
soon. 





MOTHER’S Day, FATHER’S Day and gradua- 
tion themes are well represented in the Cyma 
Watch Company’s spring mat service. Know- 
ing how important these gift occasions are 
to the jeweler, the company has prepared 
sprightly one and two column advertisements 
on these promotions. They are available free 
to all Cyma jewelers. 





JEWELERS WHO WANT FREE material for 
running their own advertising campaigns can 
get newspaper mats in assorted sizes, also 
4-color folders for envelope inserts and 
counter giveaways, by addressing Advertising 
Dept., Cyma Watch Company. 


Have you seen the complete 1949 line of 
CYMA-TAVANNES watches starting at 
$37.50 and CYMA clocks starting at $18.00, 
Federal taxes included? If not, you are 
missing an opportunity for prestige- 
building sales. Just drop us a card. Our 
representative will be glad to show you 
these outstanding, nationally advertised 
lines. Write us today! 








608 Fifth Ave, New York 20, N.Y. 


CYMA WATCH Company 
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580 FIFTH AVENUE, NEW YORK 19, N. Y. 
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Across the nation, retailers report that Norma, precision multicolor 
pencil, is breaking all sales records . . . Natural result of Norma's 
patented advantages—of Norma's recommendation by multitudes 


of satisfied users—of intensive national advertising directed to 
. . Norma's sleek beauty 





Successful Norma 
Promotions by 
Jewelers .. . 


executives, professionals, and students . 
and amazingly smooth performance are backed by these sales aids: 


a 


Impressive counter display units and trays 
Store-Tested Newspaper Ads and Radio Scripts 
Full-Color window displays and mail pieces 


* For Graduation 
Unconditional guarantee for mechanical perfection 


* For Bridesmaids | 
Norma models retail at these prices: 3 

Colors Chrome $4; 4 Colors Chrome $4.50; 
Monel $5, in smart boxes .. . Also: 10 Kt. 
* For Father's Day | Rolled Gold Plate $7.50*; Sterling $10*; 
| 1/10 14 Kt. Gold Filled $15*; 14 Kt. Gold 


$100*, in fine gift cases. 
*Subject to Federal Tax 





* For Going-Away Gifts 














NORMA PENCIL CORPORATION, Norma Building, 137 West 14th Street, New York 11, WN. Y. 


Exclusive West Coast Distributors: Fred L. Lee and Company °* 448 S. Hill Street, Los Angeles, Calif. * 704 Market Street, San Francisco, Calif. 
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RUN THE 


MARCH 


PROMOTION OF THE MONTH 





F-T 
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PROFIT...WITH PROMOTION 
$-U-C-C-E-S-S-E-S 


The time has come . . . when jewelers must really 
be competitive . . . and that’s when Rulon Watch 
Promotions fit into the picture! Here’s a winner 

. . . @ pre-tested promotion success . . . proved 

by the traffic and plus-business it has brought 
in! Order now! Run the ad for the SPRING 
TONIC business needs. Your cost, for this 
6-diamond watch, $43.50 KEYSTONE. 


FREE! NEWSPAPER PROMOTION AD 


MAT WITH each Sn PROMOTION! 














521 FIFTH AVE., NEW YORK 17, N.Y. 





80 THE JEWELERS’ CIRCULAR-KEYSTONE 























Fins rt 
nes 


Asse, 
wy 


ere” wipe 
ey a ee eres * 

agree . TS oe 

PCED IRONS oe 


> 
eet eee 
a oe © 


” = 
4 Doe ga 


nr, 
‘tases 


Your Product, too, 
can earn 
“Star Billing” 


WITH 


PLANNED 


PACKAGING 
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You'll be interested to know that your product can be 


dramatically displayed in Farrington 


ee @ 


FARRINGTON MFG. COMPANY 

GENERAL OFFICES: 70 ATHERTON ST., BOSTON 30, MASS. 

CANADIAN PLANT: FARRINGTON MFG. CO., LTD., 1191 BATHURST ST., TORONTO 4 

METAL SPECIALTIES * CHARGA-PLATE SERVICE 


Planned Packaging at a cost 


lower than you guessed. 


SPECIALTY BOXES DISPLAY TRAYS ®* 
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* In a Farrington Package . . . planned, designed and 


built for it alone... your product commands front-window 
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attention. And deserves it, wherever it’s shown, wherever it goes. 
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FARRINGTON CREATED IT.. = 
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WISE BUYERS FEATURED IT ..< 


AND IT WAS A PUBLIC sat.oun///) 


In fact, it’s quite a case ... a line of beautiful Farrington jewel cases 
with so much sales appeal that we couldn’t satisfy the demand even 
though we were producing 13.000 boxes a day during the Christmas 
season. And, even at such a production peak, our precision- 
tooled manufacturing methods guaranteed the faultless standards of 
Farrington quality. 





In creating our jewel case line, we have put to work our years of ex- 
perience as the world’s foremost producer of covered metal boxes. 
With this we have coupled the grasp and understanding of merchan- 
dising gained in twenty years of serving prominent retail stores with 
Charga-Plate Service. 


And now, our dazzling new line for ’49 ... six smart styles, more 
beautiful, more fabulous than ever . . . priced to retail at from $1.95 
to $10 . . . a jewel of a line for volume sales and volume profits. 







See the new Farrington “49 line at our New York Show Room, 
or write for your copy of the handsome color brochure that 
ws now beng mailed to our customers th roughout the country. 


Consumer Products Division 


FARRINGTON MANUFACTURING COMPANY 
76 Atherton Street, Boston 30, Massachusetts 


New York Show Room: 366 Fifth Avenue. Room 404 
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Notice of Patent.. 


“MAGNI-SIZED 


e rings since its 
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Alsan products are sold thru 
wholesalers only 
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SAN MANUFACTURING CO 
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| lsan Carved 
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g Ring Co. 


62 WE 
ST 47th STREET . 
EW YORK 

19, N. Y 
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REAL CAMEOS She Yleal Whother’s Day |... 
Every Day is Mother's Day” 


USE THIS SLOGAN FOR SALES PROMOTION 


Beautifully Boxed - with Mother's Label (unattached) 


























NO. 300! — 12K 1/20 3 COLOR GOLD TRIM 


Sold by Leading Wholesalers Everywhere — Write or Wire for Your Nearest Dealer 


L.S. PETERSON CO. 


NORTH ATTLEBORO, MASS. 


(See reverse side for additional items) 
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Genuine Car = Hand Carved in Italy | ; 
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Boxed to Retail $5.00 up 


Gold Filled 12K 1/20 





There is only one Cricket... the 
VULCAIN CRICKET ALARM WRIST WATCH!* 


Vulcain—winner of numerous awards for accuracy 


| where: bargain watches with sweep hands oP 
Watches, watches, every 5 wn chronometric competitions at Neuchatel. 


selling for $5.50... calendar watches ...automatic watches... adver- 
tised in the pulps, displayed in drug stores and barber shops—at 
that take the profit out of the watch business, the heart out 


Only one year old—already the indispensable 
timepiece of many of the foremost men in world 
activities. NATIONALLY ADVERTISED! 

In stainless steel and 14K gold models. 
Serviced throughout the world. 

Write for descriptive literature. 


prices 


of the jeweler. Fine jewelers, however, by featuring the Vulcain 


Cricket Alarm Wrist Watch are securely above the battle. It’s with- 
out competition — and every Cricket sale is well worth the making. 


° 
REG. U.S. PAT. OFF. 


































































































14k gold ladies’ watch, 
17 jewels. $66.00, 
inc. Fed. Tax 






Vutcain Grand Prux Watches... 


: fer ladies and men. .. prized by perfectionishs 
fer almost a century 





14k gold man’s watch 
—gold-applied figures 


VULCAIN WATCH COMPANY, INC., 630 FIFTH AVENUE, NEW YORK 20 es 








\%& A WEALTH OF DESIGNS | 

\%e DURABLE CONSTRUCTION f 
\& SUPERBLY FINISHED | 
\* ATTRACTIVELY PRICED 


\ in 
N 1 /20-12K 
GOLD 
FILLED 


WITH FIXED OR OPEN 
LOCKET CENTERS 
in 


J. MO HALL COMPANY * 85 SPRAGUE ST., PROVIDENCE 7, R. |. 


MANUFACTURING JEWELERS SINCE 1933 





Its 


for the Earmark 


of Fashion 


S 
SESS 


Pearl earrings available in 6 sizes. Stone 
earrings in all colors. All earrings in pierced, _ 
pierceless or drop in 10K only. os 
We also carry a complete line of jewel 
~ from all leading manufacturers. 


WHOLESALE JEWELERS * 80 NASSAU ST. * NEW YORK 7, N. Y. 
CHICAGO OFFICE: 5 S. Wabash Avenue, Telephone: Dearborn 2-034] 
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COMPLETE LINE 

















Departmental jealousy got out of hand 
when the boss put in the Whiteco complete line 





Perhaps we exaggerate its extent, but dealers assert that putting in the 
complete Whiteco line has a stimulating effect. They say it sells across 
the board—that it builds multiple sales—that it builds repeat sales. Yes—the 
Whiteco line is one of the big factors that have built up the idea that 
“Something from the Jewelers is Something Special.” Stock the complete 


line and you can have variety with a moderate investment. 





Through selected wholesale distributors only. 









WHITE MFG. CO. INC., North Attleboro, Massachusetts 
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with Swiss Radium 


... dials that add beauty and value to any 
timepiece. Styled to reflect the look of lux- 
ury at low cost... these high fashion faces 
including full numerals—are individ- 
ually set raised rhinestone dials. 








oD 

















Dials for every type of case; 
sold to watch manufacturers, 
watch importers and jobbers. 


SAS MLL ALL 
& [Dial Painting Co., Inc 


oyatdue #2 ApS 2 | 4 t Te eee a nS 
ESTABLISHED 1915 
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O hetfi you sell till More 


Oo TnMs exquisite Gift Box, with 
allike [Xe bt lalate MRoh A Tame-Tale MA Z2104-41 
lining makes a perfect setting 
for the popular line of | /20-12K 
Gold Filled Automade Key 
Chains. 


NOW —at your wholesaler's 


AUTOMATIC CHAIN COMPANY 


reawVIiDENCE + RA OPE isSLAN DO 
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PHILIP: Handsome 


men’s dress watch. 
17 Jewels, 8% ligne. 
14 Kt. Gold, gold 
numerals on bezel, 
two-tone dial. To 
retail at $55.50* 

Also in Rolled Gold 
Plate, steel back. 
To retail at $31.50* 


#P1046: 17 Jewels, 
men’s dress watch, 
83, ligne, Yellow 
Rolled Gold Plate, 
steel back. Genuine 
diamond dial, dome 
crystal. To retail at 
$63.00° 


BRAILLE Watch 
for the Blind: 
Special feature 
watch with 
raised dots. 17 
Jewels, 11% 
ligne, steel 
back. Shock- 

a resistant. To 
' retailat$30.00* 

od No Federal Tax 


Write, wire or telephone 


WAKMANN WATCH COMPANY. inc. 








* Dealers’ Choice 


#537: Special 
double-duty lapel 
watch. Serves also 
as dainty night- 
table watch. 17 
Jewels, 6 x 8 ligne, 
Gold Filled. Exquis- 
ite filigree design 
lapel pin. To retail 
at $43.70* 





EMPRESS: Elegant 
cocktail watch. 17 
Jewels, 5 ligne. 
Handset rhine- 
stone-studded bezel] 
and end pieces. To 
retail at $51.50* 


#334: Luxurious 
cocktail watch, 17 
Jewels, 6 x 8 ligne, 
three sparkling 
rubies. 10 Kt. Rolled 
Gold Plate, steel 
back, rock erystal. 
To retail at $31.50* 


t Simulated 
Add Federal tax. 


No gamble with the six watches illustrated here 

..every one a “sure-fire’’ winner! Show them 
and you’ll sell them! Our retail dealers across 
the nation have chosen these as the best six 
numbers in their line today. And remember! 
They all carry that extra selling benefit: the 
famous Wakmann ONE YEAR REPAIR POLICY. 


452 FIFTH AVENUE, NEW YORK 18, N.Y. 


Icko Wakmann, Pres. 
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|Presenting: YOUR BEST-SELLI 





Te 





Our of-this-world styling 


at down-to-earth prices! Each watch is a masterpiece of 













distinctive beauty and has a fine precision lever movement. 
High-styled, lavishly embellished, KNOX Watches have 


dynamic eye-appeal plus irresistible price appeal. They will 





outsell any other watch in your store... by a big margin. 





Take advantage of this new and unique opportunity 
to profitably revitalize your watch business. Consult 


your wholesaler. 


To retail up to $49.75. 
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SOLD THROUGH JEWELRY WHOLESALERS ONLY! 








WATCH CORPORATION 








8 WEST 47th STREET, NEW YORK, N.Y. 


i 


tasty 


WTA 


LIFE 


MAGAZINE 








POPPE LALO O DAO 
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FROM $2.00 UP. (Plus tax) 





Anson is now advertising in 


LIFE, ESQUIRE 


and seven other national magazines. 


These ads will appear BEFORE Graduation 


PENS to let tie in easily . . . snaps shut 
() hold it firmlv. M , " a and Father’s Day. They will bring customers to 
to hold it tirmly. !Vien choose /Anson your store, to add to your profits. 


the Grip-Clip that opens. Can’t catch or This national “Big Time” advertising is part 

of a complete merchandising and _ point-of- 

purchase sales plan that you will want to 

know about. 

match his new tie. Your wholesaler has the entire story — PLUS 
— “THE LEADING LINE IN 1949”. This is your 
sales plan, for your profits. Ask your whole- 
saler right now! 


tear the most delicate tie fabrics. For 
Father's Day .. . give Dad anew Anson to 





ASK FOR THE ONE THAT OPENS! 


MORE AND MORE MEN CHOOSE ANSON 
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All styles come attractively gift boxed, with genuine 
calf, pigskin or metal band* as seen below. Of 
course, complete repair facilities are available. 












9047MB 





ee ee i ee ee 


bebabe 


_-— 
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Amida Ladies’ Model 9050MB* 
, Amida Ladies’ Model 9047MB 
BS, Amida Men's Model 162MB 
erie, 
eee e Factory Guaranteed 
eA e 7 jewels—ROSKOPF 
ZZ e luminous hands & numerals 
e sweep-second 
© 934 ligne—ladies' 
e 13 ligne—men's 
KEYSTONE 
e chrome case 





WLLL 


| 











KEYSTONE 
162MB 

" ea eimai 
_ . . gir ee 1 MAXIMO BLUM & BRO. : 
Cc 55 W. 42nd Street, New York 18, N. Y. : 
ial iS gs 3] 2 50 : Please rush doz. men's 162MB; doz. ; 
= 8 ladies’ 9047MB; doz. ladies’ 9050MB; gift 4 
KEYSTONE - boxed, factory guaranteed AMIDA watches to : 
i me aft: ; 
9050MB : : 
- EE 5 cwccnseeecthedenesentennedéaacancne cee 1 
‘ lease print | 
*Model 9050MB comes in beautiful velvet } —_e : 
é, DRI bicinsskaicsiecaniarnammeinan : 
gift box, with an attractive metal band. | ' 
a; ee ZONE...... ae ; 
: : 
MAXIMO BLUM & BRO. ; |] Check or money order enclosed. : 
Watch Importers : |] Please bill me at 2% 10, 30 net. 5 
3-49 a 
55 WEST 42ND STREET NEW YORK 18, N. Y. AF 
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sy HAYWARD — 




















L829A — Red 
L829A — Blue 
L829A — B. M. 









— snssteren 1830A — Red 
; L830A — Blue 
LS30A — B. M. 


(Blue Moon-stone) simulated 


L822A — Engine Turned 


od 


0 EN 
EAA 


L824A — Engine Turned 


L825K 


1/20 12K Gold Filled — Attractively boxed 


SOLD THRU LEADING WHOLESALE DISTRIBUTORS 


> iy peudluy Via 0 Yew. 
WALTER E. HAYWARD CO. Inc. 


Established 1851 
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Bulletin from The Watchmakers of Switzerland 


NOW COMING YOUR WAY! 


THE NEW OFFICIAL PACKAGE FOR 








SWISS WATCH REPAIR PARTS 


It’s another step in the great Swiss Watch 
Repair Parts Program! This new package 


will speed up and simplify your repair work. 


Carefully sealed against moisture, and corrosion. 
Completely labeled for quick, easy identification. 














WHEN will the new Official Swiss Parts Package 
go into use? During the month of April, when 
your suppliers’ stocks of staffs and stems for the 
most widely used Ebauches movements will be 
replenished with packaged parts. He’ll start fill- 
ing your orders with these packaged parts as 
soon as complete national distribution has been 
made. 


WHICH parts will be packaged? At first, only the 
staffs and stems for the most widely used 
KE bauches movements shown in Part I of the 
new Official Catalogue of Swiss Watch Repair 
Parts. You'll receive advance notification as 
other parts are packaged. (Efforts are being 
made to have all parts packaged in the future.) 


WHO will distribute the packaged parts? Your 
regular supplier! He'll fill your orders with the 


The WATCHMAKERS OF 


These facts about the new Official 
~ Package for Swiss Watch Repair Parts are important to you! 








Factory tested, factory perfect parts come to you 
securely wrapped in heavy foil, protected against 
damage. 









packaged staffs and stems just as soon as his 
present supply of genuine unpackaged staffs 
and stems Is exhausted. ‘This gradual introduc- 
tion Is necessary, in order to obtain complete 
national distribution of the packaged parts to 
all watch repair departments. 


WHAT is the difference between the Officially 
packaged parts, and the genuine, unpackaged 
parts you're now using? Very little. All genuine 
Swiss Watch Repair Parts are factory made to 
rigid specifications, and tested for accuracy. But 
when the part you get is packaged, you're cer- 
tain that it’s a genuine, factory tested part that 
will fit the movement. 


SEE page four of this bulletin for more infor- 
mation on the new Official Swiss Parts Package. 


SWEPZERLAND 








.. . Bulletin from The Watchmakers of Switzerland (con, 





Here's a preview of the Mother's Day 


Present that YOU are going to get! 


ES, the ad on the opposite page is a 

Mother’s Day present to every jeweler 

.. every watchmaker. It reaches millions 

of potential gift-buyers from coast to coast 

... It reminds them that—for mother—no 
gift is more eloquent than a watch. 


Mother’s Day is one of 1949's really big 
gift promotions, and alert jewelers will be 
ready to make the most of this opportun- 
ity for extra business. This Mother’s Day 
ad has been designed to help you do just 
that. Clip it from one of the magazines 
listed below, use its sales messages for sell- 
ing points of your own (for example — 
stress the point that early gift buying al- 
lows time for engraving) ... build your 
merchandising around it...use it for a 





window, or counter card... tie it in with 
your own Mother’s Day watch displays. 
Remember that advertising like this ap- 
pears over the signature of the Watch- 
makers of Switzerland every month in the 
year. It makes the most of special occa- 
sions; and it helps you get more business 
times.” What's 
more, in all these ads, the importance of 


during the “in-between 
good watch repair is explained and your 
customers reminded that—no one is more 
competent to repair a watch than a jeweler. 

So, keep your eye on these ads. Make the 
most of them in every way. And, if you’d 
like, write to The Watchmakers of Switzer- 
land at 730 Fifth Avenue for permission 
to use the slogan that appears in every ad. 


For the gifts you'll give with pride— 
let your jeweler be your guide 


The WATCHMAKERS OF 
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It won’t be long til 





= 


tions of Swiss craftsmen and watchmakers. 
The trend toward watches as pieces of jewel- 
ry is inspired by the wonderful jeweled lever 
watch movements that come from Switzerland. 


* the traditions handed down by genera- 





Many new styles are now available, 

* priced to suit every purse —from sports 
watches (some water-resistant and even self- 
winding) to beautifully feminine fashions. 
As always, the Swiss lead in bringing out 
new ideas in watch design and performance. 


1 Mother’s 

¢ And no gift is more eloquent than a watch, no 
gift tells her so well that the faith and love and time 
she’s lavished on you do not go unrecorded in your 








Day — May 8th. 





heart. Shop for Mother’s watch now, while there’s 
time to have it engraved. And, when you choose, re- 
member that the best — in beauty, in accuracy and in 
value — is a jeweled lever Swiss watch. 


What you should know about 
the watch you'll give to Mother 





A. Swiss craftsmen developed the first 
® wrist watch. The first self-winding 
watch was built by a Swiss in Marie Antoin- 
ette’s time. And the jeweled bearings that 
make modern watches run so accurately were 
first used in Switzerland in 1704. Talent like 
this is still working in your favor when you 
buy a jeweled lever Swiss watch. 





You can’t beat the Swiss when it 
* comes to building good looks, good 
service and good value into a watch. To give 
the best wear, a good watch deserves an ex- 
pert’s care. And, today—no matter what the 
make—your watch can be serviced econom}- 
cally and promptly, thanks to the efhciency 
of the modern jeweler. 


For the gifts you'll give with pride—let your jeweler be your guide 


The WATCHMAKERS OF 


© 1949 Swiss Federation of Watch Manufacturers 
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The New Official 


Package for Swiss 
Watch Repair Parts 
Makes YOUR Work 


Easier! 


You get the right parts, faster, thanks to the 
Official Package for Swiss Watch Repair Parts. 
Staffs and stems for the most widely used 
Ebauches movements are now being packaged 
and the work of filling orders, checking orders, 
and inspecting the parts is now tremendously 
simplified. 


The Official Catalogue and the Official Swiss 
Parts Package work together. When you use 
both the catalogue and the packaged parts, you 
help to make sure of getting genuine, Official 
Swiss Watch Repair Parts. And the new pack- 
age is identified according to the system set up 
by the Official Catalogue. 


.. . Bulletin from The Watchmakers of Switzerland (con; 









Be sure to use the Catalogue for ordering all 
parts. Even though the part you order may not 
be packaged as yet, you should employ the iden- 
tification and ordering system set up by the 
Catalogue. Your dealer is already doing so, and 
it makes your own work simpler. And remem- 
ber that your dealer will use his stock of genu- 
ine unpackaged staffs and stems, while the pack- 
aged parts are being distributed. 


se 


The new Official Swiss Parts Package is one more phase of the great 
Official Swiss Watch Repair Parts Program, which now includes . . . 








1. The Official Swiss Watch Repair Parts Informa- 
tion Bureau, located at 730 Fifth Ave., New York, 
N. Y. is ready to answer your questions and be of 


service to you. 


2. The Official Catalogue of Swiss Watch Repair 
Parts (Part I), covers all parts of Ebauches move- 
ments; sets into operation a new, standardized meth- 
od of identifying and ordering Swiss Watch Repair 


Parts. It’s easier for you! 


3. The Official Dictionary of Watch Parts defines 
and illustrates all parts of all Swiss watches. Watch 
terms are given in English, Spanish, French, and 
German. You can order your copy from this maga- 


zine for only $4.50. 


4. The new Official Swiss Parts Package. Made from 
heavy foil, sealed against moisture and corrosion, 
completely labeled for quick and easy identification. 
Genuine parts in factory perfect condition! 


We extend our hearty thanks to the Associations, Importers, and Wholesalers, for the fine cooperation they have 
given tn the operation of the Official Swiss Watch Repair Parts Program and for making possible the introduc- 
tion of the new Official Package for Swiss Watch Repair Parts. 


—_—=—-- 

















Our NEW PUT-UP 


ge means SALES UP for you! 













Pacific Silver Cloth wraps are all dressed up—and they 
have someplace to go! The faster they move off your 
shelves and into customers’ homes, the faster you 
chalk up more sales and greater profits! 

That is why dealers everywhere are so enthusiastic 
about the new visual Pacific Silver Wrap package and 
display box! They’re designed to make Pacific 
Silver Wraps sell faster! 

And another boost for bigger sales is the new size 
of Pacific Silver Wraps. They are now available in the 
regular 2 yard size (designated as “‘small’’) and a con- 
venient new 1 yard “‘large’’ size. Display both... and 
enjoy extra income from extra sales! 

In addition to the wrap, Pacific Silver Cloth is avail- 
able in bags, rolls, packets and as a lining for chests. 
Because they eliminate polishing, these containers 
help to increase silver sales. Your customer likes a 
lovely home . . . she enjoys the beauty and durability 
of fine silver. But she does not enjoy the work involved 
in silver polishing. She’ll buy silver more readily when 
you tell her about Pacific Silver Cloth. It eliminates 
polishing because it absolutely prevents tarnish. 
Silver put away clean in Pacific Silver Cloth retains 
its sparkle and brightness forever. 

We are telling your customer this story with our 
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ABSOLUTELY PREVENTS TARNISH! 








consistent national advertising. You can remind her of 
it by displaying Pacific Silver Cloth wraps and other 
silver containers prominently! You'll find your sales 
shooting upward and, perhaps even more important, 
you'll gain the customer goodwill that is so essential 
to repeat sales! 

Ask your distributor about the new Pacific Silver 
Cloth wrap put-up, or send us the coupon below. 


PACIFIC MILLS, Department JC 3 

214 Church Street, New York 13, N. Y. 

Gentlemen: I am interested inL wraps, LC) chests, LD) hollow ware bags, 
C) place-setting rolls, 1) packets made with Pacific Silver Cloth. Send 
me names of sources of supply and descriptive literature. 


NAME 

POSITION 

DEPT. — 
STORE aualaa — 
STREET ADDRESS___ _ ~ 


CITY ZONE STATE ie 
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This is the kind of promotion Incabloc is doing — promotion which means 
ever-wider acceptance every day, everywhere ... promotion which is making both 
dealer and consumer ask for watches protected against shock by Incabloc. 

You can turn this intensive campaign to your own advantage by featuring Incabloc too. 


so write today for literature, tags, mats, display cards and other important promotional aids. 


INCABLOC 


COMPANY 








i; 2 ee ee Oe ee a Oe be 
366 Fifth Avenue, New York 1, N.Y. 


Factories: La Chaux-de-Fonds, Switzerland 
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Beautiful new clock trophy of iridescent 
ambrosia . . . a non-tarnishable, stain- 
proof metal which resembles rose tinted 
silver. A whole page of these outstanding 
new awards are illustrated in our 1949 
Bowling Catalogue. 


° id , 
g - 
ti ; am Pee % ' 
. ; a ; ad ba 2 


a ‘ 
jet 










A real value... at only $3.00 list. Genuine wal- 
nut plaque with etched bowling scene on SunRay 
plate. Available for man or woman tenpin or 
duckpin bowlers. Write for catalogue today. 








DODGE, INC. | 


HUDSON AVE. Shown on this page are only two of the 


401 EAST SIXTH STREET 706 NO. . : 
bos anottés 14 ehake. CHICAGO 10, ILLINOIS hundreds of sensational new bowling 

es awards illustrated in-this years catalogue. 
146 SOUTH STREET 380 3NO. E. 6 OTH ST. Send for your copy today 


NEWARK 5, NEW JERSEY MIAMI 38, FLORIDA 
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DIAMOND MOUNTED CROSSES IN 10K AND 14K GOLD 


A wide selection of exquisite designs; each cross individually 
packaged in distinctive presentation box, against an oval of 
Champagne velvet in a frame of inlaid pus on a background a 
of deep-piled aquaiWelvet. 
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CROSSES CRUCIFIXES RELIGIOUS MEDAI 


In 10K and 14K Gold Teme he) @elslo m1 Qe Crol le In 10K and 1 4¥p Gole 






Includes m 
different ‘c 


f 
Large selection of # 


Distinguished by beautiful BEVELLED sizes cid styles a 


EG FN EDGES, o new and unusual PHILIPS fea- 
ture. Three popular sizes in a variety of 
distinctive designs, engine-turned, ex- 
quisitely engraved. 


—_~ 





Wide selection of smartly-styled engine- Be ay : ~ | 
turned designs, magnificently detailed, Pes ? Babies and Misses | i 
Siatinctively pockaged. a 10K and 14K Signet, Band and Birthstone seis” 
| | Packaged for effective, eye-catching dis- 
play in our new hinged, clear-view box, 
exquisitely gold-embossed, with rich back- 


DISTRIBUTED THROUGH WHOLESALERS ground of aqua velvet. 


Pp Ge ] i i a? &, MEG. CQO. 32 GRAHAM AVENUE, BROOKLYN 6, N. !. 


MAKERS OF GOLD JEWELRY 
Eastern Representatives: ROBERT TOMCHIN ond BUDDY ROSDAL e SIDNEY GELLER, 29 E. Madison $1., Chicago MOE DIAMOND, 220 W. Sth St., les 
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* advertising in leading magazines and on 
. 


ed 








’ 
: > the air is byilding more business for 


Pe 


IMPERIAL WATCH dealers throughout the 


country. my IMRERIAL WATCH sales 


- Serres a history bs this fine \ine of watches. 


Ls 
vs 


IN LEADING 


“MAGAZINES MO 


Tie-in ang cash-in. For full information 
CONTACT YOUR NEAREST WHOLESALER 
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THE SATURDAY EVENING 


OST 


JULY 24, 19448 





Manufacturers and importers of Watches 





over 262 radio 
stations from IMPERIAL, GLYCINE, NICOLET AND HARVARD TIMERS 
coast to coast IMPERIAL WATCH BLDG., 11 EAST 48th ST., NEW YORK 17, N. Y. 
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UNIVERSAL 


GENEVE 















Watchmaking — plus | 
It is gratifying to us that more of America’s distinguished jewelers 
sold Universal Geneve Watches in 1948 than ever before. 


We are doing everything in our power to make their sales of 
Universal Geneve Watches even ereater in 1949. 


Annan eens 


: THE -HENRI: STERN - WATCH AGENCY, 
587 Fifth Avenue, New York 17, N. Y. | 


"©1949 
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these days? 
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Are sales a little slower? Are customers more cautious... a bit more choosy... 

in picking and buying jewelry? Then show them Gold Filled jewelry ... Yes, show 

them Gold Filled jewelry and drive home the reasons for buying it today. After all, to the 
person who is careful with the dollar, Gold Filled jewelry has a definite appeal 

because it is quality jewelry popularly priced. And there is never any doubt as to 

its quality or value... the quality markings governed by U. S. Commercial Standards 

CS 47-34 are plainly stamped in the metal. 


True, jewelry will always sell. But 
you'll find that when customers are look- 
ing twice, Gold Filled jewelry... jewelry LAYER OF 
with a karat gold top fused and rolled KARAT GOLD 
under tons of pressure on an economical 


supporting base... is the jewelry thy __ 


want and buy. 





HARD COMPACT 











Research Division of 


GOLD FILLED & ROLLED GOLD PLATE Mfrs. 
PROVIDENCE 7, RHODE ISLAND 


Quality is guaranteed under the terms of Commercial Standard CS 47-34 as issued by the United States 
Department of Commerce and approved by the American Standards Association 
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DIAMOND DUETI iB Cai DESIGN 


SETTINGS EXCLUSIVE JOBBER 
TERRITORIES YET 


AVAILABLE 


The splendid opportunity of be- 
coming sales representative for 
this unique line may still be open 
in your territory. Inquire soon. 


E a new kind of eye-appeal, a new kind of sales-appeal and 
added profit...it’s the new ““PAIRETTE’’ DIAMOND DUETTES 
... those exquisite rings that /nterlock into one another. Highlighting 











their tremendous appeal is, of course, the ingenious designing that 





GOLDSTEIN 


- ; bh . 
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permits the wedding band to slip into position next to the en- 





gagement ring and STAY THERE... without any unsightly or extra 
devices. You are invited to see and examine this NEW and amazingly 
simple idea applied to a complete line of superbly crafted rings . . . ects 
EXCLUSIVE MAKERS OF PATENTED 
will be wise . . . you will do well to be the jeweler in your town to “PAIRETTE” DIAMOND DUETTES 

“4 TTR” "TES! 
PRESENT ‘‘PAIRETTE’’ DIAMOND DUETTES! Newspaper ad 126 W. 46th STREET 


mats supplied authorized dealers. Write Goldstein-Gerson Company NEW YORK. 19 N.Y. 


in the price ranges in.which jewelers do 95% of their volume. You 


for the name of the ““PAIRETTE”’ jobber in your territory. 
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WORLD’S LARGEST 
MOST MODERN 


RETAIL BUYERS 


e Safe Deposit Vaults e 24-Hour Protection 
© Porter Service © Telephone Facilities PRIVATE low $ ss 
ENCLOSURES .., 


e Latest Lighting Fixtures e Cafeteria on Premises 






DISPLAY 
Pe YOUR 
GOODS 





at the 


EXCHANGE 
WHOLESALE and 


Here’s a “Custom-Made” market with ready made sales for your 
merchandise. There are no exorbitant rentals or sky-high 
overheads to cut down on your profits. Nowhere else can you 
find as many conveniences and advantages under one rooi. 


There’s MORE FOR YOUR MONEY. Compare these features: 





Air Conditioned Premises © Glass Enclosed Showcases N Oo WwW K FE N T | N G 


month 





Inquire about rentals now. 


Renting agent on premises at all times 


WELRY DEALERS 


xchange 
37 West 47th St., N.Y. 19, N. Y. 
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Exquisite packaging, perfect pro- 
tection, consumer buy appeal .. . 
you get these and more when you 
use EUREKA. 


EUREKA Rolls and Bags not only 
provide top-quality anti-tarnish 
protection at no extra cost. Bear- 
ing your store imprint, they serve 
as a lasting reminder of the qual- 
ity your customer associates with 
your name. 


Made of heavy flannel with soft 
sueded finish, EUREKA Rolls and 
Bags are always freshly made to 
your specifications in the colors 
you choose— from our wide range 
of shades especially selected to 
enhance the beauty of fine Silver. 
Each order is custom-tailored to 


EUREKA SILVERWARE ROLLS, available in either the Standard 
the taste of the buyer. 


Style or the smartly modern Taunton Style, readily adapt themselves to 
attractive dual-toned combinations, or one color trimmed with matching We will be pleased to send you free 


or contrasting lustre silk stitching and tie tapes. Extra spacious in size 
with double seams between pockets, EUREKA Rolls are carefully made ot samples of EUREKA Rolls and 


highest quality anti-tarnish materials. EUREKA also offers Rolls and Bags Bags, together with illustrated cat- 
of Pacific Cloth—“The cloth that prevents tarnish.” alog and price list. 





EUREKA HOLLOW WARE BAGS in the traditional flap style or equipped with silk draw cords are available in the 
same lovely array of colors as the Rolls. EUREKA rigid standards demand that all EUREKA. products must be perfect to 
the last minute detail. 


EUREKA SILVERWARE CHESTS are constructed of selected hardwoods, properly seasoned and dried, lined 
throughout with Pacific Cloth, and finished as caretully as a piece of fine furniture. EUREKA Chest No. 92 shown, 
priced to retail at $16.75, with bronze cover lift and drawer pulls, is truly a show piece. 


| MANUFACTURING CO., INC. 
2 Maple Street, Taunton, Massachusetts 


Makers of Silverware Protection 
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MORE Cl 


For over 25 years, 

Keystone has been sending 
more customers to you with a 
superbly crafted line featuring 
consistent, outstanding 
quality ... and now 

we’re sending even more 
customers to you with 
powerful NATIONAL 
ADVERTISING in leading 
magazines. Quality sells 

and to sell more customers, 
sell Keystoneware. Join the 
Keystoneware parade to 
larger sales today. 





No. 8167 /4 Silverplated Coffee Set featured in 
the April House Beautiful Magazine 


KEYSTONE SILVER INC. 


509 WEST 341TH STREET, NEW YORK I, N.Y. 
Catalog and Ad Mats Available on Request 


 ¢ SILVERPLATED HOLLOWARE 
© HAMMERED ALUMINUMWARE 
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* Dallos—Sonta Fe Bldg. * San Francisco—1355 Market St. 
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step up your sales with Pil. A.” 
Plastic Packages from our STOCK MOLDS 





meeeeneccwccnccccstaags SEK: penne 





G.C. Large Set Box, hinged cover; jewelry sets; mold not yet completed. 
Base 858 x 3% x ¥% — Cover 74% x 3-11/16 x %. 
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Skeleton jewelry base, also hinged cover if desired; for 

leather bands, watches, watch bracelets, pearls, key chains, Floral open tray. Fluted a —T SOE 
or any long jewelry. Molds not yet completed. Cover — for floral or jewelry displays. wera FAR " 
7% x 2W x Y2 highest point. Base outside: 89eL x 4%W x 1H. 4’AW x 2H. Inside — 6L x 37eW x 1H. 

Base inside — 7YaL x 144W x 3/16H. 
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French Oval Watch Box. Can also be used for any 
jewelry except pearls — watches, metal necklaces 
or long jewelry. SL x 354aW x 14H overall. 


C.L. unhinged box of simulated olive green jade. Also 
stocked hinged in rose quartz. Molded prongs permit cover 
to be set up for display purposes (unhinged) for any jewelry 
or any items. 7¥aL x 242W x 1H. 


e 
q 





Dispenser or miniature ‘‘silent butler’ — all colors, 
opaque and transparent for candy, nuts, cigarettes 
and any units. 434L x 3W x 1H plus 3-inch handle. 





C.M. hinged box of simulated rose quartz. Also Jewelry jar in ivory and jade green. Unhinged cov 
unhinged in jade. For jewelry or other units. For jewelry or any other items. 3% diamete: 
3¥aL x 34%2W x 14%2H. Contains prongs for dis- including legs. Inside height 1%. 

play effect. 


Utility box all transparent or all opaque. 
Hinged. Now used for many types of jewelry, 
cosmetics, photo splicer, etc. 1 or % inside 
height. 344L x 242W. po 


C.S. hinged box of simulated rose quar’ 
unhinged in jade. For any small jewe' 
other things. 3%4L x 2%eW x AH. incu 
prongs for display effect. 

















Economy box. Clear-view cover, colored opaque 
base, hinged. For small watches, jewelry or 
utility items. Snap closure. 442L x 24aW x 1H. 





~ R.B. 24% diameter. All transparent or all #70 clear-view cover in choice of 5-colored j 
opaque, unhinged. For small jewelry, opaque marbelized bases, unhinged. For ear- 
oxnd or utility products. % high when rings, rings, pins, etc. 2¥eL x 14%W x 1Y%H. 
closed. 


Put more buy-appeal into your product by packaging it in a re-usable 
plastic gift box by P.M.A.* Write for prices... and suggestions. 


ieee 
PLA aT Wi Meled Als, tne. 1204 44th Ave. LONG ISLAND CITY 1, N.Y 
oe 








Superbly 
designed... 


Distinctive 
quality... 


GOLDEN CREST 


Airflex is first again 

with the finest in new, 

olTelatbal-ve Mma dohiaaleleiare 

THE SQUIRE 


oY-tol OLA Vi aal-> amelalelialel Mme a- 


perfect examples of smart, 
America’s most distinctive watch band. ~~ at-> 4) eo} icMe ololalohMialel ma a-cehi-milal-mel-r tia 
Nationally advertised in Esquire. ..1/20 f | 
| 10kt. gold filled top, stainless steel back. for possession. If you want fast moving, 


relmohab mento! 4lalemm, Zehicaletelalelro tt iela < 


PNT al-> ommsyel (cM ialceltle lam aslo! iol l-1a-Mkelal he 


a Manufacturing Jewelers — 137 S. 8th Street, Philadelphia 6, Penna. 


New York: 20 W. 47th Street @ Canada: Jay Flex itd, 1295 Des Carrieres 51,, Montreal 
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Never before has a musical jewel box been offered at 
such a low price! Never before has there been so much 
value given for so little money! Instant popular appeal 
indicates that this new Tory jewel box will be one of 
the items most demanded by your customers. 

The beauty of the rich simulated leather covering 
is enhanced by the genuine 24-karat gold leaf tooled 
design. Open the box and hear a lilting tune that will 
catch your customers fancy and capture extra sales for 




















Model No. 20 





you. The musical movement is guaranteed. Top cover 
design is repeated on inside gleaming white satin 
lining. Lower portion of box is lined in luxurious wine 
rayon velvet and has long ring slot. 

This Tory jewel box has a sturdy lock that closes 
with a key. Box stands on two legs which allow for 
permanent key that winds musical movement. Avail- 
able in chestnut, wine, blue, green, red, brown, ivory, 
baby blue, rose. 75 x 43/4, x 314 inches. 

Women love it! Children love it! And you'll be 
more than pleased with the quick turnover and profits 
to be made from handling this popular No. 20 Tory 
musical jewel box. To be sure you have these boxes 
in time for Easter, Mother’s Day and other gift pro- 
motions, order NOW! 


TORY MANUFACTURING COMPANY, INC. 


389 Fifth Avenue, New York 16, N. Y. 
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These fine Pacer expansion watch brace- 
lets are now delivered in the new Pacer 
picture window card. This new unique 
package supplements the handsome styl- 
ung of Pacer watch bracelets and adds 
to their now overwhelming sales appeal 
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DANIELS 
ATCH CLEANING SOLUTIONS 


DANIELS 
New Life 
WATCH : 

CLEANING. 

















Kept Constantly Improved 
By Continuous Research 





ther Cleaning Solutions 
a | 
RINSE 
AND 
DRYER 
SOLUTION 


66 % 
i) 5 — Wip e 99 Pr 


Lightning Fass 


JEWELRY CLEANER 


eve glasses lig 


wipe. COLLOID 








DANIELS NEW LIFE .. . Since 1923 the best watch 
cleaning solution in the world! Ideal for machine and 
hand use. Widely imitated but never equaled, Daniels 
New Life has been continuously recognized by watch- 
makers of note. You cannot afford to be without this qual- 
ity product in your watch repair department. Cleans 
watches like new! 


DANIELS RINSE AND DRYER . .. the safest type of 
rinse. and dryer that can be had anywhere. Cannot harm 
the finest of watches. Daniels is a straight distillation and 
does not contain any poisonous substances. Always ‘film 


free’. . . ideal for machine or hand use. 


Sold by Leading Supply Houses 
HAMMEL, RIGLANDER & CO., INC. 


Exclusive Wholesale Distributors 
395 Fourth Ave., New York 16, New York 


many times More oils 


Promote iewelry Sales, too! 


Liquid 


SILVER PoLisy 


The easiest 
Free-flowing, 
results With 


no harmful 5 toe 


° . 
Ubstance o,- rt. Contains 


Abrasive. 


Jewelry Cleaner 


& Silver Polish p,; 
DOZENS | sn Prices 
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or PROFIT 


Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fitted with beau- 
tiful colors of velvets. 


Write for catalogue and information on add- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 








Pas Sera firs Se nue, “New York 51, N. Y. 
oe : Chicoge Office: tay Ee East Madison St, H. A BREDEL, Representative : 
Les Angeles Office: 448 So. Hill St., A. B. Paulsen, Representative 
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EXPERT SALESMEN FOR | 
MORE EFFICIENT SELLING 
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NEW EYE-CATCHING 
DISPLAYS FOR THE | 
MARVEL LINE 


APANSIOW BRactitts go} 


— \ : ae A different kind of display that will — 
A _ i” make shoppers stop... look...and = ff 

. BUY! And, there’s a complete series § 

ae 1 of them... for both men’s and ladies’ 

LT | MARVEL expansion watch bracelets 
na |... MARVEL “22”, MARVEL “33”, 
ea MARVEL ‘/44'’, MARVEL 55", fF 

/ tabs MARVEL ’'66’7, MARVEL 77", — — 
witch My Ming “Veleda” and “Bijou”. 
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2... 7 >> ) MARVEL VALUE BEGINS 
| WITH THE MARVEL “77” 


for men at $5, Keystone 
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All bracelets are 1/20 12K Gold Filled tops ------[7\ 
: with stainless steel backs | 
| 


~ __..... thru wholesalers 








MARVEL JEWELRY MANUFACTURING COMPANY ~°* PROVIDENCE 3 | 
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the dramatic \ KW 


ROYAL TREASURE CHEST. ..™ 


—for all her jewelry Pearls 


at their 
Loveliest 











The perfect package—a jewel box—selling Laguna Pearls even before the lid is 
opened. Rich vintage wine velvet, set-off by dainty silver-plated feet. Inside, lustrous 
Laguna Pearls. Prized for their sheen, their beautifully graduated strands, the Royal 
craftsmanship even in the sterling silver filigree clasp. And these Oriental pear! rep- 


licas are serially registered and warranted for your customer’s protection. Write 


O 
O 
O 
O 
O 
O 
O 


today for samples. 


Suggested retail selling prices: Single, about $12.50; Double, about $17.50; Triple, about $22.50 


ROYAL CRAFTSMEN, INC. © Laguna Bldg., 36 West 32nd St., New York 1, N. Y. cy = 
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The Curtain Goes Up on the New Classique Dynasty 
of Men’s Watch Attachments at New Low 1949 Prices 


gn 












209 King Cha rles. New Style ratchet. When ratchet is extended design is perfectly 


matched for unity...no holes... space for engraved initial. 












209 Star Sapphire Weave, illustrated 
210 Tweed Weave with ratchet 
211 Basket Weave with ratchet 












207 Prince Michael. ew style double safety lock eliminating holes. 
207 Tweed Weave, illustrated 206 Star Sapphire Weave with lock 208 Basket Weave with lock 








404 Lord Frederick. Combination Basket Weave with new expansion center featuring 
cleverly designed links. 
404 Basket Weave. illustrated 403 Combination Tweed Weave 
402 Combination Star Sapphire Weave 









205 Sir Edward. New full expansion. Smart modern links. 





Beautiful salesmen’s case furnished free with each sample line. Inquire. 





Sold through wholesalers only 






CLASSIQUE JEWELRY MANUFACTURING CO. 
117 36th Street, Union City, i Fee F 


William Lester A. 4. tra ae 
29 E. Madison St. Chicago, III. 448 So. Hill St., Los Angeles, Calif. 
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VEW ACHIEVEMENTS IN JEWELED SWISS ALARM CLOCKS 


Truly a sensation at these prices are the exciting 
new alarm clocks by SEMCA. Precision-made Swiss 
movements (one jewel). Luminous hands and 
: numerals. Gold finish. Distinguished by their hand- 


| some modern lines, each clock is a masterpiece of 





. smart styling and precision craftsmanship. 
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99 


Plus Tax 
West Coast $10.45 Plus Tax 


PIII MPK 
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No. 114. Shown here actual size: 3'!/>” x 3”. ‘Q 
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To retail at . Plus Tax 
West Coast $9.45 Plus Tax 


No. 113. Shown here actual size: 24”x 232”. 8 Q) 


ON THE AIR over leading radio stations from coast to coast 


senita 
Lia Congoiany, tue 


30 IRVING PLACE, NEW YORK 3, N. Y. 
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No. 115. Raised crystal. Shown here actual 






size: 2!/4” x 2!/5”. To retail at. Plus Tax 


West Coast $10.45 Plus Tax 











Proven in '48 with unprecedented sales of Kramer jewelry . . . the “Diamond Look” continues to climb the 
sales graph — building store prestige — store traffic — store sales in volume! Never before have women 
responded with such immediate enthusiasm to a costume jewelry promotion, unswerving in their ‘suppor : 
‘of this steadfast trend. Fashion news in top publications. Fashion news in America’s top stores! 


Backed by Arresting Full Pages in 
VOGUE. arch 65 issue 


| MADEMOISELLE, April | Ve : *An exclusive Kramer 


trademark, youll find the 

and other influential ( “Diamond Look” only in Kramer 

jeweiry . . . done with familiar Kramer 

artistry in an exciting new Spring line. Diamond- 

cut stones, diamond-brilliant and many hand set. 

Extraordinary designs in a collection of all crystal, or 

crystal sparked with jewel-colors — the daytime jewelry fashion. 

Look into the “Diamond Look” if you haven't done so already. You 
cant be in the costume fashion picture without it! 


fashion magazines 


*Trademark Reg. 


ramer JEWELRY 48 west 37TH St. NEW YORK 18, N. Y. 
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Sunchroslide” No. 2793 no 
buckles for —— 
men and women 


.-- all with 
“WRISPRING” action 





‘*Wrispring’’ is a comfort 
extension within the folding 
“Synchroslide” buckle that 
gives with every move- 
ment of the wrist. It pro- 
vides expansion, with 

the beauty and eye- 
appeal of harmoni- 
ously-styled links 

and chain... yet 

with ample over- 

hand length pro- 

vided by the 

buckle itself. 





YOUR INQUIRY 
1S INVITED 





j _<? | = WRISPRING exteuded 
ll ee ne 








AzZ CHAIN COMPANY 


ESTABLISHED 1905 


116 CHESTNUT STREET PROVIDENCE 3, R. I. 











REPRESENTATIVES FROM COAST TO COAST TO THE RETAIL TRADE 
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STERLING BY 


REED< BARTON 






















Iutrvoducing Gurguudy 
TO 48,000,000 CONSUMERS... 


Full page and double page color advertisements introducing Reed & 
Barton's Burgundy Sterling will appear during April and May in 18 lead- 
ing national magazines such as Ladies’ Home Journal, Good House- 


keeping, Vogue, House Beautiful, Mademoiselle, Seventeen, etc. 


———- he 






THE STERLING PATTERV 
| FOR WOMEN WHO ARE FIRST with 


_\ THE VERY SMART AND VERY BEAUTIFU 





ah Ee LING 


“Reed & Barton 


WRITE FOR FREE FOLDER ON BURGUNDY. OR ENCLOSE 10¢ FOR HELPFUL BOOKIE 








HOW 





Sages 


Sonn» 
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n inspired new pattern of finest solid silver . . . smart, rich, spar- 
kling with beauty. Burgundy ... delightfully interpreting the tradition 


of fashionable France for the discriminating women of America. 


$28.75 the six-piece place setting, tax included, at 
leading jewelry stores and silverware departments. 


TO BE A SUCCESSFUL HOSTESS.” BOX 990, DEPT. J, TAUNTON, MASSACHUSETT 


REED & BARTON'S 


MUA 
4 


is backed by powerful merchandising 









Ring & Barton has spared no effort to provide the big- * All-purpose display featuring Burgundy knife and fork for 


gest and most complete Burgundy promotion possible. counter, ledge, case and window. 


Here are the many effective merchandising materials we 






















*% Modern place-setting display for use in window and interior 
. . of store. 
have prepared to help you introduce Burgundy in your 


’ % Unique window display built around the distinctive new 
’ community... 


Burgundy chest. 
* Eye-catching traveling window display showing a miniature * Colorful display plaque showing three Burgundy pieces. 


of the beautiful Burgundy Gown created by Henri Bendel to 
honor this new pattern. 





* Smart new Burgundy pattern folders for your customers. 


% Newspaper mats to help you present Burgundy in connection 
with your store name. 


* New car card introducing Burgundy to the street car and bus 
riders in your community. 


* Dignified but hard-selling radio scripts of various lengths 
which you may sponsor on your local station. 


* Professionally created one-minute television spots available 
for sponsorship on your local TV station. 


*% Special one-minute Burgundy movie trailers for use in your 
local motion picture houses. 





REED«e 
BARTO 


Silversmiths, Taunton, Mass. 
Since 1824 



























This Trifari design 
is copyrighted and 
design patent pending 





whe 


ndividually desig? soil, ) “L 


‘‘Moonshell”’. .. misty, moonlit Lucite, illuminated by starry rhinestones 
in shell clips and earrings to wear with your every 
Spring and Summer costume. 
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I know the name of America’s best-selling wedding ring" 
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The name is 





rtcarve 








More brides (and grooms, too) choose wedding rings 
marked Artcarved than any other. Made from the pure 
molten gold, these quality rings are rolled and hardened 
by special processes which insure their /asting wear and . 
beauty. Artcarved wedding rings are fitting companions 
to Artcarved diamond rings—also made by America’s 


oldest and largest ringmaker. 





J. R. WOOD & SONS, INC., 216 E. 45TH STREET, NEW YORK 17, NEW YORK 


MEMBER 





Artca FVEC BELOVED BY BRIDES FOR 99 YEARS (1850-1949) 


= 























THE GARLAND NECKLACE 
No. 6042 $25.00 retail plus tax. 


Matching Brace 





superior ric ness: t hat can be ‘imparted only by an overlay of 14Kt. gold. 
‘All have the fine hand polished finish, the rich color and the tarnish 
resista nce of 14 Kt. gold. | 













Are you getting the benefit of the strong sales appeal of Krementz 
jewelry by having it on display in your store? 
The above Garland Necklace will be featured as an Easter sift 
in our national advertising for April, including ads in LIFE and THE 
SATURDAY EVENING POST. 
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FINE QUALITY JEWELRY SINCE 1866 


FOR LADIES: Flexible Bracelets : Bangle Bracelets - Earrings - Brooches - Necklaces > 
FOR MEN: Evening Jewelry - Cuff Links « Collar Holders ‘ Tie Holders : Pocket Knives : Watch Chains 
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Krementz & Co., Newark 5, N. J. Al 
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THE JEWELERS’ 


ee asked for it! 
Challenged by our story in this 
space last month about the Memphis, 
Tenn., watchmaker who had a fly 
make off with a balance wheel, Arthur 
R. Price, Westfield, Mass., jeweler, 
has sent us an account of a similar 
harrowing experience which was vis- 
ited upon a friend of his. 

It seems that Mr. Price’s friend, a 
watchmaker in Hartford, Conn., was 
also working on a watch when a fly 
landed on his bench. At this particu- 
lar moment the fellow was holding a 
pallet in his tweezers and, not wishing 
to be bothered, he attempted to stab 
the fly with the pallet’s pivot. He did. 
Very successfully. But the fly, impaled 
on the pallet pivot, decided it had 
enough of such savage treatment and 
took off—pallet and all. “Neither the 
fly nor the pallet was ever found,” 
concludes Mr. Price. “Can you top 
this?” 

We can't—but it’s an even bet 
someone will. 


> © 
PR TMEMBER the gold-headed cane? 


Not so many years ago a man 
would as soon go out without his 
trousers as without his cane—he’d 
feel naked without it. Then, gradual- 
ly, gold-headed canes fell from favor. 

It may well be that such canes are 
again returning to the fashion scene. 
No less a personage than Harry S. 
Truman has one and, although we 
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haven’t yet seen any photographs of 
him jauntily crossing Pennsylvania 
Avenue, swinging his cane, the mere 
fact that he has one makes it entirely 
possible that he will some day soon. 

The President became a cane owner 
only recently, it appears—on the day 
of his inauguration, January 20th, 
when the 129th Field Artillery (his 
old Army outfit) presented the First 
Citizen with an elaborately chased 
and engraved .gold headed cane. Ii 
was made by Simons Bros. Co., Phila- 
delphia, for the Keystone Cane and 
Crutch Co., Norristown, Pa. 


© © 


HE AIM of the advertising copy- 

writer is, of course, to compel the 
reader to act. And generally speak- 
ing, when this result is achieved, 
everyone is happy. However, there 
are exceptions. 

Take, for instance, the case of 
Royal Jewelry Co., Omaha, Neb. A 
client of Edwin Freed Advertising 
Corp., they recently featured one of 
that firm’s copy cards describing val- 
ues at a smashing price. Sure enough! 
A late passer-by was compelled to act 
—he heaved a brick through the win- 
dow and helped himself to some of 
the merchandise described by the 
card. 

The Freed Agency, quite justifi- 
ably we feel, considers that this re- 
action to a copy card “shatters” all 
precedent. 
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Ce ARTICLE on Wengler’s, Sharon, 
Pa., in JC-K’s January issue, 
was based primarily on the fact that 
the firm originates and writes all its 
own radio commercials. While this 
is true, a recent letter from George C. 
Ward, co-owner, hastens to assure us 
that the firm would be “helpless with- 
out the fresh new approaches that are 
made possible through the advertis- 
ing departments of manufacturers.” 
We trust that our readers realized, 
as we did, that the firm’s extremely 
original advertising copy was based 
upon factual material which only a 
silverware manufacturer could make 
available. We echo Mr. Ward’s senti- 
ment: “Let’s give a hand to the manu- 
facturers for their help.” 


© © 


oem ARE youve heard about 
the new “atomic” clock and have 
come to the conclusion that it doesn’t 
offer any serious competition to your 
stock of spring- or electric-driven 
clocks. 

If so, we’re inclined to agree with 
you. 

About the only connection this su- 
per clock (which will lose only one 
second every 300 years) has with the 
jewelry industry is the fact that it will 
provide the basis for the time signal 
at the Naval Observatory at Arling- 
ton. 

Although we strongly doubt that 
you'll be selling “atomic” clocks in 
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Jewelers Welcome The NEW 


Aero-metric PARKER “OT 


Nothing Like This 
Ever Happened in The 
Pen Business Before 


Put this down for a sure thing! This 
is the BIGGEST . . . MOST EXCIT- 
ING SELLING DRIVE ever put be- 
hind a pen... purposely timed to 
reach gift buyers when they are in 
the mood for something new. 
Parker upset tradition... 
dared to introduce the 
new Parker “out of sea- 
son” to give jewelers the 
golden opportunity for 
extra sales and profits! 


The Parker Pen Company 
Janesville, Wisconsin 


3 BIGGEST PROFIT MAKERS 
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NEW CLIPS 
NEW CAPS 
8 NEW COLORS - 


NEW FOTO-FILL 
FILLER 


NEW PLI-GLASS 
RESERVOIR 


NEW VISIBLE 
INK SUPPLY 


7 NEW 
CUSTOMIZED POINTS 


it's AERO-METRIC 
won't leak at 
high altitudes 











YOU MAKE MORE PROFIT ON PARKER “51” THAN ON 50% OF THE MERCHANDISE YOU SELL 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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Jewelers Report 
Huge Demand for 
the NEW PARKER “51” 
Created by Heavy 
Advertising 


From Columbus, Ohio 
From Detroit, Michigan 
From Ogden, Utah 
From New York City 
From Wheeling, West 
Virginia 
From San Francisco, 
California 
From Hammond, Indiana 
and from all over Amer- 
ica... comes the news 
that the new Parker “51” 
is selling sensationally in 
jewelry stores where it 
is being advertised and 
displayed. 

















your store (they’re prohibitively ex- 
pensive!) you may be interested in 
some of the facts concerning this 
latest horological development: 

First of all, the term “atomic” tends 
to throw people off. It has no rela- 
tionship to the atomic bomb, and 
nuclear fission is not involved at all. 
As a matter of fact, it might be more 
accurate to call it a “molecular” 
clock, since its operation is based 
upon the goings-on which take place 
in a molecule of ordinary ammonia 
gas. 
According to Dr. Edward U. Con- 
don, director of the Bureau of Stand- 
ards where the clock was developed, 
the key to its operation is a molecule 
of ammonia gas. Without going into 
the higher chemistry of the thing (it’s 
extremely complicated) let’s just take 
it for granted that a molecule of am- 
monia contains four atoms: three of 
hydrogen and one of nitrogen. The 
three hydrogen atoms are linked to- 
gether, but the nitrogen is bounced 
about, from one hydrogen atom to 
another, much in the manner of old- 
time vaudeville acrobatic acts. This 
occurs at the rate of 24,000,000,000 
times per second. 

All the “atomic” clock does, actual- 
ly, is gear down the bouncing of the 
nitrogen atoms to a point where the 
rate can activate a clock mechanism. 






Because Nature has made the bounc- 
ing of nitrogen constant, the clock’s 
accuracy is far more perfect than that 
of one depending upon the tautness 
of a spring or even the pulsations of 
an electric current. 
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OBBINS Jewelers, Binghamton, 
N. Y., recently attracted consid- 
erable attention with a humorous 
newspaper ad designed to promote its 
repair department. 

The ad carried a cartoon of a man 
trying to repair a clock on the kitchen 
table, surrounded with miscellaneous 
parts. The main spring of the clock 
is shown jumping out. 

The ad caption read: “That did it! 
Now bring it to us.” 


© © 


“he KOHLspoRF, head of the 
silverware department at 
Schwanke-Kasten Co., Milwaukee. 
Wis., recently celebrated her fiftieth 
year of “temporary” employment in 
the jewelry business. 

Back in 1898, Miss Kohlsdorf se- 
cured a temporary Christmas-rush 
job with Bunde & Upmeyer Co. Since 
she liked the work, and her employers 
were highly satisfied with her ser- 
vices, she was asked to stay on “an- 
other week or so.” She remained with 
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“Feeling low? Discouraged? Do skies look gray . . .?" 
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the firm for 35 years, then went with 
Rank & Motteram Co. Four years 
ago she joined the Schwanke-Kasten 
firm as manager of the silver de- 
partment. 

Miss Kohlsdorf is proud of her 
families of customers, some of whom 
she has served for several genera- 
tions. “I still get a thrill out of find- 
ing something my customer really 
likes,” she says. If she finds the cus- 
tomer is partial to something she 
considers entirely unsuitable, she 
gently distracts his attention and sug- 
gests something else. More often than 
not, she says, these customers come 
back later to thank her for her “gen- 
tle persuasion.” 


© © 


| gesery if you will, the red- 
faced plight of Irvin Hirsch, 
Flint, Mich., jeweler, who recently 
found himself the possessor of an un- 
announced diamond bracelet valued 
at $70,000. It arrived one day, to- 
gether with a shipment of Keepsake 
diamond rings, and when it was 
called to his attention the jeweler 
was, to put it mildly, bewildered. He 
hadn’t ordered the bracelet—that he 
knew. And there didn’t seem to be 
any reason for its delivery. 

Checking quickly with A. H. Pond 
& Co., makers of the rings, Hirsch 
learned that the bracelet was, sure 
enough, intended for his store. Just 
a case of someone’s neglecting to 
warn him of its arrival in advance. 
As a new Keepsake retailer, Hirsch 
was to have the bracelet on display 
for a specified length of time, an- 
nouncing his new line. 

For a while the problem of pro- 
tecting such an expensive jewelry 
item loomed large. Then the jeweler 
notified police headquarters and sev- 
eral cops were detailed to keep an 
eye on the 153-diamond and plati- 
num bracelet until closing time, when 
arrangements were made to store it 
in the vault of a local bank. 

A newspaper story, describing the 
arrival of the un-heralded bracelet 
and the pains required to protect it, 
announced that the item would be 
on display in the store until the fol- 
lowing Saturday, when it would be 
returned to the Pond firm. “Unless,” 
the paper added coyly, “someone 
cares to make a $50,000 down pay- 
ment in the meantime.” 
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CLASSIC 


An excellent example of classic design 
is this bride's circle pin of diamonds by 
Black Starr & Gorham. (Below) Classic 
diamond engagement rings. Two at top 
are by Keepsake, two at bottom by Lam- 
bert Bros. The ring in the center is a 
revival of the 20th Century cluster. § 





9 Fashions in Diamond Jewelry 


by SUSANNE STEINEM 


I, WRITING about fashion we are well aware that the term doesn’t mean 
the same thing to all people. Fashion doesn’t even mean the same thing to all women. 
But jewelers are selling this commodity directly or indirectly every day, and they want 
to talk to a woman customer in the language of fashion. Also, they need to know 
what is present fashion and what is incoming fashion in the jewelry world. There are 
three levels of demand in diamonds as follows: 

Classic jewelry which is always wearable and always salable and, for some stores, 
always safe. It includes antiques of good design and interesting reproductions. 
Current jewelry, the latest, well-established vogue, the smartest part of your line. 
It should include pieces in all price ranges. It appeals to the woman who buys her 
clothes in the better specialty shops, and you want her patronage. 
Incoming jewelry. Some of this never really arrives, but it is trend-setting and 
































usually affects the design of the “current jewelry” of tomorrow. It stems from Paris 

and the finest American designers and represents high fashion, super- -elegance, origi- 
nality and sophistication. Try to bring in for display a few such pieces several times 
a year and personally invite the style-leaders in your city to come and see them. 

Now let’s consider what is fashionable in diamond jewelry at each of the above 
levels. 

Many of the classic forms such as diamond circle pins are being reissued today 
with interesting variations and are selling just as well as they did 25 years ago. 
Antiques, which were the classics or the fantasies of former years, are also being repro- 
duced. But the principle activity in this field is the remounting of customer’s own out- 
moded jewelry, combining the gems from a number of the pieces and adding some 
new diamonds for fresh ante. 

A jeweler should know when to suggest remounting and when merely to invent some 
different way for Madam to wear hoe prized antique while he concentrates on selling 
her a new object. There is no set rule as to when heirlooms are dowdy. Fashionable 
women such as those you read about in the lists of the “ten best-dressed” have their 

(Please turn to page 194) 


INCOMING 


Typical of jewelry fashions now being 
introduced is this delicate openwork 
necklace in gold, sprinkled with dia- 
monds. Huge cluster rings, shown at 
top, are also becoming very popular. 


CURRENT 


A contemporary favorite for wear with 
plunging necklines is Marianne Ostier's 
snake chain supporting a cascade of 
diamonds. Popular oak leaf broach 
with acorn earrings, all containing 
diamonds, were designed by Cartier's. 


ees, 

















































THE 1847 ROGERS BROS. 
ADVERTISING SWEEPSTAKES ! 

3 First Prizes of #1847 cash! 

3 Second Hizes of $347 cash! 


Hundreds of other prizes totalling $3510 cash! 



































Are you in it? 


any one of the cash-money prizes. 


HERE’S A REMINDER about the big “1847” cash contest 
that your 1847 Rogers Bros. salesman told you about! 


You can win a walloping $1847 cash award — and 
many, many more cash prizes, too—for your store display 
based on 1847's new selling theme for 1949: “/t’s still 
the thing to do!” 


Remember—anyone in the business of retailing 1847 
Rogers Bros. Silverplate (that includes anyone in store 
management or silver sales person) can walk off with 


Only one entry per store will be accepted. 


AND -— to make it easier than ever for you to win — 
we ve divided the contest three ways, into three divisions. 


That means you compete only with stores just about the 
same size and type as yours! There are three completely 
separate Grand Prize Sweepstakes — with three sets of 
cash prizes totalling $11,592! Ask your “1847” salesman 
for the rules. Are you in it? If not—get started today! 


1847 ROGERS BROS. for |O! Years Americas Finest Silverplate 


The International Silver Company, 169 Colony Street, Meriden, Connecticut 
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Annual Analysis of U. S. Marriage Statistics 
and... 
The Jewelers’ Circular-Keystone’s Survey 


on "The ewelry Business and the Bridal Market” 





SEE NEXT 3 PAGES 
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1948 MARRIAGE LICENSES, MONTH BY MONTH, BY CITIES 
National Office of Vital Statistics compilation for cities of 100,000 inhabitants 
(or the county in which they are located) 











































































a 
te - Percent 
Crease ( 
City or . ran nik 
City and County Feb. April May Juty Aug. Sept. Oct. Nov. D2c. 1948 1947 1947 to 1948 
Total (91 areas) ......... 34,210 49,868 | 55,829 45,940 | 62,672 | 57,195 | 48,178 | 46,392 | 41,433|| 613,819 | 673,440 : 
Percentage of year’s total... 5.6 8.1 9.1 8.1! 10.2 9.3 7.9 7.6 6.8 
*Akron, Ohio ................ 279 321 384 381 514 439 362 345 341]} 4,664| 5,575 —16.3 
i oe ae 60 147 175 130 198 158 133 118 73|| 1,603| 1,816 —117 
a a ae 439 479 595 536 558| 538 596 449 570]| 6,337! 7,013 —9.6 
Baltimore, Md. ............. 1,053 1,405| 1,345 1,390| 1,523| 1,496! 1,243] 1,278] 1,201]] 16,346] 18,250 —10.4 
*Birmingham, Ala. ........... 352 476 441 477 537 469 431 390 5601} 5,516| 8,846 —376 
ee cc caee 441 852 988 729| 1,199] 1,091 $04 727 606]| 10,427! 10,977 —5.0 
Bridgeport, Conn. ........... 77 185 237 155 218 193 173 166 861} 2,045| 2,207 —73 
Buffalo, N. Y. .............. 229 555 758 660 793 737 518 524 277|| 6,978| 7,582 —S 0) 
Cambridge, Mass.1 ........... 66 145 118 149 194 191 134 134 98|} 1,755| 1,907 —80 
BO OD not ccccseccees R9 167 163 123 155 185 157 128 931} 1,735] 1,775 —2 3 
ORemiin, Gio ... 56. ncccdeccs 145 206 284 245 314 273 212 218 192}| 2,881] 3,202 —10.0 
*Charlotte, N. C. ............ 55 78 74 72 112 94 92 75 103}} 1,075!| 1,139 —5.6 
*Chattanooga, Tenn. ........... 26 43 56 53 93 60 37 47 47 624 746 —16.4 
*Chicago, Ill. .............. 3,199 4,747| 5,634 4,775| 5584] 5,661} 4,594] 4,173| 3,487]| 56,814| 60,684 ~aial 
*Cincinnati, Ohio? ............ 210 469 552 437 573 504 419 470 2621} 5,395] 5,996 —10.0 
*Cleveland, Ohio ............. 739 1,333] 1,430 1,551} 1,707/ 1,515] 1,293] 1,154 823]] 15,705] 17,453 —10.0 
*Columbus, Ohio ............. 276 344 479 412 529 446 350 348 441]} 5,102| 5,244 —2 7 
‘*Dallas, Texas .............- 623 647 642 786 771 696 649 633 748]| 8,440| 9,200 —§3 
*Dayton, Ohio ............... 202 303 346 381 427 300 310 322 255] 3,931| 4,474 —)2) 
Ee 306 406 474 472 570 526 404 439 510 5,710 6,492 —12.0 
*Des Moines, lowa® ........... 177 230 205 242 270 273 197 221 2291] 2,810!| 2,926 —4.0 
*Detroit, Mich. ............. 1,157 2,135] 2,652 2,266} 3,005| 2,376] 2,221) 1818] 1,449]] 26,067] 29,036 —10.2 
*Duluth, Minn. .............. 1ll 140 190 219 285 233 166 155 139]| 2,239} 2,397 nhs 
Elizabeth, N. J. ............ 49 118 153 83 125 183 114 111 861] 1,445/ 1,541 —=6.2 
MT vv ckccaeceesces 121 244 287 203 321 247 234 186 130}} 2,853| 3,074 mitt 2 
Fall River, Mass? ........... 34 152 166 105 180 134 109 116 60]} 1,497] 1,662 —9.9 
*Flint, Mich. ..............-. 173 188 229 249 306 221 240 148 1721} 2,643| 3,121 —15.3 
*Fort Wayne, Ind. ............ 130 221 234 262 291 209 212 188 141]} 2,523] 2,971 awit. 5 
*Fort Worth, Texas ........... 286 294 401 364 399 376 334 318 397|| 4,307| 4,964 ait S 
OS OORT 316 420 510 517 597 518 475 452 368] 5,515] 5,592 onA 
*Grand Rapids, Mich.2 ........ 160 256 339 259 381 240 293 235 185}]| 3,249] 3,588 —9.4 
Hartford, Conn. ............. 105 210 225 208 264 247 195 157 122}| 2,411! 2,604 ey ' 
*Houston, Texas ............. 780 888 910 993 1,072 912 g18 909 9531] 11,132| 11,704 —4.9 
*Indianapolis, Ind. ........... 492 563 486 £86 679 457 582 730 5271 7,421| 8,073 = tl 
*Jacksonville, Fla. ........... 101 98 102 116 123 108 89 103 117]} 1,338| 1,786 auifi2 
Jersey City, N. J. ........... 197 382 483 299 444 468 408 361 26711 4,629] 4,989 a 
*Kansas City, Kans. .......... 145 181 177 154 200 197 188 138 137], 2,062/ 5194 —60.3 
*Kansas City, Mo. ............ 515 676 671 613 743 781 651 597 647]} 8,059| 6,554 + 23.0 
*Knoxville, Tenn. ............ 99 83 93 119 141 130 81 111 126]/ 1,345| 1,646 —18.3 
* H : | 
My yay wu hineditca 2,450 2,683| 2,787 3,118| 3,806| 2,981] 2,532] 2,650| 2,7261| 35,593| 38,792 —8.2 
*Louisville, Ky. ............. 372 425 438 423 509 513 407 474 396|} 5,494| 6,304 == 29 
Lowell, Mass.) .............. 44 99 135 86 172 113 98 111 721] 1,284] 1,271 + 1.0 
*Memphis, Tenn. ............ 118 125 136 137 168 164 114 144 159]} 1,760/ 1,861 —5.4 
| RES RGR PERE: rss 418 486 440 385 430 387 387 382 439]| 5,270} 5,651 —6.7 
*Milwaukee, Wis. ............ 344 842] 1,111 777 1,160 930 794 686 413]]| 9,596] 10,452 nf? 
*Minneapolis, Minn. .......... 373 627 862 670 924 803 634 532 494|} 8,231] 8,900 oni § 
*Nashville, Tenn. ............ 139 183 197 220 229 202 175 173 232|| 2,363; 2,706 2:3 
 ") 2 area 369 606 483 463 555 682 520 522 3991] 6,271] 6,739 —6-9 
New Bedford, Mass. .......... 63 163 136 107 130 139 112 115 571} 1,394] 1,686 ee 
New Haven, Conn. ........... 11l 182| © 236 173 273 221 197 151 125|| 2,262] 2,581 anti-A 
New Orlearts, La. ............ 310 526 460 505 397 496 452 414 42211 5,486/ 5,935 ant § 
New York, N. Y. ............ 5,119 7,697 | 8,672 6,281} 9,304| 9,137] 7,384] 6,942] 6,384]| 93,836] 97,658 anf ® 
EE EE oksseynasien ner 164 223 216 195 201 218 205 210 246], 2,591) 2,874 —9.8 
*Qakland, Calif. ............. 516 477 495 589 665 567 449 453 5101} 6,598! 7,341 ani 
*Oklahoma City, Okla. ........ 289 270 309 319 349 291 281 290 323] 3,709| 4,053 iS 
*OQmaha, Nebr. .............. 190 278 274 228 363 319 276 251 216|| 3,247/| 3,299 anil 
SS een ee 86 161 140 113 127 199 149 149 soli 1,682/ 1,942 —13.4 
EE ib ak dbdastinescns 129 70 156 235 188 203 185 185 1761} 2,220) 2,458 —9.7 
Philadelphia, Pa. ........... 851 1,533| 1,872 1,051| 1,776] 1,908| 1,453| 1,323] 1,080}] 18,014| 19,307 anil. F 
*Pittsburgh, Pa.2 ............ 664 1,338| 1,641 1,472} 1,862] 1,358] 1,160] 1,222 831i} 15,847] 17,419 —9.0 
PE, WB. oso scw esses 265 312 335 383 533 385 261 307 2821] 4,214] 4,639 a2 
Providence, R. |. ............ 155 323 325 290 360 422 327 328 170|| 3,683] 3,986 —7.6 
0 127 187 260 156 262 199 177 220 158]} 2,471] 2,656 —7.0 
Richmond, Va. ............. 211 262 271 269 296 327 274 277 304]| 3,386] 3,735 mt 
Rochester, N. Y. ...... eid 179 354 416 334 487 428 304 273 173}} 4,115] 4,600 —10.5 
*Sacramento, Calif. .......... 103 158 162 186 172 152 126 158 156]; 1,855] 2,114 —12.3 
_re'“@ “eeeeeeeeeere 774 1,061} 1,147 994 1,071] 1,226] 1,054] 1,140 770}| 12,650} 14,036 —9.9 
*St. Paul, Minn. ............ 139 337 491 321 486 393 315 319 210]; 4,149| 4,445 —6.7 
*Salt Lake City, Utah ......... 182 248 249 236 427 384 215 280 251]| 3,428] 3,728 o=i.® 
*San Antonio, Texas .......... 362 486 507 473 533 500 466 476 551}; 6,051/ 6,902 =? 
*San Diego, Calif. ........... 314 308 256 353 470 338 308 315 396] 4,255] 4,765 —10.7 
San Francisco, Calif. ........ 617 728 726 731 857 790 696 666 702}| 8,997| 10,259 a x 
*Scranton, Pa. ............... 107 266 350 262 332 289 238 223 140]} 3,056/ 3,492 —12.5 
*Seattle, Wash. .............. 603 627 749 724 939 832 697 710 703}| 9,034] 10,392 —13.1 
Somerville, Mass.2 ........... 58 119 158 130 222 153 126 114 721| 1,582| 1,652 —4.2 
*South Bend, Ind. ............ 174 224 284 273 326 260 269 251 1821] 3,043| 3,620 —15.9 
*Spokane, Wash. ............. 152 183 176 168 244 172 156 167 142}} 2,150| 2,407 —10.7 
Springfield, Mass.1 ........... 65 187 200 165 237 207 174 146 971} 2,057| 2,294 —10.3 
Syracuse, N. Y. ............. 117 254 237 203 319 280 223 168 123]| 2,666} 2,940 —9.3 
*Tacoma, Wash. ............. 211 249 261 208 320 277 223 268 284|| 3,318) 3,717 7 
TE acikineninennnats 173 205 176 195 166 181 134 178 203} 2,284] 2,798 —18.4 
MI ED oo ccicccecscccss 421 545 571 700 683 618 616 576 54711 7,062! 7,604 ol 
en te Oo Cc ceceses 92 181 147 154 168 150 149 155 861} 1,699} 1,741 anh. 
ne hee Me er eee 184 186} 271 203| 288; 243) 192} 198) 249}) 2,744| 2,656 + 3.3 
ee Oh ©. occ 1S Sa 60 111 134 103 155 141 112 92 50] 1,302! 1,417 anf} 
Washington, D. C. ........... 731 947 976 919] 1,021! 1,035 893 938 925|} 11,591 | 12,775 —9.3 
*Wichita, Kans. ............. 148 170 202 190 232 209 191 195 226 39 2,722 —11.9 
*Wilmington, Del. ............ 9] 196 192 197 211 215 202 170 152]| 2,252] 4,448 —49.4 
Worcester, Mass.’ ........... 64 219 228 183 325 236 217 180 116]| 2,477] 2,801 =e 
a 52 120 152 115 145 152 102 98 47}| 1,375] 1,545 iis 
*Youngstown, Ohio ........... 135 234 336 304 342] ‘288 249 235 152|| 3,099} 3,325 —6.8 








* Includes figures for county in which the city is located. 


1 Intentions filed. 





2 Applications for licenses. 





3 Marriages performed. 








Give Cupid Credit 
For 40% of Your '48 Sales 





by THOMAS V. DUGGAN 


I: U. 8S. Marriages in 1948 


© 
‘U NTIRING is the word for Cupid.” 

Year after year he keeps up his hectic pace with hardly 
a sign of exhaustion. Not satisfied with luring over two 
and a quarter million couples to the altar in 1946, and 
well over two million in 1947, his efforts slackened only 
a trifle in 1946. According to data furnished by the 
National Office of Vital Statistics, 1948 was the third best 
year for marriages that the U. S. ever had. Possibly be- 
cause of continuing high prices, over 1,841,000 couples 
decided to test the theory that “two can live as cheaply as 
one.” | 

Retail jewelers are. of course, keenly interested in the 
marriage index. It has been estimated that anywhere 
from 25 to 43 per cent of the average jewelers’ annual 
sales can be traced directly to weddings. For this reason, 
JC-K publishes this annual marriage survey each March. 
Statistics concerning the marriage rate in 91 leading 
cities are presented and analyzed, and JC-K’s own survey 
of retail jewelers’ wedding business during the year 
rounds out the picture. Without weddings, the jeweler 
would find the going rough. 


The National Office of Vital Statistics, polling marriage 
license clerks in the 91 U. S. cities with a population of 
100,000 persons or more, has determined that a total of 
613,819 licenses were issued during 1948. And, since 
these cities contain approximately one third of the total 
U. S. population, it is fair to assume that this figure may 
be tripled. When this is done, it becomes evident that 
1,841,457 marriages took place in the U. S. during the 
year 1948.* 

Although the marriage rate did decline in 1948, as 
compared with 1947, the drop was not so severe as it was 


in the case of 1947 compared with the preceding year. 
(Please turn to page 186) 


*Working on the basis of marriage license statistics for the irst 
11 months of 1948 the Metropolitan Life Insurance Co. estimated, 
in January, that 1,850,000 marriages were performed during the 
year. This is only slightly higher than JC-K’s figure and may well 
be vindicated later since all data available at present is termed 
“preliminary.” 
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Ii: Marriages and the Jeweler 


S incr THE YEAR 1948 was, according to the 
data contained in the article in the adjoining column, the 
third best year for weddings in the nation’s history, it 1s 
only logical to wonder just what effect this spate of altar- 
bound couples had on the retail jewelers’ business. 

To determine this, THE JEWELERS’ CIRCULAR-KEYSTONE 
has, once again, conducted its annual survey among 1,000 
representative jewelers from coast-to-coast. From the 
replies, covering virtually every state in the Union, it is 
possible to arrive at a number of conclusions. 

They are: 

1. Jewelry store sales directly attributable to marriages 
accounted for an average 40 per cent of 1948 business; 

2. The double ring ceremony apparently continues 1» 
hold its own; 

3. Engagement rings selling for between $100 and $199 
are most popular, with those selling in the $200-$350 
bracket ranking second; 

4. Yellow gold is still the most popular metal for 
engagement ring mountings in the vast majority of cases, 
with platinum ranking second; 

5. Only 10 per cent of the average jeweler’s engage- 
ment rings are sold in connection with St. Valentine’s Day; 

6. About one-quarter of the engagement rings sold by 
jewelers are purchased during the Christmas shopping 
season; 

7. About 7.5 per cent of the engagement rings bought 
are “belated” purchases, (i.e., purchased and presented 
after the couple is married) ; 

8. Nearly one-third of the jewelers have sold engage- 
ment rings without a diamond as a major stone, and 

9. Of those who did, only 1-2 per cent of the rings were 
of the non-diamond variety. 


WEDDING SALES VOLUME 

Until a few years ago (when JC-K began inquiring into 
the matter) it was quite generally assumed that weddings 
accounted for approximately one quarter of the average 
jeweler’s annual volume. In 1947, however, JC-K deter- 
mined that the figure was probably higher—about 30 per 
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cent. And last year jewelers replying to the JC-K survey 
indicated that wedding-inspired sales amounted to approx- 
imately 43 per cent of their annual volume. This year 
the poll indicates an average of 40 per cent—comfortably 
close to the 1947 figure since jewelers’ replies to such a 
question are, of necessity, based to a large extent upon 
memory. 

Asked “During 1948, what percentage of your total 
sales consisted of items directly connected with weddings 
such as rings, silverware, glassware, appliances and other 
gifts?” answering jewelers replied as follows: 


Percentage of Estimated Percentage of 


all replying total annual sales 
22.5 said 30% 
17.5 said 50% 
13.5 said 20% 
13.5 said 40% 
12.5 said 60% 


Only 7.5 per cent of the jewelers estimated that wed- 
dings accounted for 10 per cent of their annual sales, and 
this number of jewelers was neatly balanced by a similar 
number who attributed 70 per cent of their sales to wed- 
dings. As in the past, a negligible number of jewelers 
attributed from 80 to 90 per cent of their sales to bridal 
business. 

In short, nearly half of the average jeweler’s annual 
sales resulted directly from weddings. This is a substan- 
tial amount of business to thank Dan Cupid for. 


THE DOUBLE RING 


CEREMONY 





As a result of last year’s JC-K survey, it was learned 
that a wedding ring for the groom was purchased in at 
least one out of every three instances.* Returns in this 
years poll tend to confirm this estimate. 

Asked “Jn approximately how many cases were wedding 
rings bought for the groom (indicating the double ring 
ceremony) ?”’, the jewelers replied as follows: 


Percentage of cases where 
ring bought for both 


Percentage of all 
answering question 


21.65 said 30% 
18.65 said 20% 
15.05 said 50% 
10.85 said 10% 


Less than one per cent of the jewelers estimated that 
wedding rings were bought for the groom in only 5 per 
cent of the instances, and this was cancelled out by an 
identical number who reported that they were purchased 
all the time. The remaining replies, accounting for about 
one quarter of the total, estimated that rings for men 
were purchased from 60 to 90 per cent of the time. 


WHAT IS POPULAR PRICE RANGE? 


As was the case last year, the majority of jewelers 
answering JC-K’s survey indicated that rings selling for 


* We use the qualifying term “at least” since a number of ring 
manufacturers have estimated a much higher percentage. 
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between $100 and $199 were most popular, and those 
selling for between $200 and $350 ranked second. 

Asked “What price range is most popular for engage. 
ment rings in your area?” the jewelers responded ag 
follows: 


Percentage of Price Range 


those answering Estimated 
55.9 said $100-$199 

26.3 said $200-$350 

14.7 said under $100 

2.4 said $350-$500 

0.6 said $200-$500 


WHICH METAL FOR MOUNTINGS? 


Asked which metal was most popular for engagemen 
ring mountings in their areas, jewelers responding to 
JC-K’s 1948 marriage survey indicated an overwhelming 
preference for yellow gold. Out of all the jewelers respond. 
ing, 80.6 said yellow gold was most popular, 11.8 per 
cent reported platinum a favorite, 6.5 per cent came out 
for white gold and 1.1 per cent indicated that palladium 
was preferred. 

Last year, yellow gold was preferred by only slightly 
more than half of the jewelers, and platinum was favored 
by 32.9 per cent. White gold was considered most popv- 
lar by 6.6 per cent (no change this year). 


HOW ABOUT SEASONAL RING SALES? 


Although the statistics concerning marriages provide 
us with concrete facts as to the most popular months for 
weddings, there is no comparable source for data on 
engagements. When do they occur most abundantly? 
One naturally would suspect St. Valentine’s Day and 
Christmas. 

JC-K’s marriage survey questionnaires asked jewelers, 
this year, approximately what percentage of the year’s 
total engagement ring sales coincided, roughly, with 5t. 
Valentine’s Day and Christmas. The response would tend 
to indicate that the February date dedicated to lovers has 
no appreciable effect upon young men popping the ques- 
tion and, further, no extraordinary number of young 
swains cut costs by presenting an engagement ring at 
Christmas time. 

The Valentine vote went as follows: 


“© of annual ring 


sales coinciding with 


Percentage of 
St. Valentine’s Day 


those answering 


63.5 said 10% 
10.6 said “None” 
g ai “Very little” 
o. said ery little 
1.0 said 5% 
4.5 said 20% 
4.5 said 2% 
| said 30% 


While jewelers indicated that Christmas did account for 
a somewhat larger percentage of the year's total engage- 
ment ring sales, the amount is hardly extraordinary. Here 
is the Christmas tally: 


(Please turn to page 188) 
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Cardboard curved to - 
cut corners. Covered | 
with soft blue or 


pink pleated drape. | 
- This window area in- 


dicated is covered 
with cloth to cut off 
the back of display. 







DIAMOND 
ENGACEMENT AN). 
_WEDDING RINGS 


Side wall or mirror. : 















4 Circular stands for 

> featured merchandise. 
Card A shown below 
could be used here. | 
Cards B, Cand Dare 
spotted throughout 
display as indicated. ~~ 











This window display shown here is 
typical of suggestions in Idea Book. Conter platfeem een 


be used for spe- 
cially featured rings. 


Stepped platform can 
be used for display 
of diamond watches. 





Use Available Helps 
Provided for 


[amo m € ee AMo,y, 
RRS 





Idea Book sent out to all retailers by 


Jewelry Industry Council, whether members 





or not, gives many suggestions to help 





you tie up successfully with promotion. 

















of & samond 
resem by the success of the “1948 AD 
Engagement Ring 


Silver Parade” and the “1948 Watch Parade” of the 
selling power of the Jewelry Industry Council’s nation- fo say J love you B. 
wide promotions, a large number of retail jewelers are as : 
all set to participate in the “1949 Diamond Jubilee” — 
which opens this month—on March 27. Small printed cards 
Added to those retailers who took part in the previous ae penton te 
promotions and who in dollars and cents observed their __ items in the display. 
effectiveness, will be many more retailers this year who ‘. 
have heard of the potency of these promotions from those 
who took part in the earlier projects, or heard them 
discussed at conventions and other trade gatherings. 
Because of this increased participation, if for no other 
reason, the industry is confident that the Diamond 
Jubilee will be the most productive promotion which the op D: 
Council has yet undertaken. Such promotions are based i eorip =e 
on the fact that the more retailers who feature specific 
merchandise in their advertising and displays during a 
(Please turn to page 184) 
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Tower windows and deep picture windows on two 
sides of Helzberg store provide ample display 
space. (Right) Diamond counters, at base of 
stairway. are arranged on a raised platform. 
Private diamond rooms are behind leather wall. 


Designed in keeping with neo-Spanish 
arehiteeture of the area. Helzberg’s 
new store in Kansas City. Mo.. has 


beeome the most dominant building. 


A HISTORICAL high-spot in the annals of 
mid-America jewelry merchandising was marked by the 
emergence of the new, half-million-dollar Helzberg store 
in the exclusive Country Club Plaza district of Kansas 
City, Missouri. 

More than just another jewelry store, the latest Helz- 
berg unit is a study in modernity—a combination of the 
most spectacular features, the most startling innovations 
in lighting, design and interior decoration. 

B. C. Helzberg, President of Helzberg’s Diamond Shops, 
Inc., and his associates, working closely with the archi- 
tects, drew on 34 years of jewelry merchandising in blue 
printing an architectural triumph which succeeds in 
attracting attention in an area already crammed with 
glamorous buildings. 

A story-book store, fairly teeming with fine jewelry 
and allied merchandise, the shopping haven has been 
aptly named, Helzberg’s “House of Treasures.” 

Despite the fact that the store is in the midst of a smart 
shopping center for Kansas City’s wealthy set, a large 
share of the store’s patronage comes from middle and 
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by GRIER LOWRY 


lower-bracket income families, the source of any volume 
operation. 

Located in a dominant, premium position in the center 
of the internationally famous Plaza, a 40-acre shopping 
wonderland, conveniently situated and well-stocked, the 
new building conforms with the rest of the area’s neo- 
Spanish architecture. The two-and-one-half story struc- 
ture is topped by a gleaming tile tower, capped by a 
glittering copper dome, and constructed of massive light- 
chocolate brown granite blocks. Spotlights trained on 
the brilliant yellow gold tile dome give the building max- 
imum nighttime visibility in all directions. Full-length 
plate glass front and side entrances are conveniently 
located. 

Crowning eye-appeal point of the 135 feet of window 
display space is a 10-foot long, first floor “picture win- 
dow.” With the glass dropped to almost street level, this 
display facility catches the eye of both motoring and 
walking traffic. 

The window frames a table setting of fine china, crystal 
and sterling flatware. When lights are dimmed at night, 
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(Above) Main floor facilities combine curving floor 
cases and wide aisles. Stairway at left is same one 
shown in large photo on opposite page. (Below) A 
graceful archway, trimmed in colorful tile cubes, 
dominates the entrance to 2nd floor "Bride's Room.” 
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the setting has a soft, homelike aura. “It is like gazing 
into the window of an elegant. lavishly-furnished home.” 
remarked one window shopper. Table settings are changed ‘ 
frequently so the display will not grow tiresome. & oe , 8 | 

Characteristic of the unique architectural treatment are 
the three lofty windows in the dome reserved for display- 
ing large articles of merchandise. Visible for blocks away, 





(Below) On opening day the Helzberg firm played host 
to 43,000 guests who not only looked but bought. 





the dome windows are floodlighted and serve to accentuate 
the fact that it is a 2-story structure. 

Inside, the store conveys an atmosphere of quiet lux- 
ury and good living. A contagious atmosphere. bBusiness- 
like shoppers who bustle in for a quick look take two or 
three, then settle down and relax, seeming to forget they 
are in a hurry. 

Designed on three levels—main floor, a half-floor mez- 
zanine, and a second story—the interior is a vivid com- 
bination of dark walnut, curving fixtures, light pastels, : - = 














wide aisles, shimmering tile and glistening glass. scr ee pe 
Recessed fluorescent and incandescent fixtures cast an — _— ~ 


evenly controlled light over the 50x80-foot main floor 


(Please turn to page 191) 
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Transparent plastic eggs provide novel jewelry holders in this display. 


Two Windows for the Goming Month 


Theme: 


- year, Easter is becoming more and 
more of a real gift giving occasion. Remembrances of 
flowers and candy are being replaced with more sub- 
stantial mementoes—at least among families and close 
friends. Since jewelry merchandise is a logical choice 
for these gifts, there is good reason to devote very nearly 
as much effort and expense to Easter displays and pro- 
motions as to Christmas. The total sales returns may 
not yet be as great as at Christmas time and a greater 
percentage of effort per sale may be required, but there 
is worthwhile business to be cultivated—business that 
will increase year by year with clever and consistent 
promotional effort. 
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by VIRGINIA DIXON 


Since Easter is the first “dress-up” occasion of Spring, 
jewelry is a natural gift suggestion. Silver or crystal 
vases, candy dishes, perfume bottles and similar items 
are attractive gifts in themselves or may be used as 
containers for flowers or candy .. . a small nosegay in 
a silver vase makes an irresistibly gay and attractive 
Easter gift! Medals, crosses and rosaries are the perfect 
answer for those who wish to emphasize the religious 
significance of the day. 

Easter windows should be as gay and cheerful as 
Spring itself. The dark colors and heavy fabrics of 
winter should be completely replaced for the Easter trim. 
This complete redecoration can of course serve for the 
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Synonymous with Springtime, Easter—April 17th this year—is 


the first ““dress-up”’ oceasion for your windows for the season 


ahead and an important event from standpoint of its gift potential. 


whole Spring season and will give your windows much 
added seasonal appeal. 

For the first of the two suggested Easter displays, 
plastic Easter eggs, containing merchandise, are suspend- 
ed from the window ceiling with narrow ribbons. Giant 
crocuses bloom on the window floor in the midst of a 
goodly array of merchandise. Window copy is lettered 
on a paper ribbon extended across the background. The 
“eggs” consist of two half “shells”—one of clear plastic, 
the other of translucent colored plastic, forming a back- 
sround—which are stapled together after the merchandise 
has been placed inside the egg. Net ruffling may be 
used to trim the seam. The crocuses come in “beds” 
consisting of three blossoms each—with foliage—nine 
inches in height. The “beds” are self-standing. The 
plastic eggs are available in three, four, six, eight and 
twelve inch sizes—to accommodate almost any small 
piece of merchandise—in light blue, pink, fuchsia or 
yellow. These eggs would also make a novel gift wrap- 
ping for Easter—either to be given away or supplied 
for a nominal extra charge. The eggs and crocuses as 
well as the ruffling and ribbon for trimming and hang- 
ing the eggs are all available from Allied Display Ma- 
terials, Inc., 65 Madison Avenue, New York 16, N. Y.. 
and may be ordered directly from them. Ribbons are 
available in colors to match the eggs. The ruffling which 
is two inches wide comes in pink, light blue. nile green 
and white in twelve yard pieces. Assorted colors of 
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Kaster eggs and flowers against a background of white, 

pale yellow or pale green with spring green flooring 

and elevations would really spell “Spring”! The cover- 

ing on background and elevations could be used for 

the rest of the season. The ruffled edging could be 
(Please turn to page 19_) 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


MATERIAL SOURCE 
“GIFTS FOR A HAPPY EASTER" 

Plastic Eggs Allied Display Materials, 
Colors—light blue, pink, 65 Madison Avenue, 
fuchsia, yellow New York 16, N. Y. 
Crocus Bed 7 - " 

3 flowers to each bed 


Ruffling . ” 
Colors—white, pink, light 
blue, nile green 
2"' wide; carton of 12 yards 
Ribbon ° ” ws 
Lana Satin—same colors as 


eggs 
Vg'" wide—100 yd. spool 
1'/,"" wide—100 yd. spool 
Copy ribbon Show card writer 


“EASTER GIFTS" 


Compo board for background Lumber yard 
panel and egg cut-outs 


Fabric to cover eggs Department store 
Cotton batting to pad eggs 7 . 
Ribbon i. 7 
Flowers . ‘ 
Copy card Show card writer 





Background here can be made almost entirely from materials in the store. 
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Permanent front window display is designed as 
a dining room with mahogany sideboards and a 
table on which merchandise is shown in an ap- 
propriate setting. At one side, an _ imitation 
fireplace with logs lends additional interest. 





China and Crystal 





A BOLD new approach to the perennial prob- 
lem of how to increase store traffic and sales, has 
been made with the installation and opening last Novem- 
ber of the crystal and china ware department of Fried- 
lander & Sons, pioneer downtown jewelers of Seaitle. 
Washington. 

The new depariment grew out of the decision to ex- 
pand in a direction which would both add new items 
of merchandise which are in demand and which, by 
tying in with conventional jewelry store merchandise. 
would increase sales of those items as well. These ob- 
jectives have been achieved, Paul Friedlander, manager 
and son of founder Louis Friedlander, believes. 

One reason for this, he states, is the careful prelimi- 
nary planning which went into every detail of the new 
department’s fixtures and design. This planning includ- 
ed visits to study similar departments in leading jewelry, 
department and specialty stores in West Coast and east- 
ern cities. The result is no carbon copy, but a syn- 
thesis of many of the best ideas of this store poll, 
plus innovations of their own. 

The department was built next door to the firm’s 
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pen Door to Traffic and Sales 


established corner location, and is connected to it by 
two passageways. The entire interior of the department 
is literally on, display from the street. through the 
low-sill, backless display window which frames the front 
of the section. There is no street entrance. so shoppers 
must enter through the jewelry store. 

The department was set up to encourage prospective 
customers to come in and shop in a leisurely manner. 
For this purpose, most merchandise is displayed on open 
wall shelving and is departmentalized so that shoppers 
can quickly identify the location of merchandise in which 
they are specifically interested. This is facilitated by the 
fact that the room is divided into five separate “bays,” 
the dividing line for each bay being a stub partition 
with glass shelving which is open on both sides. This 
leads customers naturally from one bay to the next. It 
also serves the purpose of breaking up a monotonous 
line of shelving in the relatively long and narrow room. 
Tables with place settings in the center of each bay, 
suggest combinations of merchandise to be found in 
that section. 

(Please turn to page 196) 
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Friedlander’s new china and crystal department has been a success 


in the purpose for which it was designed—that of increasing 


store traflic and sales as a natural complement to jewelry lines. 


by EDWARD R. LUCAS 


Mrs. Stratton shows shopper silverware 
patterns which are kept in the indexed 
shelves below pullout shelf. Affixed 
to a board, place settings are readily 
available for inspection by customers. 





The new department was set up to encourage 

leisurely shopping. Most of the merchandise 

is displayed on open shelving and completely | 

departmentalized by extruding display cases. Po ees | | 


St Be 


Ai the front of the new department, the Crys- 
tal Room occupies a separate space. By way 
of contrast, backgrounds for the wall displays 
are painted black, making crystal stand out. 











































S. Jacobs Co., Minneapolis 
used a green satin covered 
centerpiece in a cathedral 
design in window last Easter. 
Artificial flowers and nai 


Be et a acaba acs cea cee a eee 


ural ferns accented the 
opening of the new season. 
Green satin plaques served 
as backgrounds for jewelry, 





Windows... 





Easter 


— is an important gift buying event 
which has been thoroughly capitalized upon by the florist ee eon 
and confectioner. These stores have promoted Easter ae (ie be iced an, 
giving to the point where it has become more or less ‘-- Lp) 3 
traditional for husband or boy friend to give a box of 
candy or a corsage on this day. 

Naturally the pocketbook is a big consideration on 
this gift occasion and the jeweler who is thought of in 
terms of diamonds, watches and jewelry, is passed over 
by the gift-seeking customer who, for the most part. 
doesn’t plan to spend “that much” on an Easter gift. 

This is a mistaken idea on the part of the public that 
can only be overcome by intelligent and planned pro- 
motion by the jeweler designed to put over the fact that 














he has many articles in his store suitable for this gift- All eight windows of Silton's, Los Angeles, Calif., 

giving occasion which tax the pocketbook no more than = a ca on a _ Se 
. 7 . wi Cc | ' 

does that cellophane-boxed corsage or satin-ribbon tied different line. A grotesque colored rabbit in each 


held a ribbon streamer on which was printed—"'Look 


f ’ 4 . ; . ou 
box of sweets. Gifts such as a piece of costume jewelry fashionable for Easter with a gift from Silton's. 


or a flask of perfume, naturals for the jeweler, have all 
the sentimental value of the former, plus the added fea- 
ture of keeping this value over a longer period of time. 

The nationally-advertised slogan of your Jewelry In- 
dustry Council, “Something From the Jeweler is Always 
Something Special,” certainly is one that cannot be dis- 
regarded on any gift-giving occasion. Too, it is one of | 
which the public is aware. Your job is to put over the fact ——_ *%, f 
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(Please turn to page 198) 











Costume jewelry was suggested by Kay's, San Diego, 
Calif., in a springtime window which had a cutout 
white lamb mounted on a pivot which caused it to 
rock back and forth. Jewelry was shown on stepped 
up fixture covered with white silk and black velvet. 
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ONSON PRODUCT SUPERIORITY 





NATIONAL MAGAZINES. 4 


wide variety of hard-hitting ads ... in- 

cluding full pages and full color... sell 
Ronson Lighters to millions of readers of our 
top national magazines: 


LIFE MADEMOISELLE 
SAT. EVE. POST ESQUIRE 
LOOK GOOD HOUSEKEEPING 
NEW YORKER HARPER’S BAZAAR 
VOGUE BRIDE’S MAGAZINE 
BETTER HOMES & GARDENS 





Every month is a 


Ronson month for you 





Every 





TOP-NOTCH TELEVISION. 


Powerful, selling Ronson television 

commercials, showing actual Ronsons 
in action, are now appearing on television | 
screens in many principal cities ...and more month 
are being added constantly. 














ye 


ONSON 


ONSON ADVERTISING 











BIG TIME RADIO. Ronson’s 


famed half-hour quiz show, ‘20 Ques- 

tions,” pre-sells Ronson Lighters and 
Ronson Redskin Lighter Necessities every Sat. 
night (Sun. Pacrfic Coast), full Mutual 
network. In addition, Ronson Lighter Necessi- 
ties are pre-sold through singing commercials 
On major stations, and now on a new network 
program, Ronson’s ‘Johnny Desmond Show,” 
every Sunday evening on Mutual, coast-to-coast. 


Every month is a 
Ronson month for you 






PRESS, IT’S Lit! 
RELEASE, IT’S OurT! 
Safely out the instant 

you lift your finger! 


Ronsons are unquestionably the World's 

Greatest Lighters in the mind of the 

public. People prefer Ronsons because 
they know they’re precision-made to the finest 
jewelry standards. Handsome, durable Ronsons 
are the nation’s top lighting choice! 








Ronson Redskin Lighter 
too, are preferred everywhere. 
the pleasingly scented fuel 
instantly... lasts longer; Ronson 
‘Flints’ are extra-length, sure-fire 
Other Ronson Lighter Necessities 
able in a variety of convenient packages. 








Ronson Art Metal Works, Inc. 
Newark 2, N. J. 
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WORLD'S GREATEST LIGHTER 





























Colored Diamonds 






Merit Their Own Appreciation 


From the emphasis placed upon whiteness in diamonds, the existence 


of rare beauty in these gems is for the most part largely overlooked, 


as is the appreciation and sales possibilities which is their due. 


Ta curator of a gem collection often finds 
that many jewelers will also fall in the trap he had laid 
for the layman with a small set of colored stones. Not 
infrequently a group will be taken through the hall, to be 
thoroughly bewildered by the color range shown by 
numerous familiar jewelry stones, and its members then 
tested for their observation by being queried as to the 
identity of a few obvious examples. After a few correct 
identifications they may be asked to distinguish the mem- 
bers of a group of variously tinted brilliant cut stones, 
many of them the same colors as larger ones that they 
have seen, and already correctly named. Only rarely does 
a visitor correctly identify any one, much less the entire 
group, as diamonds. For the jewelry trade has for years 
so emphasized whiteness in diamonds that both the 
jeweler and the public alike appear to have forgotten that 
diamonds, like so many other stones, may assume almost 
any hue. 

Probably the commonest color of South African dia- 
monds is not far from white. In the ordinary course of 
trade, as is well known, diamonds are classified according 
to their approach to whiteness, with a precision that re- 
quires long training. The upper grades are quite indis- 
tinguishable to the untrained eye, and are to the jeweler 
as well, when they have been mounted so that he can no 
longer place two stones on edge in a paper, side by side 
for comparison. One cannot help but come to the con- 
clusion that there is a lot of hocus pocus in the sale of 
white diamonds, and that popular insistence on the high- 
est purity of color, very rarely actually obtained because 
the number of such stones is far too small to fill the 
demand, has been an expensive delusion of the jewelry 
buying public. On the other hand, the price and sale- 
ability of “off-color” diamonds is far lower than it should 
be if the true reasons for diamond preeminence in jewelry 
were generally understood. 

White jewelry stones are not difficult, nor expensive, 
to obtain, if that were all that was desired in the purchase 
of a diamond. White sapphire, zircon, topaz, and quartz 
may all be equally free from color, but none can be com- 
pared with, nor indeed is any, with the possible exception 
of zircon, likely to be confused with a diamond. No, 
diamonds are not unique in their whiteness, it is their 
hardness and durability combined with their brilliance 


148 





by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


which gives them their place. Zircons can offer great 
brilliance too; when properly cut they will reflect just 
as much light and they will break it into as much of a 
rainbow, but in durability they fall far short of diamonds. 

The great demand for relatively limited and somewhat 
costly supplies of diamonds, together with their lack of 
individuality as small stones, is what has assured their 
place in the jewelry business. Fortunately, one, good 
quality, white, one carat or less, diamond is much like 
another of the same classification. Even among the larger 
ones we have to approach stones of considerable size or 
quality before a diamond becomes an individual. This 
is not true of the finer colored gemstones; emeralds, 
rubies, opals and sapphires. Most of these when they 
attain any size become distinguishable through some 
irregularity of shape, some special tint of color, or some 
characteristic flaws. People who accept the regimented 
standards of others, who buy only to outdo their neigh- 
bors will be satisfied with prescribed stones, as large as 
their respective purses permit. 

It seems to the writer that it is time to develop in the 
American people a true appreciation of the real qualities 
of a diamond. Few people really comprehend what is 
meant when it is said that a diamond is the hardest sub- 
stance known; I suspect they think we m >» the hardest 
jewelry stone, but do not grasp the fact th _ it is literally 
many times harder than anything else that Nature or 
Man has ever made. Nor do they realize the implications 
of this simple statement; that diamonds can be slowly 
ground down only by other diamonds, that no other sub- 
stance could begin to abrade them. They do not realize 
the tedious work and the high order of craftsmanship 
required to produce that little stone they wear on their 
finger. If they did, they could not so casually dismiss a 
light yellow stone as just an off-color diamond of little 
worth. It was as deeply buried in the earth and it took 
just as much work to polish as the finest white gem; it 
has just as much fire and will wear just as well. And it 
will be far easier to see and enjoy, because its purchaser 

(Please turn to page 199) 
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A Diamond “Selling Phrase’ for you to use 










" F 
Diamond 
is 
forever 


‘*A Diamond is forever” is working for jewelers 
everywhere through diamond advertising in 
leading magazines — Life, Look, The Saturday 
Evening Post, and Collier’s. You are invited to 
make it work directly for you by using it in 


your own store promotions—and advertising. 


* By reminding your customers that a diamond 
will be cherished for a lifetime or more, you 
can make them more conscious of the im- 
portance of purchasing diamonds of which they 
can always be proud. 


This selling phrase and the diamond adver- 
tising itself are among the many efforts that are 
stimulating interest in and desire for diamonds. 
They are important selling tools for you. 


Diamond promotion promotes your business 


@ 
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YOUR diamond promotion includes. . . 


ADVERTISING supporting the engagement ring tra- 
dition—in leading national magazines . . . stress- 
ing the fashion significance of diamonds—in out- 
standing fashion publications. 

PUBLICITY in newspapers, magazines, on the radio. 

MOVIES— “The Eternal Gem’’—to show in your town. 
For details on how you may acquire this film at no 
cost, write to Association Films, 347 Madison Ave., 
New York 17, N. Y. 

LECTURES throughout the country. 


e All are designed to help you sell more diamonds. 


De Beers Consolidated Mines, Ltd. 
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Brings Customers 


Mr. Schiffman (left) and Al Rice, 
program director for station WBIG, 
prepare to go on the air with "The 
Story of the Stones," a highly suc- 
cessful program sponsored by the 
Schiffman firm to build prestige 
and attract many new customers. 


(Below) Schiffman's uses newspaper 
advertisements to tie in with the 
store's current radio series on 
precious stones. This one was on 
the January birthstone, garnet. 
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STONES” 
“STORY OF THE ‘i. Jenver?) 7 


A RADIO PROGRAM originated in 1943 by 
Arnold Schiffman, president of the Schiffman Jewelry 
Co., of Greensboro, N.C., has proved to be highly suc- 
cessful in building prestige for his firm and bringing a 
continual flow of new customers into the store. 

Looking for a prestige-building device that would do 
a good job at a moderate cost, Mr. Schiffman got his 
inspiration from the local mountains of North Carolina 
which abound in many different types of gemstones. 
Perhaps, he reasoned, a radio program could be de- 
veloped which would capitalize on the inherent public 
interest in these stones. 

And so “The Story of the Stones” was born. It began 
six years ago as a 15-minute broadcast once a month 
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‘Story of Stones’ On the Air 
In the Door 


airwaves with highly suceessful results. 









Capitalizing on public interest in loeally-. 
occurring gemstones, Arnold Schiffman, 


Greensboro, N. C.. jeweler. took to the 


by GEORGE E. COLLINS 


over Radio Station WBIG, in Greensboro. It has been 
going strong ever since, and Mr. Schiffman, who makes 
the radio talks as well as prepares the script, doesn't 
know when the series will end. 

Woven into the broadcast is information of local 
interest, including data on which precious and semi- 
precious stones can be found in North Carolina, where 
they are most likely to be located, how rough gems can 
be recognized, their construction and composition and 
comparative values. 

The series has so effectively captured the imagination 
of the public that the firm has recently patterned its 
other radio time after the program and has tied in its 
newspaper advertising with the broadcasts. Only last 
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--- SHE WAS A SPECTATOR | | 


»-- SHE’S A PERFORMER 
What was true then...is not true now 


The woman of 1949 is not a ‘watcher’... she’s a “doer.” Alert, 
alive, she has trained her mind to learn the “why” of things and not 
just accept them for what they are. 


And she knows why the Circle of Light Diamond is the best buy. 
She can see for herself how the continuous, gleaming facet of light 
around the girdle gives it greater size appearance and lovelier beauty 


You don't have to sell her . . . just TELL HER! 


The EXTRAS in the Circle of Light Diamond add to the 
VALUE ... not to the COST. The efficiency in manufactur- 
ing this beautiful gem makes it possible for you to price it 
below that of diamonds of comparable or even inferior quality. 


rele of Light Diamonds 


THE GUILD OF AMERICAN DIAMOND CUTTERS an sfiliate of 


Melee Plamt BAUMGOLD BROS, INC. 


305 East 45th Street, N. Y. C. 62 WEST 47th STREET, NEW YORK cima eo . 









Los Angeles Office: 220 West Sth Street } Diamond Tool Research Co., 304 eee 





*Trade Mark U.S. Pat. App. for 
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A large collection of gems 
native to North Carolina 
Gre on permanent display 
at Schiffman's to supple- 
ment and sustain customer 
interest in the program. 


summer he discarded a 30-minute music program and 
adopted “The Story of the Stones” technique for a new 
series of weekly broadcasts on sterling, gold, platinum. 
china, and related subjects. 

Public interest has resulted in the establishment olf 
special displays of precious stones in the store to sup- 
plement information given in the series. In addition. 
the program has opened a wide field for further prestige 
building by bringing in 30 to 40 requests a year for talks 
on stones from civic clubs, study groups, schools, and 
colleges. 

Since the inauguration of the program, the store’s 
diamond and gem division has had a continuous growth. 
Mr. Schiffman points out that the program not only has 
had the immediate effect of “bringing customers in the 
door’ but also has served to create an opportunity of 
wider contaci with prospective customers outside the 
store. 

Mr. Schiffman points with pride to the program’s 54.6 
Hooper rating. and with even more pride to the several 
hundred people who come to the store each year with 
questions or comments about the series. He rates as 
prospective cutomers the scores of farmers and others 
who bring material into the store for evaluation as 
possible gem material. He considers it good public re- 
lations to furnish information to the many school chil- 
dren and others who write for or personally request 
additional facts on a subject of a broadcast. 

When a radio listener comes to the store with a 
question on gems and makes the comment, “I came to 
you because | knew you would know .. .”. Mr. Schiffman 
knows his program is building prestige that will pay off 
in future sales. When a customer says, “I kept the 
children up an extra half hour last night so they could 
hear your program . ”. he knows the educational 
value of the program is paying dividends in good will for 
the store. And when a listener comes in with the ques- 
tion, “Are you the man who gives radio talks on precious 
stones?” he knows he has made a personal contact in the 
store he might otherwise never have made. 

To supplement and sustain interest in the radio talks. 
Schiffman’s maintains displays in the store and in the 
street windows. Featured in window displays each month 
is the stone around which the current broadcast revolves. 
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The largest emerald ever found in North Carolina, 
weighing 70 carats in the rough, was acquired by 
Schiffman's for its publicity and display value. 


This display is varied to tie in with the specific informa- 
tion given in the talk. 

The biggest attention-getter among the displays is one 
composed of a large collection of precious and _ semi- 
precious stones native to North Carolina. This display 
is based on a collection of over 1000 stones gathered 
personally by Mr. Schiffman over a number of years. 
Prominent in the display are hiddenite and rhodolite 
garnet, native only to the state. Featured also is a 70 
carat emerald in the rough which Mr. Schiffman ac- 
quired in 1940 near Taylorsville, N. C. This emerald 
has been used to obtain state-wide publicity and is 
publicized as the largest emerald known to have been 
located in North Carolina. 

The demand for additional information on subjects 
discussed in “The Story of the Stones” led Mr. Schiffman 
to establish a “travelling collection” of some 50 repre- 
sentative precious and semi-precious stones. Labeled and 
enclosed in small glass frames, the gems in this collection 
are used to supplement talks given before community 
clubs and organizations. 

Material used in the talks comes from many sources. 
Publications of The American Gem Society and The 
Gemological Institute of America supply some of the 
information. Reference books on folklore and mythology 
provides other data. Primarily the material is based 
on Mr. Schiffman’s own experiences, research, and study 

(Please turn to page 197) 
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Free Wedding Photos 


Build Bridal Volume 


by HENRY S. GALUS 





Sidney Cahan, manager of Centre | 
Jewelry Co., shows this display | 
of wedding photographs to pro.” 
spective brides. This display is 
tied in with showing of diamond | 
wedding and engagement rings, 


Newspaper ad for Centre Jewelry | 
Co. calls attention to offer of @ 
free wedding photographs. Offer © 
has boosted volume considerably, 








Mb anacer Sidney Cahan looked to the senti- 
ment of marriage and came up with a gift promotion that 
has sold to date 30 per cent more engagement and wed- 
ding rings in his Centre Jewelry Co., of New Bedford. 
Mass. 

“Normally we were fortunate to sell one or two rings a 
week,” he says, “but in the three months of promotion 
we ve found over 50 new customers.” 

Realizing that at least 90 per cent of all brides and 
grooms pose at church and reception for wedding photo- 
graphs, Cahan decided to give free a series of 15 personal- Yon wes ¢ 
choice pictures worth $50 at retail, together with a white Fing alts. A 
leather album stamped in gold, bearing the couple’s 
names, church and date of matrimony. In addition, he 
offered an 11 x 14-inch “cherishment,” an oil-colored 
enameled and framed picture. 

Newspaper and radio advertising of the plan was 
launched. Atop his ring display, Cahan arranged sample 
photos and promotional data, and a sample album used 
by clerks during customer inspection of the offer. 

Using the “marriage intentions’ column of the local 


(Please turn to page 205) 
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We obtain “rough” direct from the 
source... expert cutting and polish- 
ing is done right on our premises. 


Your selection can be made from 





complete stocks... whether it be ten 
pointers ‘i quarters oc. Raves... <a 


even 20 carat stones. 





fied Bid Chadllenige Wiep Sedlicttiiy! 


Visit our building ... or write... we 
would like to show you how our 
rigid manufacturing controls result 


in prices that challenge the industry! 
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THE WINSTON COLLECTIONS ARE AVAILABLE 
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a0 couches, cols beds, etc.) 
Office furniture 
Floor coverings—soft surface 
Floor coverings—hard surface 


China, glassware, and crockery _.. 
Pictures, frames, lamps, afd shades 
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and other sleep equipment (including 


Draperies, curtains, and upholstery materials 


Left—Specimen of one of the two forms 
which will be used by census-takers to 
set down answers provided by jewelers. 
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O. Bicycle shop — aeeer or opucal goods stare 


Diamonds and precious stones 
Watches, clocks, silverware... 
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Novelty and costume jewelry , 







Right—Special section of the form is 
devoted to jewelry, luggage and sport- 
ing goods firms. All data provided is 
confidential with the Census Bureau. 


Pianos, musical (rumen, au, eenaagm, and 


Radios, television sets and parts 

Major household appliances 

Small appliances, kitchenware, and other housewares 
Luggage, sporting goods, bicycles, toys 

Hardware, toois, paint, glass, wallpaper. 

Shades, blinds, awnings, tents, flags, banners... 


Cameras, projectors, films, photo equipment and supplies 
Optica! goods, frames, lenses aha 
Luggage and leather goods 
Bicycles, parts and supplies... .. eee 
Sporting goods, games, toya...................... 
Radios, television sets and parts 

Household appliances......... 





Other sales... 
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Pianos, musical instruments, phonographs, music. ..... 
Other sales 
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k. the first time in nearly 10 years, the 
jewelry trade, as well as all other types of businesses, 
will participate in a national Census of Business to be 
begun soon this year by the Bureau of the Census. 
Late in March or early in April, about 4,500 enumera- 
tors will begin calling on approximately 3,000,000 estab- 
lishments in the retail, wholesale and service trades. 
They will be engaged in the first nationwide survey in 
this field since the 1939 Census of Business. The infor- 
mation to be collected will relate to business operations 
during the year 1948. Basic data on number of estab- 
lishments, sales, number of employees, payrolls. and 
information on principal merchandise lines, inventories, 
credit practices, and similar measures of the Nation’s 
distribution machinery will be compiled. 
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Individual firm answers will, of course, remain confidential. 


1949 Census of Business 
Will Seeure Valuable Data 


Jewelers and other merehants are asked to cooperate with Census 


Bureau by supplying data pertinent to their business operation. 






The 1948 Census of Business represents a long step 
forward from the first distribution census in 1930. 
The most important shift from past practice is to be 
found in the retail trade portion of the Census. Recog- 
nizing the need to hold government expenditures at a 
minimum, and the difficulty which small retail stores 
have in answering long involved statistical inquiries, 4 
“short-form” to be used by some 1,300,000 small retail 
stores has been designed. This “short-form”, identified 
as Bureau of the Census Form 20, is really short— 
on one sheet of paper 8x1014 inches in size. 

The information asked for on Form 20, to be filled 
out for most of the establishments reporting a sales 
volume of less than $100,000 in 1948, comes under six 


(Please turn to page 202) 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 
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We have a large stock of Precious 
Stones — mounted and unmounted from 


which to make your selection. Let us 





cooperate with you on your special calls. 
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Floating 
Jewel Show 


= YORK’s harbor vessels got another 
chance to toot their whistles and the fireboats to shoot 
streams up into the air early in January, when the 
34,000 ton Cunard-White Star Liner Caronia steamed 
up the Bay on her maiden voyage from England. This 
new luxury ship, its hull painted a striking pale green 
known as “Caronia green,” will be used for warm-water 
cruises during the winter months and will ply the trans- 
Atlantic run during the Summer. 

As part of the round of functions celebrating the ship’s 
arrival, a fashion show featuring clothes for warm-water 
cruises was staged in the liner’s theatre on the evening 
of January 13th. The Jewelry Industry Council was in- 
vited to participate and supplied the jewelry, especially 
appropriate for cruise wear, which graced the models as 
they paraded before an audience of several hundred. 

Following the fashion show, Albert E. Haase, Exec- 
utive Director of the Jewelry Industry Council, pre- 
sented Captain Donald W. Sorrell, master of the Caronia, 
with a gold St. Christopher medallion. In making the 
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For formal cruise wear, the Jewelry Industry 
Council suggested this necklace of alternating 
round and baguette diamonds, complemented 
with earrings of similar stones. Completing 
the ensemble was an elaborate spray pin shown 
of round diamonds. Jewelry by Bolean & Co. 


This formal ensemble included an elaborate pin 
clip which had a column of sapphire blue fire 
rising in swirling diamond curls of smoke. The 
necklace is platinum set with baguette and emer- 
ald cut diamonds, doubling in front with seven 
large matched emerald cut diamonds. Matching 
earrings are of oriental sapphires and diamonds. 


presentation, which took place in the captain’s cabin, 
Mr. Haase said that the gesture was “symbolic of the 
spirit of cooperation which exists between the jewelry 
crafts of Great Britain and the United States.” 

Among the jewelry provided by the Jewelry Industry 
Council for the fashion show was a ring, pin and ear- 
ring set in the Caronia and Cunard colors. A handsome 
jade ring (the shade of Caronia green) and rubies (the 
shade of Cunard’s identifying color) were extremely 
striking. Another beautiful set consisted of a large gold 
ring of rubies, sapphires and emeralds with a “Persian 
leaf” pin of the same precious stones. 

For tweeds and tailored dresses worn on _ boarding 
ship, gold jewelry, such as pins and earrings, many of 
them set with precious stones, were shown. Others 
were of plain gold with interesting and unusual designs. 

For sportswear, worn aboard ship, a bright necklace 
and bracelet set made up of tiny stark white beads, ac- 
cented with brilliant red ones were displayed in the show. 

(Please turn to page 205) 
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Original antiques 
and reproductions — available on 
consignment for your special require- 
ments. Special exhibitions arranged. 
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Division of RAYMOND ABRAH S 
551 FIFTH AVENUE— NEW YORK 1/7, N. Y. 
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Helping Salespeople Click 


First of a series of articles to help you help your selling 


staff do a better job for your store as well as themselves. 


No. lL. The New Look in Selling 


N the jewelry business there is a “New Look,” too. 
It is to look at the sales future more searchingly . . . 
then prepare for it more adequately . . . than ever before. 
The way most jewelry retailers looked at selling in the 
past they missed an important part. They couldn’t see the 
forest for the trees. They looked at their merchandise, or 
their prices, or their sales methods, but few looked at all 
three: and scarcely anyone looked long enough or hard 
enough at the biggest factor of all—people. 





The manufacturer and distributor may load up 
the retailer but the sales cycie is not com- 


leted until coods are scold 45 th-> consumer. 
p 2 


People determine sales. Of course, merchandise and 
price and quality are in there, but it all ends up with 
people. Jewelry salespeople on one side of the counter. 
prospects and customers on the other side—people deal- 
ing with people. 

Everybody knows that America has plenty of produc- 
tive ability. That’s good; that’s what we want—as long as 
sales keep up. But if sales slide off, then we’re all in 
trouble, should goods start to pile up anywhere along the 
line—at factories, distributors or retailers. 

A nation-wide campaign is in progress to promote the 
jewelry industry as a whole, built around the theme: 
‘Something from the jeweler’s is something special.” 


SALES MUST KEEP STEP WITH PRODUCTION 


There is no secret to production in the jewelry busi- 
ness; it is merely an engineering problem. Say you want 
a factory to turn out 100,000 pieces of costume jewelry a 
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by BRIANT SANDO 


year, or a plant with a certain volume of watches, foun. 
tain pens or plated ware. Engineers with slide rutes can 
determine exactly how many and what type of m2chines 
are needed, how much space, manpower, etc. 


When production starts rolling, then what are you 
going to do? No slide rule can work out the sal ‘s prob- 
lem; this is a matter of initiative, ideas and premption. 
It takes people, both buying and selling. 

Production totals need to stay high, accordin~ to all 
authorities, in order to maintain our present hi- i-tevel 
economy. Selling today is not only a matter of jobs and 
profits for certain people. It means more; perhaps the 
whole future of the American enterprise system . . . for it 
is only by moving merchandise that we can maintain our 
national standards. Salespeople must click to keep Amer- 
ica sound and secure. 


A STRANGE SITUATION 


In studying sales situations, one of the first factors 
we find is so strange it is hard to believe: carelessness at 
(Please turn to page 231) 





The last link in your chain of selling is 
the weakest link—the retail salespeople. 
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this is a GREATER Imperial year! 
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for the first Time since 1941 
we offer... 

genuine cultured pearl 
necklaces of traditional 
Imperial quality 









hand-knotted pA 
with white gold e 
safety clasp e 
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Beautifully packaged. 


Even at this low price, 
Imperial Cultured Pearls 

are Registered and 

Insured for dealer and customer 


te ee es 





protection. in e 


As we anticipate a tremendous 3 a“ 


response to this initial offer, 


we must reserve the right to pro- 
rate all orders received. 





Call, wire 
or write 
nearest office: 
* 
607 Fifth Avenue, New York 17, N. Y. 5 North Wabash Avenue, Chicago, Illinois 607 South Hill Street, Los Angeles, Calif. 
Plaza 5-6387 Dearborn 2-2844 Tucker 6159 
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Diamonds, the a ¥ chief 
drawing card, receive major 
emphasis on Benz’ billboards. 


by ALBERT S. KESHEN 


Billboards Work Overtime 
Im ‘Selling’ Store Name 





With i2 years’ experience to baek 
him up. Henry Benz, Newark, N. J., 
eredits his billboard advertising 
with developing a wider eirele of 


trade than his other advertising. 
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a 


Ven, 9 $y tone | _ 











Choice locations such as this 
one on a busy corner have prov- 
en to have a high remembrance 
value as evidenced by remarks 
of customers who have come in. 













advertising is a highly effective 
means of promotion for a retail jeweler and the returns 
in increased business more than warrant the expenditures, 
according to Henry Benz of 10 Green St., Newark, N. J. 
Benz has been using this type of display for the past 12 
years and plans to continue doing so because it has 
stimulated a class of store traffic which he feels would 
not have come in otherwise. 

According to the Benz system of operation, 60 bill- 
board signs are placed at strategic vantage points in the 
store’s trading radius of 15 to 20 miles. The location is 
determined by the advertising company after a confer- 
ence with the jeweler. Sites selected are highway inter- 
sections, well-traveled thoroughfares, or the tops of down- 
town buildings. | 

The boards are about 12 feet deep and are placed so 
the extreme height of the entire structure does not exceed 
20 feet, a limitation imposed by municipal ordinance. 
The copy itself, is brief and to the point. On bill- 
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boards, short copy is selling copy. The ten winners of 
the 1948 nationwide contest for the most outstanding 
billboard advertising averaged three and a half words. 
This policy of terseness is applied to the Benz billboards 
which usually play up diamonds and stress the firm’s 
slogan, “at a tiny profit.” 

Some of the signs carry the additional message, “Ask 
Benz for electrical appliances,” but as a general rule the 
firm prefers to emphasize its chief drawing card, dia- 
monds, and have the public associate this and “diamond 
expert” with the name of the store. 

“It’s up to the average retailer to sell himself first,’ 
said Benz, “to build up an atmosphere of public conf: 
dence in his name. In my case I like to personalize my 
advertising by using my photograph in a characteristic 
pose such as that of peering through a loupe and holding 
a precious stone between my fingers. A visual impression 
sustained by dramatic and impact advertising such as is 

(Please turn to page 207) 
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The greatest achievement in the art of ring making in a cen- 
tury ... the new CARDINAL LOCK. No shifting or twisting 
of your Cardinal Diamond Rings due to the tiny, patented 


lock-pin in the wedding band that swivels out, fits into your 





solitaire . . . keeps your rings lined up and looking their 


loveliest. Perfect Cardinal diamonds, perfectly aligned! 








BONDED DIAMOND RINGS 


CARDINAL DIAMOND SYNDICATE e+ ST. LOUIS, MINNEAPOLIS 
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Anyone visiting she 
rear office of Mr. 
Polzer's store is 
fairly certain to be- 
come aware of the 
jeweler's numismatic 
hobby. Note framed 


collection on walls. 


Ride That Hobby! 


Hubert L. Polzer. Milwaukee, Wis.. jeweler who collects 


eoins as a hobby, has found that people who are interested 


in the same subject are. actually. potential customers. 


by S. STRUTHER 


means has a hobby and every mer- 
chant’s hobby can contribute to his profits. You have 
seen this proved by the department store owner whose 
interest in children inspired his famous Thanksgiving 
Day parade heralding the arrival of Santa Claus. You 
have known of many merchants whose sponsoring of 
athletic teams has led to increased patronage. Other 
jewelers have made a hobby of politic~ and thus increased 
their acquaintanceship and volume. 

But the conversion of a hobby to the benefit of the 
hobbyist’s business need not depend upon the employ- 
ment of the spectacular. Nor need the hobby necessarily 
be one requiring a major investment. The rear office in 
Hubert L. Polzer Jewelry Store at 1132 W. Walnut St.. 
Milwaukee, Wis., contains proof of this. 

Mounted in special frames on the walls of Mr. Polzer’s 
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office are such odd monies as Opobo money from Nigeria; 
Chinese razor money (yes, a coin shaped just like a 
razor!) ; Cowery shell money from the Admiralty Islands; 
Alaskan bead money; so-called “hat money,” metal shaped 
like a hat; and Chinese tingle-tangle money that gives a 
gentle bell-like tone when struck. 

Mr. Polzer is a wel! known coin collector, an acknowl- 
edged expert in matters of numismatics. As such, he is 
often called upon to give advice to local residents on the 
value of old coins they have. In fact, the Milwaukee 
Sentinel, in its daily feature, “Problem Clinic,” frequently 
runs the answers he provides (along with his store’s name 
and address) in replying to readers’ queries. 

“Those plugs are a wonderful help in boosting sales in 
our jewelry store,” Hugh Polzer says. “True, this coin 
collecting is a hobby in which I am immensely interested, 
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PALLADIUM 


A PRECIOUS METAL FOR FINE JEWELRY Fagerly they seek each other’s arms. 


for today they have sealed a sacred promise 
ore 
en 


with a ring of precious palladium. 


memo TO RETAILERS 


Naturally white... palladium is a rare 
i and precious metal tha ic 
ere’s one of the advertisements Pp t holds diamonds 
a our current series. Appearing 
° 


+. two colors in leading fashion 
in 


and flattering embrace. 
re 
magazines, it helps YOu tome M 
° iewelry- —_ : , ; 
gare easel-mounted : =~ See palladium creations at your jeweler’s 
igina ° : ae 
Orig! ¢ our advertise- _» 
ter 
ble for counter, 


or colored gems in a firm 


reproductions © 
vaila 
ments are G “ 
se or window display. Wri 
ca 


for these free sales aids today. 


or write us for a source of supply. A 
booklet telling the interesting story 


of palladium is available on request. 


Diamonds, Sapphires and Emeralds set in palladium 


PLATINUM METALS DIVISION « THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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but my bread and butter cuines from our store which has front window to show much of our newest goods t 


been at the present location since its opening in 1919. passersby. 

“But because we have such a harmonious and capable “And guess what we often display in that window lo 
staff here, I can feel free to devote much time to this col- get extra attention from shoppers? Right! Part of my 
lection. My brother, Fred Polzer, is our general manager; coin collection! I lay out several coin boards or framed 
Leroy Foerster, my son-in-law; and John Pankratz, both specialties in the front of the window’s base; and then 
Army veterans, and I, are the four that handle sales here make out large, easy-to-read identification cards which | 
every day from 9 a.m. till 6 p.m. daily and until 9 p.m. stand before each exhibit. People stand for hours examin. 
on Fridays.” ing those coins and reading the legends and data abou 

Evidence that Polzer’s main hobby is his jewelry busi- them. 
ness can be found in the display cases he designed and “Then often they come in to ask further questions 
which are described in the accompanying photo caption. mostly about why a certain coin bears the name with 
Another example of the application of a hobbyist’s mind which we have labeled it. For instance there is one 
is the unusually practical innovation Polzer has designed famous $10 bill known as the ‘Jackass Bill.’ Well, most 
and built into his showcases. He had noticed that when- passersby are intrigued with that name, and so they come 
ever he opened the cases formerly this meant that he had in to ask how come? 
to open the backdrop first, then lean into the case and “Then I can tell them that the eagle drawing on the 
pull out the flat base with the merchandise on it. bill when turned upside down reveals a clear drawing of 

“So I mulled it over in my mind for a while, thinking (Please turn to page 233) 


To make merchandise in display cases 
both accessible and readily seen by 
customer, Mr. Polzer simply fastened 
a hinge angle to the display bases. 
When rear of show case is opened, the 
base slides back toward salesclerk. 













that there must be some way to build the base right into 
the backdrop so that it would only take one motion to 
bring the merchandise up to my hand when I wanted to 
show it te the customer.” 

Still more evidence is the thought he has given the 
lighting of his store and windows. “Here we have settled 
upon halifane lighting in preference to fluorescent.” Mr. 
Polzer continued, “We found from experience that fluo 
lights give a dead white light which is not suited to a 
jewelry store, as half the beauty and sparkle of the dis- 
played jewelry is lost. As every jeweler knows, half the 
sales appeal of our merchandise lies in its life and 
sparkle. Well, I don’t believe fluo light does it justice. 
We use some of it in our window, but even there only in 
conjunction with recessed incandescent and bluish-white 
spotlights. As a combination it’s good, for it helps light 
up the dark corners of the display window. 

“Our window is very important to us as it carries the 
biggest part of our advertising. We do some direct mail Mr. Polzer's hobby pays off outside 
promotion right around the gift-giving holidays, espe- of the store, too. Here he shows 


: —- , his famed "jackass" bill t b 
cially Christmas, but otherwise we depend on our long dt tienes Gheaiaine ‘Geubete. 
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At Last 
Somethings NEW! 


DIAMOND RINGS 








TWO RINGS THAT LOOK LIKE ONE 
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$35()00 
hEYSTONE 


Including Federal Tax 





DIAMOND RING WEDDING RING ENSEMBLE SET 


So different, these Bluebird bridal 
sets will create new interest. 
Six exquisite models. 






gy $I9750 
“KEYSTONE 


Including Federal Tax 





DIAMOND RING WEDDING RING ENSEMBLE SET 


(Lilacbird. DIAMOND SYNDICATE ° 55 E. Washington St. ° Chicago 2 


Michigan Building, Detroit 2 829 15th St. Denver 2 
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DIAMOND MERCHANTS 
Wholesale Jewelers 
728 SANSOM STREET 
PHILADELPHIA, PA. 
Phone: Walnut 2 1248-9 


WRITE — WIRE — PHONE 
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Timely Promotions 


Of Small Radios 


Build New Accounts 


by R. W. DONALDSON 


Good window displays are an important part of 

F Shaw's radio promotion. A good number of cus. 
— : +. a : . tomers are derived from passérsby who view the 

OR 15 years, Shaw's, at 410 Superior Ave., store's showing in window on busy Superior St. 


Cleveland, Ohio, has carried lines of small appliances and 

radios, but in recent months promotion of radios in par- “In the past year,” stated manager Edward M. Bobrick, 

ticular has resulted in good account building. “we've opened at least 15 per cent of our new accounts 
This promotion has been carried out with very attrac- through the avenue of radio sales and promotions, 

tive window displays, newspaper advertising, and a rec- Understand, we carry only the small sets, such as porta- 

ognition of topical tie-ins, or timeliness. An overall bles, pocket-carried and table models. After all, we're 

favorable factor, too, has been the handling of nothing still in the jewelry business, first and foremost, and most 

but nationally-advertised radios, gaining the advantage of our large store is filled with jewelry of all kinds. 

of having manufacturers’ advertising to abet store efforts. “We recognize that the postwar need or urge for appli- 





Courteous service is a requi- 
site in building steady list 
of customers. Here salesman 
instructs feminine patron on 
care of her new pocket radio. 
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REVOLUTIONARY IMPROVEMENT 2 POPULAR-PRICED PEARLS 


For the first time in the popular-priced field, 
simulated pearls are hand-set in prongs* for lasting f peg pg 00 
beauty that is GUARANTEED! a , 
The Perma-Pearl line has unlimited designs e BRACELETS . . . 
: ‘ ey Se ET Pe from $2.50 to $10.00 
which can be exclusively yours! Perma-Pearl Neck- 
lets. Brooches and e EARRINGS ... 


laces, Bracelets, Brooches and Earrings—finished 
in gold and rhodium—will never tarnish! They're from $1.50 to $5.00 
unbreakable and dazzlingly precious in appear- UNCONDITIONALLY 
ance. Attractively packaged for sales appeal. GUARANTEED 
@ Don't miss this perfect pearl of opportunity. 


Write for complete merchandising plan today ... 
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ances -and radios has had something to do with the suc- 
cess of merchandising such products, but we still think 
the jeweler who handles such merchandise, particularly 
the smaller items, can do himself a lot of good for years 
to come.” 

By confining such merchandise to smaller categories, 
Shaw’s finds that a minimum of space is required for 
displays and stocks. Thus, the majority attention and 
space can still be devoted to jewelry merchandising, the 
store's real reason for existence. 

The big punch in radio merchandising has been the 
gaining of accounts by emphasizing, “Open an Account!” 
or, say, “Charge it—and take it with you!” 

Here again, by handling the smaller appliances, Shaw's 
easily persuades customers to “take it with them.” Light, 
under-your-arm items create more possessiveness on the 
customers’ part, it is reasoned, and results bear this out. 

Shaw’s location gives the store several wide windows 
on busy Superior St., and another one flanking the en- 
trance to Cleveland’s famous Old Arcade, which is jam- 
med with stores of a great variety. With heavy trafhic 
flowing past its location, Shaw’s naturally uses its win- 
dows to great advantage. 


REGULARLY DEVOTES SPACE TO RADIOS 


To keep its desirable radios before passersby, two 
windows are always occupied with radio displays, one of 
the Superior group, and the one flanking the Arcade 
entrance. These radio displays, similar to the jewelry 
displays, are prepared thoughtfully and not put together 
haphazardly to “fill the window.” 

Radios are not merely massed, but rather given an 
open-display setup so that individual models may be in- 
spected fully and prices easily noted on each. Vari- 
colored backgrounds are rotated in use, depending upon 
the colors of radios on display. Complimentary colors. 
naturally, enhance the usual sleek lines of modern sets. 









Newspaper advertising is regularly run, playing up 
price and topical events. 


TIMELY TIE-INS GET RESULTS 


‘This timeliness or topical tie-in as we see it in radio 
merchandising amounts to the following,” explained 
Bobrick. “During the warm months past, and especially 
since the local baseball club, the Indians, was in a hot 
race for the league pennant, we pushed portable models 
for all they were worth. ‘A wonderful traveling com. 
panion wherever you go, was one catch phrase. 

“You'd be surprised how many baseball fans bought 
portables and took them to the stadium—to watch and 
listen to the game at the same time!” 

During the fall months, with vacations over and people 
going back to work regularly, and with children starting 
back to school, Shaw’s launched into the merchandising 
of clock-model radios, those which automatically turn 
on at a set time. Owners with a bus to catch to work, 
or with children to get up for school, find the clock radio 
a pleasant alarm. 

Of course the Christmas season brings around the 
time-worn but always good “perfect gift’ promotion, ac- 
cording to Shaw’s, that is just as goodefor radio sales as 
for other kinds of merchandise. Naturally, radios are 
not emphasized to the place where jewelry gift ideas are 
pushed into the background—diamonds, watches, cos- 
tume jewelry and sundry other items occupy the driver’s 
seat. 

One of the most successful radio promotions was that 
offering the public a “Sensational combination offer!” 
consisting of a self-powered portable and an AC-DC table 
radio. It was timed to run in early September, just when 
families are breaking up again after vacation. College 
students are returning to campuses, for instance, and a 
table radio or portable makes a good going-away present. 

(Please turn to page 230) 


Edward Bobrick, manager of 
Shaw's believes that small 
radios and other appliances 
have a definite place in a 
jewelry store's merchandis- 
ing. Economy of space and 
maintenance are important. 
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APRIL—MONTH of DIAMONDS 








The prestige of your store is built largely on DIAMONDS - - - April 


is the month of diamonds. Your stock should be complete with all sizes 


required for your market. 


For more than 80 years, Benj. Allen & Co. have been the dependable 
source of supply for diamonds to jewelers throughout the country. With 
the experience of these years, ample resources and facilities, our ability to 


serve you has steadily increased. 


Our present assortment of diamonds, mounted and unmounted, is 
complete in sizes and prices to meet your every requirement. You can 
order what you need with full assurance of quality merchandise, moder- 


ately priced and prompt service. 


You may have this same assurance in ordering any line of jewelry 
store merchandise. Complete assortments of Watches, Watch Bracelets, 
Jewelry, Sterling and Plated Ware, Clocks, Home Appliances, Emblems, 
Leather Goods, Tools and Materials, Optical Goods. 


Keep your copy of our large 1949 catalog handy at all times— 
let Benj. Allen & Co. be your source of supply. 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 
10 So. Wabash Avenue—PHONE CENTRAL 6-2447—CHICAGO 3, ILLINOIS 
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Bd icat THE THEORY that when you appeal 
to a person’s imagination their curiosity will keep them 
interested, Daniels Jewelry Company, 36 North Central, 
Phoenix, Arizona, used an advertising campaign on the 
radio and in the daily newspapers recently which brought 
over 10,000 persons to the formal opening of their new 
store. 

One week before the opening date radio listeners were 
puzzled when a strange young voice on the radio began 
asking at program intervals, “Who is Danny Daniels?” 
“What is his secret mission in Phoenix?”. The news- 
papers carried an ad which had a sketch of a little man 
in black costume and mask, and which asked varied ques- 
tions as to what his mission could be. No mention was 
made however of Daniels Jewelry store until the day 
before the store was opened. Then a full-page news- 
paper ad carried a picture of the new store and a pro- 
gram of the evening’s entertainment, which promised 
to reveal the secret mission of Danny Daniels. 

A platform was erected on the street in front of the 
store where there was a radio broadcast of songs and 
music. The surprise feature was the public wedding of 
a young couple, with Danny Daniels in black costume 
and top hat acting as the ring bearer. The rings for 


the bride and groom were a gift from Daniels, as was 
(Please turn to page 185) 


“Teaser Ads Lure Crowd 


To New Stores Opening 




















One of the many ‘teaser’ ads 
used by Daniels to promote 
the opening of the new store. 
Radio spots hammered away in 
a similarly mysterious manner. 






















Interior of Daniels jewelry department. 
Walls are grey mahogany with red ceil- 
ing and indirect illumination. Wide 
aisles encourage customers to browse. 














by KAY TRAVAINI 






On opening night over 10,000 peo- 
ple crowded the street in front of 
Daniels, anxious to find out about the 
"secret mission.” Local couple was 
married in front of store (with ''Dan- 
ny’ Daniels bearing the ring) and 
a drawing was held for door prizes. 
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WATCHES 


CASED AND TIMED iN THE U.S.A. 


$34°° to *3975* 
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¥ 


nationally Cd 
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Waterproof, dust and dirt-proof bring customers into your store to see these 

, anes Cer ener superior value watches. To be prepared for this 
profitable demand, write us today. 
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BOX | ° CHICAGO 90, ILLINOIS 
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Small But Efficient! 


Compactness is a feature which 





the architect capitalized upon 


er 


when he planned the design for 





Toni’s, in Everett. Washington 


(Below) View toward the rear of Toni's store. The 
color scheme of walls and ceiling are warm beige 
and delft green. Legs on show cases are I!/5 inch 
lucite rods. Wall displays were built in, as was 
kidney-shaped wall case. Gift bar at rear of tha 
store features ceramics and other merchandise, 
Back wall is semi-circular with circular showcase ~ 
suspended in front. Suspended glass circular 
ceiling in rear admits daylight as_ illumination. 





%%o @ By 
ee 









(Above) Front of Toni's store is 
recessed six feet from front of 
building and is simply a sheet of 
plate glass from floor to ceiling. 
Open grille ‘ceiling’ extends , : 

through the front. Outside show ¢ a _ ..... 
case is made of lucite and. has a*.-« yo eel er : : 
the effect of being suspended by 
a vertical neon filled glass tube. 
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by EDWARD R. LUCAS 
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DA iian architectural treatment in both through the solid plate glass front, draws the prospective 
store design and fixtures stamps Toni’s of Everett, Wash., customers inside. 
as one of the outstanding small jewelry stores in its area. Jewelers who are planning to remodel or to build a 
Howard Tollefson of Everett, the architect, made the new store, may gather some new ideas to work into their 
most of the small display area (about 300 square feet) own store design, from the pictures reproduced here. In 
when he designed it over four years ago. The striking the experience of owner Walter A. Kalman, the ideas 


store front stops traffic; and the interior, clearly visible have fully proved their practicality. 
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our customer stands in front of your 
merchandise. Will her eye be magne- 
tized by an unusual and vivid display? 
Will her mind be won by the atmosphere 
of dependable quality? The answer is YES? 
if your display is by Crafts, because Crafts 
displays have that extra something that 
means extra sales. Let us show you how a 
Crafts display is custom built to fit your 
merchandise, your trademark, your ad- 
vertising theme ..... and your budget. 
Call us! 








CRAFTS, INC. 
Designers and Manufacturers of Merchandising Displays 
70 TINGLEY ST., PROVIDENCE, R. |. ft 
Telephone DExter 4752 





THE ABOVE DISPLAY ASSORTMENTS MAY BE OBTAINED THROUGH YOUR WHOLESALER 
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Employee Content 


Levels Road to Sales 


A happy and contented sales personnel is a requisite for the 


smooth functioning of a retail jewelry operation and is an 


important asset reckoned in terms of success of that business. 


ad CAUSES of employee discontent will be- 
come of more and more importance as each week goes by 
and good management, whether the business be large or 
small, will call for more and more attention to the prob- 
lems of keeping employees happy and contented and 
eliminating the causes of natural, and oftentimes, justi- 
fiable discontent. 

Many firms have made good progress toward handling 
this situation. Their experiences have given us a guide to 
go by. From these firms, and their experiences, we have 
condensed the more prevalent causes of employee discon- 
tent and how the cure is being handled. They are as 
applicable to the firm hiring two people as the organiza- 
tion whose payroll numbers in the hundreds. 


CREDIT WHERE CREDIT IS DUE 


Failure to give credit for best efforts, suggestions and 
doing one’s best, is the greatest cause of employee dis- 
content. Every one in America has something creative 
within himself or herself; all of us like to originate things, 
to work out new ways of doing the things connected with 
our daily lives. There are many of us who are always 
willing to work just a little harder than the average. 

When no credit is received for such effort or for such 
suggestions we become a little discouraged. That credit 
may be in the form of financial award, extra time-off with 
pay, citation on the firm’s bulletin board or in a publica- 
tion, or even once a year at a testimonial dinner. 

The important thing is that the recognition be there: 
not so much as to how the credit is given or what form of 
credit is granted, but in that the recognition for what we 
do is noted and an expression of appreciation given by 
the man who plays the “boss’ role in the business. 


CONSIDER GRIEVANCES 


Failure to investigate and correct grievances is another 
most prevalent cause of discontent. Unhappy employees 
never do their best work; never present a good story to 
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the public and to your customers. Every employee should 
know that “the boss” is always willing to listen to any 
grievance that employee may have and what is more that 
the boss will do something about that grievance. Con- 
sideration of the employees’ role in the operation of one’s 
business helps stave off many a complaint. 


OFFER ENCOURAGEMENT 


Encouragement is needed in every business operation 
for every employee; failure to provide such encourage- 
mnt is a prime cause of discontent in any organization. 
When an employee does a good job he or she expects and 
is entitled to a pat on the back and encouragement to keep 
right on doing that job. 

All of us like to be encouraged; we expect it from our 
business associates and friends, our trade associations, 
and those within our own circle. Our employees are no 
different. 


CAREFUL WITH CRITICISM 


Misuse of criticism is another oft mentioned cause of 
discontent. Correction and criticism go hand-in-hand 
and cannot be easily separated; both are needed in the 
operation of any business enterprise. 

The secret is in the proper use of criticism; in avoiding 
the old method of “calling on the carpet” or in releasing 
demonstrations of lack of temper control. Any criticism 
should be prefaced by a compliment or an explanation of 
what is coming. Criticism and correction amount to much 
the same thing; they differ only in the method through 
which they are dispensed. 


PROMOTION PROBLEMS 


Bad promotion policies have caused as much disconteni 
among employees as anything else and they have existed 
in small business firms as well as large organizations. Un- 
fair promotion methods can knock down any employee's 

(Please turn to page 234) 
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Gilt Pencils by CROSS 


Yes, in gift pencils, the choice of millions of discriminating 
Americans is CROSS . . . sold only in leading stores throughout 
the country! 


The CROSS CENTURY... known coast-to-coast for its slimmer, 
trimmer lines, for its perfect balance, for its really handsome 
finish... nationally advertised, of course, in Collier's, Esquire, 
Fortune, and Christian Science Monitor. 


In 1/10 12kt. Gold Filled—Retails For $5.00 (plus tax) 


Gift Pencils by CROSS for Women .. . dainty gift pencils that 
just naturally belong in milady’s handbag. Supported this spring 
by consistent advertising in Mademoiselle, Vogue and Glamour. 


Merchandising? Plenty of good powerful sales helps . . . a new 
Cross Pencil display, other new counter, window and box dis- 
plays, plus the famous Cress Pencil display case, Cross news- 


paper mats and other sales helps. . . merchandising that sells! 


A. T. CROSS PENCIL CO. 


53 WARREN STREET—PROVIDENCE 7, R. I. 
AMERICA’S OLDEST PENCIL MANUFACTURER 





NATIONALLY ADVERTISED I! 
Collier’s 


Eaquure 
Fortune 


CurisTIAN Science Moniror 


MADEMOISELLE 


VOGUE 
GLAMOUR 





Send for new 4-coler Cross Gift Penci 
Folder Illustrating all Gift Peneils B: 
CROSS and giving full details. 


































































Versatile 


Jewelry 


One design of "convertible" jewelry shown 
in the newsreel sequence was this diamond 
fan-rosette clip and narrow diamond neck- 
| lace, which can be worn separately as be- 
| low or combined as is being done at right. 


We A MAN tells you he has just bought 
his wife a new convertible, he may not mean an automo- 
bile but a sumptuous piece of diamond jewelry. 

A recently released Warner Pathé newsreel featured a 
comparative lengthy sequence showing diamond jewelry 
designed by Marianne Ostier with motifs that screw into 
place for a variety of uses. One handsome necklace be- 
comes a whole jewelry wardrobe, the last word in con- 
vertible elegance. 

Another new design shown in the reel is a diamond 
ring in the shape of a rose whose center can be changed 
by insertion of a ruby, emerald or pearl. The ring itself 
can be unscrewed so that the diamond rose becomes an 
attachment for a bracelet. 

The $90,000 diamond necklace appears first as a spec- 
tacular single piece for formal attire. With the aid of 
platinum chains, it can be divided to become a long or a 
short necklace. And Mrs. Ostier has designed the neck- 
lace so that it can also be separated into two bracelets. | 

Still a third type of “convertible” jewelry is a fan- 
rosette clip which slips so smoothly over a narrow dia- 
mond necklace that the two units appear as one. Mrs. 
Ostier declares that convertible jewelry should always’ Ff 
look “married”—not like different pieces stuck together. [| 
She showed a seven-carat diamond solitaire, however, §& 
which she admitted was for one purpose only—getting f 
a girl engaged. 

Mrs. Ostier, originator of the pin-cushion design in 
modern jewelry, was the first to persuade Hollywood to 
use real gems in the pieces designed specially for pictures 
which call for the actresses to wear jewelry. 


























This $90,000 diamond necklace is worn either . 
as a spectacular single piece for formal at- 
tire, combined with platinum chains to become 
either a short or long necklace, or, divided 
to be worn as two handsome diamond bracelets. 
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TT PAYS. 10 FEATURE 
ROLLALITE! 








the Dunhill 
= >\3 ~_—=sCighter that's 


Pes 


Peace 





Everything about the Rollalite explains why so many jewelers regard it as the 

logical lighter to feature. It’s designed and built like jewelry—it has the look and feel 
and finish of jewelry. It’s a higher grade lighter — Rollalites begin at $10. 
Its distribution is confined to better stores. And it has the prestige of the 
Dunhill name, world-famous for quality and good taste. Definitely — the 
Dunhill Rollalite is the lighter for jewelers to feature! Order from your 
wholesaler today or write to Alfred Dunhill, 660 Fifth Ave., New York 19. 


8 ROLLALITE POCKET LIGHTERS: Heavy-ribbed, 
fine-lined and diagonal models for men and women. 
Retail prices: Rhodium plate $10, Gold plate $15*. 
In an outer jacket of 14 kt. gold, $125* and up. 


ROLLALITE TABLE LIGHTERS: Heavy-ribbed, 
fine line and diagonal models. 


Retail prices: Rhodium plate $12.50, Gold plate $15*. 
* Plus Fed. Tax 


ROLLALITE CIGARETTE LIGHTER 
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The Economie Outlook 











An address by Benjamin H. Gordon, of the New York Regional Office 


of the Department of Commeree, at the annual meeting of the Diamond 


Manufacturers and Importers Association of America on January 26. 


Editor's Note:, So accurate had been his previous fore- 
casts, the Diamond Manufacturers and Importers Asso- 
ciation of America invited Benjamin H. Gordon to 
address their annual meeting for the third successive 
year. The highlights of his talk, given at the Hotel 
Roosevelt in New York on January 26, 1949, are 
presented here. 





I WISH we were able to consider present 
economic conditions with as much assurance as was dis- 
played recently by our National Bureau of Standards 
when it announced that it had succeeded in constructing 
an atomic “clock,” so perfectly designed, that it can tell 
time within one twenty millionth of a second. The eco- 
nomic outlook however, cannot be charted with any such 
accuracy. Indeed, I can recall no time during the post- 
war period when the economic future beyond a very 
short period of say 60 or 90 days, was so obscure. Not 
only are vital readjustments being made to meet our own 
domestic needs, but our national economy is being buf- 
feted by disturbed international conditions of great 
magnitude. . 

It might be well to review briefly a few of the major 

factors that have a bearing on our economic future. 

During the last quarter of 1948 overall industrial pro- 

duction continued at near-record levels and actually ex- 
ceeded the heavy output of the corresponding quarter 
of 1947. Output of iron and steel, non-ferrous metals, 
as well as stone, clay and glass products and various 
types of capital equipment was greater than in 1947. 
Production continued at a high rate except in non-durable 
goods. On the other hand, we suffered declines in tex- 
tile and apparel output, reduction in order-backlogs in 
such lines as household appliances, lumber, machine 
tools, plastic products, glass containers and the like. 
There is abundant evidence that these trends are likely 
to continue during the early part of this year at least. 

Plans for expansion of industrial facilities which ex- 

ceeded $14 billion in 1948 may reach approximately 
the same figure this year. This is an important factor 
to watch. 

Some of the other factors that should exert a favor- 

able influence on business this year are: 

]. Large personal income which at the first of the 
year was at a seasonably adjusted annual rate of 
over 215 billion dollars—a figure over 20 billion 
dollars more than personal income in 1947. 
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2. The stimulus of the European aid and defense 
programs. 

3. The large volume of construction which the De. 
partment of Commerce with the Department of 
Labor, estimates may be 5 percent greater in dollar 
volume in 1949 than 1948. 

4. The purging of inventories of distress goods 
through clearance sales and general lightening of 
inventories which has been active in recent months. 

One of the depressing factors that developed toward 
the close of last year and is still making itself felt, is 
consumer resistance to high prices. This is reflected in 
the rising number of business failures. These failures, 
while far from the high prewar figures, are straws in the 
wind indicating that the marginal enterprises in business, 
particularly those that started during the lush period 
of the past 7 years, and have not fortified themselves 
against the blasting winds of competition, may find them- 
selves embarrassed. This past autumn we reached the 
highest failure rate since early in 1943. The amount of 
liabilities involved reached the highest figure since 1932. 

Employment which reached record breaking propor- 
tions during the greater part of 1948, has been falling 
in recent months. Currently there is an estimated 3.5 
million out of work. This would indicate a strong like- 
lihood that employment has passed its postwar peak. The 
figure is not alarming as we have to allow 2.5 million for 
what is known as “frictional” unemployment due to 
change of jobs, sickness and the like. Indeed we can 
maintain a high level of prosperity with our present 
working force. However, it is disconcerting to note 
that at the middle of this month over 461,000 persons 
filed for unemployment insurance in New York State, as 
against 324,000 at the same period last year. 

Nevertheless, barring some major disaster such as 
crop failure or war, we should continue at a production 
and employment level fairly close to that of 1948. Should 
this be the case, we have sound reason to expect an over- 
all economic plateau of prosperity somewhat below 1948, 
without the danger of further inflation and its kindred 
danger, depression. 

Adjustments will have to be made in various indus- 
tries as materials and labor become more plentiful, but 
this process has been going on in an orderly fashion for 
a year-and-a-half and need not be construed as a sign of 
economic collapse, as some pessimists would have us 
believe. 

(Please turn to page 238) 
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Cobra — Alligator —- Morocco 
Retails at $9.00 No Fed. Tox 
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New JA:S-R Table Lighter ... Retails at $12.50 


——— Platinum Group Rhodium Finish 





The newest member of a proud family, the triumphant 
“Classic’”’ model Table Lighter that is receiving 







enthusiastic nation-wide acclaim! It’s the smartest 






looking table lighter yet designed —a triumph for 











Created to round out the amazingly 
successful line of Lighters that will help you 





make more sales, more profits. 
AS NATIONALLY ADVERTISED 
















Tortoise Shell Ener | - : 


Retails at $10.00 No Fed. Tox i BZ _ > re y. Retails at $20.00 Pius Fed. Tax 
. A e xo hy. IN [ i F t MAGAZINE y i S oo 


SOLD BY LEADING JEWELRY 


14 Kt. Yellow Gold ss A\\ JOBBERS from COAST TO COAST “He T= Bini *y Sterling Silver 
Styled by Cartier, 5th Avenue = . FX ai i : Sunburst Pattern 


Retails at $200.00 Plus Fed. Tax Retails at $22.50 Pius Fed. Tox 
Our liberal repair and rep'acement policy 


makes it a pleasure to carry 
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A-S-R LIGHTER DIVISION ... AMERICAN SAFETY RAZOR CORP. 


315 JAY STREET, BROOKLYN I, NEW YORK 
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IN 
DISTINCTIVE 

JEWELRY 
DIAMONDS 
PRECIOUS 

STONES 


AaseR UluamseR: 


ROCKEFELLER CENTER 
610 FIFTH AVENUE 
NEW YORK 


Chicago Office: S. Kutner, 5 N. Wabash Ave. 


Los Angeles Office: Kazanjian Bros., 220 W. 5th St. 




















































Diamond Jubilee 


(From page 139) 


given period, against the background of the same sales 
themes, the more the public will become interested jy 
such merchandise . . . and the more all will profit. 

“The previous silver and watch parades were some. 
thing new and some retailers were inclined to take g 
wait-and-see-attitude,” said Albert E. Haase, Executive 
Director of the Jewelry Industry Council. “In view of 
the success of these promotions, however,” he continued, 
“we look for an enormous increase in the number par. 
ticipating in similar projects in the future.” 

The Jubilee from March 27 to April 9 is the third 
of the Council’s promotions built around specific mer. 
chandise. The first of these was the Silver Parade last 
Spring. After it had been held a questionnaire was sent 
out, to which 1,015 retailers responded. Of this number: 

341, or 33.6 per cent reported increased store traffic 

336, or 33 per cent reported increases in new cus- 

tomers 

696, or 68.6 per cent reported more people looking 

over silver patterns 

941, or 53.3 per cent reported increases in sales 

Of those who reported sales increases, 400 included 
estimates ranging from 1 to 300 per cent, with the 
average at 22.1] per cent. 

A similar questionnaire was sent out following the 
Watch Parade last October and 1,366 retailers replied. 
The result showed that: 

269, or 29.1 per cent reported increased store traffic 

744, or 80.6 per cent reported more people looking 

at watches 

346, or 37.5 per cent reported increases in watch at- 

tachment sales 

471, or 51 per cent reported increases in outright 

sales of watches 

599, or 54.7 per cent reported increases in the use 

of a lay-away plan for Christmas watch buyers 

Among the retailers reporting sales increases, 503 
estimated their gains from 1 to 300 per cent, with 12 
retailers reporting 100 per cent increases. 

The heart of the Diamond Jubilee, as of the other 
Council’s promotions, is an “Idea Book” which gives 
the retailer a blueprint for participation. It provides 
him with suggested advertising copy and layouts, letters 
for customer lists, window displays, radio commercials 
and publicity releases which the individual retailer can 
adapt to conform with the policy of his particular 
business. 

The Retail Division of the Bureau of Advertising of 
the American Newspaper Publishers Association is co- 
operating with the Jewelry Industry Council in this pro- 
motion through its newspaper membership throughout 
the country. This organization will also bring the pro- 
motion to the attention of retail jewelers. 

The Diamond Jubilee has as its objective an increase 
in the sale of diamond jewelry through the creation of 
new markets and the expansion of existing ones. Instead 
of devoting itself almost entirely to presenting engage- 
ment rings, the Jubilee stresses the appropriativeness of 
diamond jewelry for a variety of gift occasions. Par- 
ticular emphasis is placed on the “belated engagement 
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rng” for the women who did not receive the traditional 
emblem of love at the time of the betrothal. A survey 
_ made by the Council showed that 24, per cent of married 
women under thirty, who were interviewed, did not have 
engagement rings - - - but who had not given up hope. 
The promotion will also feature diamond wedding 

<;. diamond engagement and wedding ring combina- 


in 
rv diamond gifts for the engaged male, diamonds to 
employees for long and faithful service, a diamond for 


the mother upon the birth of a child, diamond birthday 
gifts for people born in April (the diamond month), 
diamond wedding anniversary gifts and the resetting of 
diamonds in modern jewelry. 

Windows and in-store display cards are offered by 
the Council to assist the retailer in tying-in with this 
nation-wide promotion, and special material has been 
prepared by mat services and display firms for their 


customers. 





Teaser Ads 


(From page 174) 


their honeymoon wip. After the wedding ceremony the 
Governor of the state cut the ribbon to the store entrance. 
and hundrers of people filed in to view the elaborate 
displays of jewelry and appliances. Several drawings 
were made during the evening for valuable door prizes. 

The new $100,000 store has 4,300 square feet of floor 
space which is divided into two sections. The front half 
is used for the display of jewelry, the rear for electrical 


and other appliances. Verde antique marble is used in 
the modernistic facade which has a spacious foyer motif. 
Large display windows are of the showcase type and use 
the same grey mahogany for the back walls as is used 
throughout the interior. In the appliance section is the 
cashier’s desk and wrapping department, also very attrac- 
tive with a floor of white marble tile and a red ceiling 
with indirect lighting. Indirect illumination is also used 
in all the glass-door enclosed wall cases. The repair 
department, jewelry manufacturing room, vault, offices 
and stock rooms are in the rear of the appliance section. 
The entire store is cooled by a 20-ton refrigeration unit. 

Customers also have the privilege of an enclosed pri- 
vate room if they wish, where a diamond expert can 
give them information and personal service in helping 
them in selecting a ring or other jewelry. 

From a modest beginning the Daniels firm has risen to 
be one of the largest credit jewelers in the state. They 
have a clientele of 3,000 active accounts, and over 20,000 
paid up customers. Merchandise is sold on easy credit 
terms at nationally advertised prices, with no interest 
and no carrying charges. 

Sam Straus, who has been manager of the store since 
1931, believes this method encourages many sales which 
would never be made for cash. No high pressure sales- 
manship is ever used however, to sell the customer more 
than he can afford. If a customer fails in his payments, 
a friendly letter is written to them, inviting them to come 
in and talk over their financial problems. Rarely is there 
a case where a satisfactory agreement is not made. 
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Marriages in ’48 
(From page 137) 


In last year’s survey JC-K noted that marriages in the 
U. S. in 1947 had dropped 12.5 per cent below the pre- 
vious year’s record total. Hoping that any decline in 
1948 would not exceed this figure, it was stated that the 
year should certainly be the fourth best year for weddings 
in the nation’s history, surpassed only by 1942 when 
Selective Service managed to boost the total to 1,800,000. 
However, since 1948 marriages were only 8.9 per cent 
below those for 1947, the year ranks third best. We're 
happy that our prediction was overly conservative. 


THREE CITIES SHOW GAIN 


As can be seen from a glance at the tabulation accom- 
panying, only three U. S. cities showed an increase 
in marriages in 1948 as compared with 1947. They are 
Kansas City, Mo. (up 23 per cent); Tulsa, Okla. (up 3.3 
per cent), and Lowell, Mass. (barely showing an increase 
by being up 1.0 per cent). 

Actually, the rather high gain registered by Kansas 
City, Mo., appears to have been at the expense of Kansas 
City, Kans., which had marriages drop 60.3 per cent 
below the 1947 level. The same situation prevailed last 
year because of the enactment of two marriage laws 
requiring health examinations and a three-day waiting 
period. Obviously, a substantial number of couples sim- 
ply crossed the river to avoid red tape. 























Three other cities evidenced a pronounced decrease in 
the number of marriages during 1948: Wilmington, Del 
(down 49.4 per cent) ; Birmingham, Ala. (down 37.6 per 
cent), and Jacksonville, Fla. (down 25.1 per cent), In 
the cases of Wilmington and Birmingham, the explana. 
tions are similar to that for Kansas City, Kans.—Dela. 
ware passed a law during 1947 making blood tests manda. 
tory before marriage licenses could be issued, and a sim. 
ilar law became effective in Alabama on January 1, 194g. 
Existence of a three full day waiting period, after making 
application together with a cerelogical examination, may 
account for the decrease in Jacksonville, Fla. 


MORE JUNE BRIDES IN ‘48 


Although June is always the best month for weddings 
in normal times (in wartime other factors offset the 
strong influence of tradition), a larger number of women 
were “June Brides” in 1948 than in either of the two 
preceding years. Prorating a year’s weddings over 12 
months gives an average of 5.33 per cent to each. And 
June, in 1946 and 1947, had ll-odd per cent of the 
weddings. In 1948, however, the percentage rose to 12.4 
per cent—the highest it has been for many years. 

Nevertheless, it is well to bear in mind that even in 
1948 June’s popularity was only a few percentage points 
ahead of the other months as far as weddings were con- 
cerned. As can be seen from the accompanying tabula- 
tion, every month was a good month for weddings and 
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OLD MINERS 


Through our secondhand sources, we are 
able to maintain stocks of Old Miners in 
a range of qualities, and in sizes up to 
half carats. You will also find us an excel- 
lent source for larger sizes in Old Miners, 
and for stones recut from Old Miners — 


all advantageously priced. 


Paul de Vries. me. 


DIAMOND CUTTERS & IMPORTERS 
535 FIFTH AVENUE 
NEW YORK 17, N. Y. 
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The following table gives the percentages of total mar- 
riages in each month, 1948 compared with 1947, together 
with their relative standing in each year: 


1947 1946 
% of Total Ramk Month Rank % of Total 
7.7 8 January 9 7.9 

6.4 12 February 12 9.6 

6.9 1] March 10 7.4 

8.2 hs) April 6 8.1 

9.6 3 May 4 9.1 

11.9 ] June 1 12.4 

7.8 7 July 5 8.1 

9.6 2 August 2 10.2 

9.] 4 September 3 9.3 

8.2 6 October 7 7.9 

7.6 9 November 8 7.6 

7.0 10 December 11 6.8 


It will be noted that the months changed places in rank 
according to marriage occurrence in a substantial number 
of instances in 1948 as compared with 1947. Only three 
months—February, June and August—had the same rank 
both years. January, April, May, October and December 
had a smaller percentage of the year’s total in 1948 than 
in 1947 and, as a natural result, March, July, September 
and November were favored with a greater percentage of 
the weddings. 

When one compares the actual number of marriages in 
each month, 1948 against 1947, it becomes evident that 
February showed the greatest decline percentagewise, and 
March and August the least. Month-by-month compari- 
son for the two years are as follows: 


all 12 deserve the jewelers’ promotion efforts weddingwise. | 








1947} 1948- % Decrease 
January .. aoe 46,377 —11.1 
February -. 43,551 34,210 —24.4 
March -.. 46,195 45,531 — 1.4 
aR nae Sara & 559,302 49,868 — 98 
ive 2.céxin Sen _ 64,543 55,829 —13.5 
June .... _. 80,466 76,194 — 5.3 
ees 5s _ 52,504 49,940 — 49 
August... .... .. 64,861 62,672 — 3.4 
September 61,186 97,195 — 6.5 
October . 54,571 48,178 —11.7 
November _... 51,374 46,392 — 9.7 
December ......... 46,758 41,433 —11.3 


Considering the fact that €upid’s performance in the 
past has been excellent, it appears safe to predict that 
although 1949’s marriage index will not quite approach 
that for 1948, it should, nevertheless, rank fourth in the 
nation’s history. 

Last year we assumed that the 12.5 per cent rate of 
decline would continue. Happily, we were wrong. And, 
although the 1948 rate of decline of marriages was only 
8.6 per cent, we do not feel justified in predicting its 
continuance in 1949. Rather, it would appear safe to 
split the difference, pitting last year’s pessimistic estimate 
against 1948’s actual performance. Thus, we prophesy 
that 1949’s marriages will fall approximately ten per cent 
below those for 1948. This would bring the total to 
approximately 1,822,000—a lot of marriages, still com- 
fortably above the 1942 peak. 


1 Final data. 
* Preliminary data. 
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Marriages and the Jeweler 
(From page 138) 


% of annual ring sales 
coinciding with Christmas 


Percentage of 
those answering 


35.0 said 20% 
26.0 said 10% 
13.5 said 30% 
9.1 said 40% 
7.2 said 50% 


Just as many jewelers (1.3 per cent) said that they sold 
60 to 70 per cent of their rings at Christmas time, as said 
they sold either “none” or 1 per cent. Slightly less than 
two per cent of those answering said they only sold 5 per 
cent of their engagement rings during the Christmas 
shopping season, while a similar number claimed that 80 
per cent of their ring sales occurred at this time. 


HOW ABOUT ‘BELATED’ RINGS? 


While everyone realizes that not every engaged girl is 
lucky enough to receive a diamond ring, there is a lurking 
suspicion in the minds of most males that sooner or later 
she’ll get one—or else! Consequently, this year JC-K 
asked jewelers what percentage of their engagement ring 
sales appeared to be of the “belated” variety. 

The answers, as arrived at from survey returns, appears 
to be in the vicinity of 4.5 per cent. Here is the way 
the jewelers replied: 






Percentage of 


% of ‘belated’ rings 
those answering 


out of total volume 


31.0 said 5% 
19.8 said 10% 
15.8 said 1% 
13.2 said 2% 


Other estimates quoted by the jewelers ranged as high 
as 90 per cent but were not significant in the final analysis 


NON-DIAMOND ENGAGEMENT RINGS? 


The diamond is still the most popular stone for engage. 
ment rings, the JC-K survey discloses, but it hasn’t an 
absolute monopoly by any means. A small percentage of 
the rings sold contain a major stone other than a diamond. 

Asked “Do you sell any engagement rings with the 
major stone NOT a diamond ?” 69 per cent of the jewelers 
answered “No” and 31 per cent answered “Yes.” That’s 
nearly a third of the total number who do sell nop. 
diamond engagement rings. 

Those jewelers answering “yes” to this question were 
asked, further: “What percentage of your total engage. 
ment ring sales are of the non-diamond variety?” While 
scattered jewelers indicated that sales of this sort ranged 
from 10 to 25 per cent of their total ring sales, more than 
half of those replying (56 per cent) said that only 1 per 
cent of the engagement rings they had sold contained a 
major stone not a diamond. (A substantial number of 
these, incidentally, indicated that the major “stone” was 
a pearl.) Other estimates of the sale of non-diamond 
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engagement rings were 2 per cent of all rings sold (13.7 
r cent of those answering); 3 per cent (11.8 per cent 
of all replying) and 5 per cent (9.8 per cent of the jew- 


elers queried ). 


CONCLUSIONS 
From the evidence supplied by JC-K’s survey of wed- 
ding business enjoyed by retail jewelers in 1948, it ap- 
pears that a substantial segment of the jewelers’ business 
may be credited to Cupid’s activity. Popularity of the 
double ring ceremony continues apace; the most popular 
price range for engagement rings continues to be $100 to 
$199; yellow gold is preferred for mountings and, while 
some jewelers sell engagement rings without a diamond 
as the major stone, they are in the minority and they 
don’t sell very many at that. Neither Christmas nor St. 
Valentine’s Day has any really pronounced effect upon 
engagements, apparently, and a steady trickle of “belated” 
engagement rings is being purchased all the time. 





Sales of platinum to the electrical and jewelry indus- 
tries were greater in the third quarter of 1948 than in the 
preceding quarter, according to the U. S. Department of 
the Interior, Bureau of Mines. These gains were, however, 
offset by similar sales to other industries. Greater demand 
by all consuming industries, except the dental industry, 
was responsible for the gain in sales of palladium, but 
the increase was most pronounced for the electrical in- 


dustry. 


Catering to the Youngsters 


Maybe snow is knee-deep outside your shop, but in 
Richmond, Va., a jewelry store manager is making plans 
for a big Easter egg hunt. 

That far-looking man is Paul Nunnery, who heads up 
the staff at Knox Jewelers. Last Easter, Nunnery, owner 
Israel Steingold and Mrs. Steingold hid 300 colorfully 
dyed eggs in Richmond’s beautiful Forest Hill Park. 
Lucky eggs were numbered to correspond with numerals 
on the valuable gifts, and lucky youngsters walked off 
with more than $100 in watches, bracelets, necklaces. 
rings, cameras, and pen and pencil sets. 

The city-wide hunt, sanctioned by the Department of 
Recreation and Parks, was heralded by two paid ad- 
vertisements (2 columns x 4 inches) in the Friday and 
Saturday newspapers, and a bit of free publicity in the 
form of a news release handled by the Recreation 
Department. 

A smaller promotion regularly featured by Knox 
Jewelers which involves the kiddies and their parents is 
held each Mother’s Day. For a week previous to that 
date children are invited to drop their mothers’ names 
and addresses in a special box. On Mother’s Day morn- 
ing, drawings take place and a diamond ring, birthstone 
ring, bracelet and watch were delivered to four fortunate 
mothers. 

Sound advertising procedure? You bet. Knox Jewel- 
ers are convinced that it pays to direct special promotions 
toward the younger set, who, after all, are tomorrow’s 
big jewelry customers. 
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‘There’ll Be Gold in Them Thar Tij],’ 
by M. L. ALTHEIMER 


With less “carriage trade” and fewer free-spenders 
pay-dirt in *49 will be further below surface and welll 
have to dig deeper and use sharper tools to get our share 

We may even have to polish-off some of the method, 
that rang the cash registers before Pearl Harbor anq 
that have been gathering dust during the recent “Golq 
Rush.” 

Sure, “There'll be gold in them thar tills”’—but only 
for the 49’ers who dig for it. 

Every day in “49—*X” number of people in you 
city will go somewhere to buy something you carry jp 
your store—call it 10 people or 100. Under normal cop. 
ditions, you'll get your share. But “49 won’t be a 40. 
called normal year and your competition knows it too, 
So the share you get will be determined by what you do 
to get that share or what your competition does to take 
away part of your share. 

Once we're agreed that there is some business every 
day, then we can get on to the ways and means of getting 
more of this daily business for your store. 

You cannot reduce prices on your regular merchandise 
anywhere near enough to create great excitement and 
bring the immediate traffic or extra volume necessary to 
offset the loss of such mark-up. So your recourse is mer. 
chandise streamlined for promotions that will attract great 
numbers of new customers, give your store traffic to per- 
mit the sale of regular merchandise, and produce plus 
volume that will be so welcome in “49. 

Successful stores will use promotional merchandise in 
and out of their regular category in order to attract the 
greatest number of new faces. Such promotional mer- 
chandise should be every day needs—market screened 
for value and wherever possible, advertising tested to 
assure results without costly “guessing.” 

Such merchandise is available, but true, it generally 
is priced below your regular mark-up. But it is so dra- 
matically presented that it attracts great numbers of new 
customers—quickly—and at very low advertising costs. 
It more than pays back in new customers and volume 
what it expends in mark-up. 

The volume of this promotional business can be so 
regulated as to create no strain on working capital—con- 
trolled either by size and frequency of the advertising or 
by a simple financing arrangement that makes these new 
receivables self-liquidating. 7 

So far the whole idea seems too simple to be practical. 
But strangely enough it is operationally simple and has 
been successfully employed by far-seeing courageous mer- 
chants for many years and from coast to coast. 

You have seen it so many times. Some merchants just 
won’t be content with “Times are hard”—“The war 1s 
over”—The high cost of living is preventing normal pur- 
chases of goods.” Despite all these reasons—and some 
are all too valid—those retailers who are not content to 
sit back, do go ahead. They do promote and they do 
get more than their share of the business that walks down 
Main Street each day to buy the things you sell. 

But there is still another market that only the courage: 
ous merchant enjoys. That is the new business his pro- 
motional advertising creates. Everyday, women with no 
idea of buying are convinced they need the item ad- 
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vertised—and do buy—influenced by the dramatic pic- 
ture or the tempting word; particularly so, if what is 
offered is of every day use,attractively priced and can be 
had on very easy-to-pay terms. This plus market is 
perhaps the larger of the two and is exclusively that of 
the courageous merchant who promotes and promotes 
and promotes. | 

Windows will have to do a better job in ’49. Fill them 
with eye-stopping trims and interesting, value-packed 
merchandise—and change them often. They'll pay 
extra dividends. 

Phone or mail to your customers, whenever something 
new and exciting arrives in your store. Bait your paid- 
up’s with colorful direct mail promotions, as powerful 
bargain-wise as you employ for new customers. 

Telephone “X” number of people everyday in advance 
of birthday or anniversary, and you'll tap new volume 
and profit “diggings.” Follow up engagements and 
wedding announcements with concrete offers. using price 
and terms to their full potentialities. 

Exploit—promote—follow up—every possibility and 
you'll get more than your share of the new customers— 
more than your share of the store traffic—more than 
your share of the volume in *49. 

Yes, “there’ll be more gold in them thar tills’—for the 
‘49’ers who dig for it. 





“Pen knives” are so called because they were origi- 
nally used to sharpen goose quills into pens. 


Story Book Store 


(From page 141) 


area. The streamlined cases with no harsh corners all 
blend with matching walnut panels. Massive supporting 
columns are trimmed in colorful imported tiles. 

A total of 70 feet of wallcases and 200 feet of floor 
cases house first-floor facilities which include diamonds. 
watches, rings, men’s, ladies’ and baby jewelry, the optical 
department and the jewelry repair and manufacturing 
shop. Jewelry is designed, manufactured, and repaired 
in a commodious, glassed-in alcove where craftsmen are 
visible as they work to both passers-by and the store 
trafic. Workmen draw sketches and design jewelry to 
individual tastes, size rings, set diamonds, and perform 
other handiwork under the scrutiny of waiting customers. 

A main floor highlight area is the individually-created, 
handsome, glass-covered diamond case, which is fitted 
with plush chairs. Providing a backdrop for the case are 
private diamond rooms camouflaged in a coral, rose-tufted 
leather wall. The three diamond booths, trimmed in 
wedgwood blue leatherette, are fitted with separate tables 
and chairs and contain special lighting equipment de- 
signed to reproduce daylight conditions. 

A marbleized stairway, with a spiral wrought-iron 
staircase, leads to the mezzanine, a dazzling setting over- 
flowing with gracious giftware. Accessible, self-service, 
open-style tables and shelves display the work of crafts- 
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Both cases and movements are made completely by Herschede 
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men from many foreign ports and equally renowned ing, soft lighting, with a casual, homey touch given by 


American creators. the use of cut flowers and magazines. 

Gifts that would lend themselves well to colonial or Typical maneuver of the staff is to show merchandise 
ultra-modern homes mingle with less pretentious articles. to brides over the counters, equipped with plush, leather 
An ornate collection of pottery is shown with a striking chairs, and then escort them to the mellow, companion. 
display of simple, Swedish crystal. A Gorham silver tea able alcove where they may observe the products ag the 
service, a Georg Jensen collection of handmade sterling appear in a homelike setting. 
silver, hand-decorated, imported china, and distinctive The Bride’s Room features the services of a “bridal 
crystal plus a line of small appliances—these compose the consultant” who advises brides on their selections. It js 
mezzanine offering where the merchandise is the central a free service and a popular one which has already pro- 
motif. vided a regular pipeline of business for the store. 

Leading off the mezzanine, several steps upward and The “House of Treasures” is keyed for a leisurely, un. 
divorced from other areas of the store by a graceful hurried, stimulating mode of shopping. But it is also a : 
archway, is the Bride’s Room. an elaborate layout, an un- functional, efficiency-chocked store which combines a host 
paralleled arrangement locally. Tastefully decorated, this of features designed to promote customer-convenience and | 
setting is, in reality “a-store-within-a-store.’ Here in comfort. 
comparative isolation, it is possible for brides-to-be to be The pneumatic tube service which speeds up cashiering. 
alone with sales personnel who help them select fine things . .. The impressive air-conditioning unit. . . . Upholstered 
for future homes from fabulous stocks of china, crystal seating quarters for patrons waiting on packages or re- 
and silver coupled with lines of stationery, an exclusive pairwork. . . . Liberal refund and quick exchange policy. 
engraving service and hand-made linens. The complete- The gift-wrapping service, featuring the use of pre- 
ness of the Bride’s Room offering is emphasized by the wrapped gold-foil packages, and fabric ribbon, whether it : 
fact that there are 112 silverware patterns on exhibit. is a $1.95 gift or a $10,000 diamond. . . . The freight | 

One wing of the room is devoted to displaying mer- elevator for prompt stockroom service. ... The luxurious [ 
chandise while the opposite side is realistically designed ladies’ lounge accoutered with two public telephones +a. 
to resemble a richly-furnished room in a modern home. The ten telephone stations working off a central switch- 
The setting centers on a solid rose marble fireplace and board. .. . These are innovations which add to the satisfy- 
is appointed with love seats, a coffee table, a table setting. ing pleasure of shopping in the new store. : 
draperies which give the effect of windows, deep carpet- Helzberg’s has succeeded in elevating jewelry credit 














e"ete we w'e'e'evala’aleteTe’aTa"e’avae’a! etete"etete“e"eTatetetaletetetetetate’steTeteleletatetetetetetatetatetete’etateteteteratteteTe’s"eleTe"eTs"s"sTe"e"eve"e"eTe"éTeleTele"ele"e"e"ele"eeie"e"sTe"e"eTelereTe"e"e"ele"e™ele"ee e1e eTee"eTe"e"eTeveTeelele"e"e"e"e"ee"s"e"e1e"e"s6"e\e"e e1s"e"e1e"¢ sels" 01+ 0.010_016,010. 0,616, 4_010_0\4\_01#_0_61016100,0,#,0,8,0,0,9,0,8,8,0,0, 0, 0,05r,tereresnceee teteee® 
coseleleisececezaiealele lel ezelelaecelareDbteceleecssesessehceaeeneneeeteteneat en etateset tate eiteseteeeteetetetatetstatetetatatetetatotetatateretatatetstatetetstatetstatatststatetetatatetstatetstatatetstatetstetatetstatenstatanetatatetstatetetstetetstatstetatenssetarssssatenscarensensencestotesssorsaseosencensenseceesessenseaserseecerscsceranseetanececacetetarsmtanatecataratsterenstatenetererssesetessennensnste 
ate et ete ete ote se 0 oe e's e's 4 2'6 6 se 6 6 6 66 6.6.8 0.6 6 6 © 6 6 8 6 6 0 4 6 6 08 008 8808808 O tet”, 
a Nd 
‘ones ee 6 6 0 4 


OO 
COOOGOOO 


sa ae COR a 





OO OO 
OOOO 
ore" ees. 


Since 1905 the name, Rosenthal & Kaplan, has been syn- ‘ aN: : : 
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,__—«‘Spring line has been styled for quick, profitable selling. These 
ee distinctive, original designs defy competition. 


SEE THE DISTINGUISHED LINE OF MEN’S AND 
LADIES’ RINGS ON YOUR NEXT VISIT TO NEW YORK 


, 
» 
> Oey 
Soe x5 
S50 
7+? 
OS 
SO 
erat eter at ere 
wns nn SQQSSCOOCOO OO 
ee gl 
Or ek ON NR te 
. 
tere ates 
6500 
74.6.0 018 es 
SO 
- o 
ere te eee ese eee a8 8 18 8 0 6 0.0.8 810 O18 6 #8 OO 8 6 O18 8.6 10 6 8.6 0 8 8 ad 
OS a OE en 
Le Rn a Se 


esate datetetet 
eatatatetateretotseenennee® 


wa 
a a 


© * 
a OR I 
a 
Siete a a d'a'n a vias a e's ' 66.6.0 -8-0.6 © 68 6 6.6.6 8 6 0 8 86 8 6 68668 688 8888 ear” 

OOOO 
"ee ees 

OOOO 
OO 


SP, 
2 










* 4 = 
mretecnene os 


7 
ve 
itata tote”, 






; 
Do Naina ooo os 
Rooted oes SOOO ORS fF bodes maroc’ poten 

ecerecerereceses*.*, 





x ce ‘ote veers eetet . 
Senna °, etatet n° * ‘e see! oneness oy ee 


. eae 
oat x 
SIS RK TN ee stetetatetetatatotetecetetatatatatatotctetetecstatatecetotetstetetetatataters eatatatatetctocetetetetetetntataton totes ctetetatatatateteteterecetetetocecetetenes 


Beatin nS 





— 
- 
‘' 


pecan tesrces 


192 THE JEWELERS’ CIRCULAR-KEYSTONE 





standards by extending this accommodation an integrated 
role in its fine-type jewelry store installations. Extensive 
credit facilities are provided their patrons, ranging from 
30-day charge to easy installment plans. No interest and 
carrying charges are exacted. 

Building business on refinement, good manners, service 
and beautiful surroundings, a keystone of merchandising 
‘n the new store is the sales personnel. Clerks are special- 
ists in service and courtesy. 

Friendly sales assistance is the selling vein at the House 
of Treasures. Personal service is a key principle. Clerks 
get to know their customers. their shopping foibles, tastes, 
etc., and each staff member maintains a file containing 
pertinent data on her customers. 

During the 3-day gala December opening, the store was 
host to an influx of 43,000 guests who not only looked, 
but bought. Souvenirs were distributed to early callers. 

One of the heaviest users of newspaper advertising in 
Kansas City, the company splits the substantial appropria- 
tion between newspaper, radio and direct-by-mail adver- 
tising. The Plaza unit will receive advertising attention 
in promotions which publicize all five of Helzberg’s 
Greater Kansas City stores, and will also be given indi- 
vidual newspaper and direct-by-mail treatment. 


Some observant sage once remarked that an institution 
is but the lengthened shadow of a man. The saga of 
Helzberg’s Diamond Shops, Inc., is the story of 45-year- 
old B. C. Helzberg, an alert, aggressive businessman, who 
ran a three-man, vest-pocket size jewelry store in Kansas 
City, Kansas, into a successful, expanding nine-store oper- 
ation with 300 employees. 

Today there are three stores in Kansas City, Missouri, 
plus units in Des Moines, and Mason City, lowa, Topeka, 
Wichita, and Kansas City, Kansas, and Independence, 


Missouri. 





Two Windows 


(From page 143) 


omitted on the Easter eggs, especially if the eggs are 
used for packaging. 

The second suggested display can be made up almost 
entirely in your own store. It requires a false back- 
ground panel to be placed a few inches in front of the 
permanent one. Two egg-shaped openings are cut in 
the false panel and narrow shelves to accommodate 
merchandise are placed back of the openings so that 
the merchandise appears to be ensconced inside the 
egg. The three giant eggs in the foreground consist of 
flat oval panels cut from compo board, padded with 
cotton batting and covered with fabric to which jewelry 
pieces are pinned in curves to suggest the rounded shape 
of a full dimensional egg. The false background which 
can be made from one or more panels of composition 
board, painted or covered in fabric, is decorated with 
a scattering of spring blossoms and leaves. The egg- 
shaped openings are edged with ruffling and ribbon bows 
are tacked in place above them. Wide ribbon streamers 
in colors to match the “eggs” are stretched across the 
floor with merchandise and gift packages arranged 
on them. 
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Diamond Fashions 


(From page 133) 


diamonds remounted on an average of every ten years. 
In general, the jewelry of the 1920's is dated, and that of 
1910 is on the borderline. Jewelry of the 1890's is often 
wearable, however, if the design was good to begin with 
and if the customer occasionally wears a dress or hat 
with an 1890's flare. The main thing is to get her old 
jewelry of any vintage out of the vaults and trinket boxes 
and let you make suggestions on it. 


The fashions in current and incoming jewelry will be 
discussed by categories beginning with rings: 


THE FASHION IN DIAMOND RINGS 


Cluster types are still important and are going larger. 
In antique reproductions, the princess line, an oval run- 
ning across the finger from side to side, is being revived. 
The domed ring is the smartest, and more and more 
women are accenting these large, bulky types. Jewelers 
who believed they would never go over in America are 
actually seeing it come to pass. Terms used to describe 
them include “umbrella ring” (ribs of small diamonds 
running down from the top of the mounting), “bombé 
ring’ (pronounced bom-BAY, meaning shaped like a 
bomb) and “melon ring.” Any cut of diamonds in uni- 
form or assorted sizes may be remounted in these bulky 
rings, which require much metal. Their design intention 


is fashion rather than a mounting that does the most foy 
diamonds. In solitaires. especially for engagement rings 
given five or ten years after marriage, the Marquise 
diamond is a revival fashion, usually set in platinum with 
as little metal as possible. 


THE FASHION IN NECKLACES 


Necklines in dresses are going almost shockingly low. 
This summer even daytime and street dresses will bare 
the shoulders and may be worn with or without matching 
jackets. The new plunging neckline, of which you have 
heard so much, is now cut practically to the waist, requir. 
ing a brooch or clip to close. For evening, the off-shoulder 
line bares the top of the arm half-way to the elbow. To 
fill in the gap below the base of the throat, necklaces are 
looser or have hanging clips. pendents or tassels. While 
snake chains with detachable clips are still selling, the 
chains are now double or triple coils. and braid or plaits 
or ribbon of metal are newer. 

Incoming fashions from Paris show the necklaces 
enlarged to a small collar lying flat on the chest. Some 
are shaped like yokes or baby bibs, and one resembled 
a turnover lace collar with bunches of flexible gold cord 
closing the front. The collar is composed of striped open- 
work in gold wire studded at intervals with diamond 
brilliants in high prong settings. Another all-diamond 
and platinum necklace from Paris is like a baby’s madeira 
embroidered bib. Turned upwards instead of down, it 
mav be worn as a diamond tiara. the entire necklace fit 
ting around the head. 
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THE FASHION IN PINS AND CLIPS 


Miniatures and group pins (scatter pins) are still sell- 
ing, but the fashion is for larger pins. Brooches with any- 
thing suspended or swaying from them are good. The 
finer pieces have briolette or pear-shaped diamonds or 
tear-drop pearls swinging free. The newest earrings have 
swinging jewels, too. Jewelry has “soft edges and lace- 
paper frills. The gold prongs of Edwardian jewelry, 
always light and decorative and now revived in highly 
polished platinum, contribute to this lacy effect. Designers 
say. however, that we are headed towards abstract ideas 
and away from precise forms. Graceful, curving, free- 
drawn designs will hint at a dream. a cloud. a waterfall 
or a flower. You will look at a clip and see beauty but 
not an ¢xact buttercup. The newest place to wear “lapel” 
ornaments, by the way, is on the belt. Fabric girdles, wide 
and padded. are made specifically for pinning ornaments. 
Watch also for 42-inch and 60-inch chains bearing pocket 
watches or medallions, to tuck into belts. 


THE FASHION IN BRIDAL RINGS 


There is marked difference in the style trends in lower- 
priced engagement rings and those in_ higher-priced 
brackets. With a diamond of three-quarters of a carat 
and under the demand is for a solitaire stone in a simple. 
highly-polished gold mounting. This is sold on the recom- 
mendation that persons buying a less expensive ring are 
wiser to put all their money into one diamond. When 
side stones are used. the fishtail mounting is more popular 
than the channel type. probably because it displays the 
stones to slightly better advantage. 


In higher-priced diamond rings, the demand is for 
styles which have the least metal showing. Side stones 
are popular as accenting the brilliancy and size of the 
center diamond. With stones of three carats and over, 
keystone cuts can be used to advantage on the shoulders. 
In this group. the fishtail mounting still has a slight 
edge over the channel, although the latter is gaining in 
popularity. 

Diamonds under three-quarters of a carat sell better 
when set in a square crown or burnished collar of some 
design to enhance the apparent size of the gem. Over this 
size, and the larger the diamond, the more popular the 
simple pronged mounting. The old higher type prong is 
being used slightly more every year. Brilliant-cut dia- 
monds are still the most popular for the engagement ring, 
of course. 

The vogue for interlocking engagement ring and wed- 
ding band continues, and variations on the familiar 
methods of joining continue to be invented. The virtue of 
all of these devices is that the rings can be sold separately 
and worn separately. The diamond wedding band has a 
style rival in the demand among many brides for a heavy 
gold wedding band exactly matching that of the bride- 
groom in everything except finger-size. 


THE FASHION IN MEN'S JEWELRY 


Diamond jewelry for men is still limited, although a 
few firms are marketing such relatively new items as a 
diamond ring to match that of the man’s fiancee. Dia- 
mond stickpins are coming back slowly. With the fashion 
emphasis on stocks and ascot scarfs for women, you might 
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OLD WORLD CHARM 
MODERN STYLING + POPULAR PRICE 


Church offers this beautiful new 10K gold 
bracelet set with four 14/12 fine European 
stone oval scarabs. 


Ic is priced at a level to assure popular 
approval and acceptance. 
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try selling your stickpins to the girls. Large heads can be 
remounted on long pins and used with flat fur neckpieces 
and in berets. 

Men and women both are allowed great individuality 
in today’s jewelry fashions. This is something to stress 
in selling the real thing. It is neither mass designed nor 
mass produced. And when any piece that was individual 
to one person is passed down to another person, he or 
she may have the gems remounted into another form that 
will be just as individual. 


China and Crystal 


(From page 144) 





Flush ceiling lights give good over-all illumination. 
These are augmented by highlights with concealed light 
source in the wall shelving which serves to attract the 
attention of customers primarily to the merchandise and 
only secondarily, to the fixtures. The two front sections 
hold fine chinaware, the next two pottery, and the rear 
section holds an exceptionally attractive display of crys- 
tal. By way of contrast, the background for the crystal 
wall displays was painted black, with the result that the 
merchandise stands out distinctly and gains the atten- 
tion of shoppers in other parts of the room. The same 
result is served by the “Friedlander’s Crystal Room” sign 
at the front of the section. Consequently, customers not 
only see and buy crystal ware, but are drawn _ past 
displays of all the other merchandise as well. 


Equally attention-getting is the permanent front wip- 
dow display which is in effect another bay. Mahogany 
wall sideboards were installed on either side of the wip. 
dow bay. A dining table in matching woodwork set with 
crystal, china, and silver, centers interest on the com. 
plete matched settings. An imitation fireplace with logs in 
one of the sideboards, lends additional interest to the 
setting. 

In general, the tie-in of jewelry with china and crys- 
tal, is a natural one, as a customer who buys an engage. 
ment ring or silverware is often a prospect for the other 
merchandise—and vice-versa. By building the depart. 
ment so that customers must pass through the jewelry 
store to reach it, the firm has accomplished its purpose 
of increasing jewelry store traffic of shoppers who will 
be most likely to buy the type of high quality merchan- 
dise which they have to offer. 

In the new department itself, the tie-in with silver 
flatware, for example, has been specifically effected by 
means of the place settings on the tables in each of the 
bays. In addition, a unique installation of pull-out 
boards with sample pieces of different flatware patterns, 
was placed in each of the bays. The boards occupy a very 
small amount of space, yet enable the store to show 
samples of more than 40 different patterns in each bay. 

At the top of the row of sample boards is a single 
pull-out shelf for arrangement of linen, silverware, china, 
and crystal to make a sample place setting. Thus, the 
customer is enabled to try out an almost unlimited num- 
ber of combinations of merchandise chosen from the 
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stock in the section in which she is most interested. In 
this way, the sale of complete sets of all these items 
rather than just one or two, is promoted, and the cus- 
tomer is better satisfied because she is able to visualize 
how well the various items will complement each other 
when used in her home. The use of Lucite racks for 
display of cups and saucers, dinner plates, and smaller 
plates, helps customers to decide on their preference. 
A limited stock of an exclusive line of linens is also 
carried, so that customers will be able to buy everything 
thev have in mind in this connection, at Friedlander’s. 

Other promotions which are being used include a 
bride’s register, and garden club flower arrangement com- 
petitions. Both are handled by Mrs. Mary Ellen Stratton. 
The bride’s register is handled by following up on en- 
gagement announcements, with Mrs. Stratton telephoning 
the fiancee, whose name is on a list prepared each morn- 
ing in the office. She is invited to register, and look over 
the store’s assortment of merchandise or, if she prefers 
an evening appointment, a representative of the firm 
calls at her home with samples. 

With the garden club promotion, the leading and 10s! 
active club in the city was selected. With the chairman’s 
consent, invitations are mailed to all the club members, 
inviting them to participate. These are sent out two 
months in advance of the showing, to give the club mem- 
bers a chance to vote on the members whom they desire 
to have make flower arrangements. Six members are 
chosen, each one to decorate one of the six tables in the 
department. These people will then come into the store 
to discuss arrangements with Mrs. Stratton and to see the 
silverware, china, crystal, and linen which will be used. 
Cash prizes which the store awards will be donated to the 
Orthopedic Hospital. It’s turned out to be a sure-fire 
promotion which benefits everyone—including the dealer 
who sponsors it. 





Story of Stones 


(From page 152) 
of precious stones over almost his entire lifetime. 

A certified gemologist and registered jeweler, Mr. 
Schiffman became interested in precious stones as a 
hobby as well as a business in 1917 when his father. 
Simon Schiffman. who founded the firm in 1893, sent 
him to Columbia University to study mineralogy. Later 
he took courses at the University of North Carolina and 
began the first of many trips to the mountains of North 
Carolina to look for precious stones. 

Although his duties as president of one of the largest 
retail jewelry stores in the Southeast consumes most of 
his time, he still manages to add to his knowledge of 
personal stones through personal research and trips to 
gem bearing localities. As recent as last summer he tied 
in a business trip with a visit to the diamond mining 
areas of Argentina. 

Mr. Schiffman is optimistic about the future of “The 
Story of the Stones.” The broadcast will remain an 
important part of the firm’s advertising program, he says. 
as long as it continues to do what it has consistently 
done in the past six years—“bring customers in the 
door.” 
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WESTCLOX KITCHEN CLOCK 
% 
DISTRIBUTORS OF 50 FAMOUS LINES 


1. Seeland Watches 26. 
2. Community Plate 27. 
3. 1847 Rogers Bros. 28. 
4. Wm. Rogers & Sons 29. 
5. Tudor Plate 30. 
6. Anchor Rogers Sterling 31. 
7. Poole Silver Plate 32. 
8. Farber Bros. Kromekraft 33. 
9. American Queen 34. 
10. S. O. Bigney Co. 35. 
11. Bliss Bros. 36. 
12. Bugbee & Niles Co. 37. 
13. Campus Men's Jewelry 38. 
14. Carl-Art, Inc. 39. 
15. Carmen Bracelets 40. 
16. Dorson Jewelry 4}. 
17. Deltah Pearls 42. 
18. Excell Mfg. Co. 43. 
19. Finberg Mfg. Co. 44. 
20. W. E. Hayward Co. 45. 
21. Irons & Russell Co. 46. 
22. Iskin Jewelry 47. 
23. Jacoby-Bender, Inc. 48. 
24. Kestenman Bros. Mfg. Co. 49. 
25. Laguna Pearls 50. 
@ FINE JEWELRY 


@ TOILET WARE 


A Complete Line of Stone Rings 


Marathon Co. 

Marvella Pearls 

Shiman Mfg. Co., Inc. 

R. F. Simmons Co. 

Speidel Corp. 

Louis Stern Co. 

Van Dell Jewelry 

Herschede Hall Clocks 
Ingersoll Clocks & Watches 
Ingraham Clocks & Watches 
New Haven Clocks & Watches 
Revere Hall and Chime Clocks 
Telechron Electric Clocks 
Westclox Clocks & Watches 
Ronson Lighters, etc. 
Hamilton-Beach Appliances 
Manning-Bowman Appliances 
Ekco Pressure Cookers 
Parker Pens 

Schick Shaver 

Toastmaster Products 

Silex Coffee Makers 

Terry Wallets 

Rival Appliances 

Rolls Razors 


e DIAMONDS 
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= SYNTHETIC STONES 


CUT WITH PRECISION & CRAFTSMANSHIP 


PROMPT AND EFFICIENT SERVICE 
IS THE METROPOLITAN GEM POLICY 


ALL SIZES . FACETS - BUFF TOPS . CABOCHONS 


Ruby Cushions 
Garnet Octagons 
Kunzite Ovals 
Alexandrite Antiques 
Blue Sapphire Rounds 
Rose Zircon Pear shapes 
Golden Sapphire Navettes 
White Sapphire Barrels 
Blue Spinel Shields 
Peridot Hexagons 
Aquamarine Triangles 
Zircon Fan shapes 
Erinite Ruby Rods 
Tourmaline 


— GEM STONE DRILLING-———— 
Stones cut by Metropolitan reflect 
modern manufacturing methods 
that mean more profits for you. 











ETROPOLITAN 








GEM CORPORATION 


12 JOHN STREET * NEW YORK 7, N.Y. 
Digby 9-1523 
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Cherished Gift ) 


IN THE PROUD 
ELKS TRADITION 
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207—14H3 
(Ring) $60. (Button) $35. 
Prices Keystone—lIllustrations Actual Size ¢ 
PAST EXALTED RULER’S RING AND 
BUTTON WITH DIAMOND, 14K. GOLD y 


During April, Elks Lodges will change officers. 


This fine jewelry is an excellent gift suggestion 
for lodges who wish to honor retiring Exalted 
Rulers. 


WEFFERLING BERRY & Go. 


8A ROSE ST. NEWARK 8, NV. J. 
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Easter Windows 
(From page 146) 
that a gift from the jeweler is not necessarily out of the 


reach of anyone and your price range of suitable gifts 
is suited to any pocketbook. 
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Harold's, Glendale, Calif., had a display backed with curtains 
of buff silk and floored with turquoise blue velvet on which 
were several pieces of hollowware. On mount in center was a 
chest of silver flatware flanked by tall silver candlesticks. 


- — ER 


_ There is no better way to do this than in your windows 
with displays that point up the practicality of giving 
“her” or “him” a gift of jewelry. It is only by taking 
advantage of every opportunity to promote these gift 








| Perfume was suggested as an Easter gift by J. Jessops & Sons, 
| San Diego, Calif., last year. The display was backed with a 
| green velvet curtain with overdrapes of lavender net. Crystal 
flacons of perfume were scattered about a floral centerpiece. 





events that the public can be weaned from the “tradi- 
tional” and their thoughts turned toward your store when 
thinking of a gift. 


Potent Institutional Advertising 


| Satrum’s jewelry store in Webster, S. D., continues a 
successful institutional advertising campaign which em- 
bodies a unique idea. The officials of the firm are de- 
sirous of becoming more than just another store in 
Webster. “We want to get to be part of the community, a 
vital part of the town,” store officials explain. They feel 
that a jewelry store must be an institution—not just an- 
other mercantile establishment. 

And they have directed a campaign toward this end. 

Their latest idea is to offer to anyone in Webster who 
requests it, a novel revolving musical birthday cake plate. 
The plate is a large affair, and the firm delivers it to the 
door of any Websterite planning a gala birthday party. 
There is no charge. 

Store officials report a waiting list of Webster res- 
idents waiting for the use of the plate, and it has done 
much to build the goodwill of the firm. 
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Colored Diamonds 


(From page 148) 


wij] find it several times the size of the white gem that 
would be bought for the same money. 

However. since the diamond wearing public has not 
developed an appreciation for the pale yellow stones that 
mav be classified as “capes” and “byes.” there is prob- 
ably little that can be done about it now. It is. perhaps. 
not too late. however. to start telling people about the 
fancv stones. the real rarities of the cubic carbon king- 
dom. and to increase their appreciation of those gems. 
\ few colors are well known. one often hears of a canar\ 
diamond. but mentioned in so off-hand a fashion that 
one really wonders if the speaker even knows what he is 
talking about. and, one frequently sees press references 
to the Hope blue diamond. One suspects that yesterday’s 
general misuse of the name “blue white” has created the 
impression in the minds of many that the latter stone is 
really white rather than what it is. a really intensely 
blue gem. Fancy diamonds are far too little known. a 
local firm held a moderately priced 11 carat fine blue 
emerald cut stone for years. while they were selling many 
larger white ones. Though their customers could well 
have afforded a real gem. they contented themselves with 
stones that would be blatantly expensive even if they 
were essentially like a hundred or a thousand others. 

An attempt to list the color range of diamonds would 


be to repeat the colors of the rainbow, plus a few thousand 
tints and shades. Probably the commonest colors are the 
tints of brown, but the light brown stones usually make up 
the best of the industrials because their jewelry worth 
falls below their tool value when one gets to this class. 
The fancy colors, hues that are sufficiently marked to be 
readily visible, and sufficiently pleasant to command a 
premium, are rather rare. Though the pale browns are 
probably the commonest in the rough. rich browns are 
rare. It is a pity that they are not more widely used in 
spite of the fact that in jewelry stones brown is not 
usually a popular color; brown diamonds have fire and 
hardness as well to make them far more desirable than 
any other brown stone. The shades of diamond browns 
vary from a greenish yellow brown, not too attractive. 
to a rich chestnut brown. A fine brown diamond with 
reddish fire makes a lovely stone. 

First in abundance among the fancies in jewelry, are 
the yellows. which grade up from the lighter and unde- 
sirable shades, those just off white. to the intense orange 
vellow of a fine canary. Real canary diamonds are 
beautiful and valuable stones. the best will be as expen- 
sive as equally fine whites. However. when we look at 
fancy diamonds we do not often see two large ones that 
are identical in hue and tint. Each becomes an individual 
stone. to be handled and priced by and for itself. Lemon 
vellows are less common than the orange yellows. and the 
vreenish yellow cast, seen most often in little stones. is 
caused by a greenish fluorescence which tints the stone 
but which simultaneously detracts from the brilliance. 
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We are proud to announce 
that our new WING BACK has 
met with enthusiastic approval. 
All Jewelers agree that our 
new WING BACK is a Honey 
and is just what they have been 
looking for. 
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Heres what some of our 
Customers think of us! 





We are very pleased with the wonderful service we 
have been getting from you in respect to the spe- 
cials we have sent you. 


We do appreciate the service rendered on special 
jobs which you furnished for us during the past 
year, and thank you. 


The special order jobs have come through and are 
very satisfactory. 


Thanks again for your fine service. My only regret 
is that I didn’t make contact with your house 
sooner. 


We always give you preference on filling orders 


for synthetics knowing that you are much more 
reasonable than - -- . 


P.S. The original letters were received within the past etght 
weeks and are on file for your imspecitton. 


HENRY 


LAPIDARY, INC. 


1OO WEST 4380 


NEW Y¢ KX 18A.N.-Y. PHONE BR 
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Meeting Today’s Demand! 





Mita GOLD FILLED 
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| mae 82.95 
In the “Queen Size” Motif | 
J. D. SCHLANG CO. 


NEW YORK 17,N. Y. 
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just as the bluish fluorescence of a Premier takes away 
its daylight brilliance. 

Pink diamonds are probably next in our series toward 
increasing rarity, and here too, we find many gradation< 
in the nuances of color which make each stone an jp. 
dividual. As with the near white common stones, one 
can judge the pinks best only by comparison, and many 
a stone which looks pink at first will shade off into q 
brownish pink on comparison with a truly pink gem, 
Occasionally we will encounter really bluish pink oy 
lilac stones that are intense enough in color to command 
premium prices. 

Pale blues are about as abundant as the light pinks, 
Usually the blue is a grayish or steely blue, and can best 
be observed if it is emphasized by setting it to contrast 
with a white stone. Sapphire blue seems not to occur jn 
diamonds. In general, really intense color tints are more 
characteristic of very small stones than of the larger 
ones; finely colored 10 to 30 pointers are much easier to 
find than deep tinted large stones. Some colors and in- 
tensities will be found only in the little stones; larger 
sizes are either wholly lacking or so rare that they are 
not really commercial. Blues the color of blue zircon, 
and roses the color of rhodolite garnet are known only 
in 14 carats or less. 


GREEN STONES ARTIFICIALLY PRODUCED 


Green diamonds are not uncommon in the market, and 
green skinned crystals, which become white on cutting, 
are well known in Brazilian rough. There have been a 
number of finished green stones on the market in recent 
years, but all green diamonds suffer the disadvantage 
that a really atractive shade of this hue can be produced 
artificially in diamonds, and hence someone is always 
likely to cast suspicion on such a stone. Green stones 
were known long before it was learned that such a color 
could be created in a diamond; the famous Dresden 
Green of the Green Treasury is the best known of these. 
Hence, it is quite unwarranted to impugn the origin of the 
color of all green stones. In general, the treatment, be it 
radium or cyclotron, does not penetrate deeply and the 
pigmentation is concentrated in a thin layer at the sur- 
face. One should, then, naturally be suspicious of a 
stone whose color paralleled the facets. On the other 
hand, a uniformly colored stone, one in which there 
appeared to be no definite color zoning, could probably 
be assumed to be a natural stone. The radioactivity in- 
duced by the treatment does not persist, though the 
coloration does, so the traditional method of testing such 
a stone by placing it upon a photographic film in the 
dark is of no avail. Quite a contrary and misleading 
result has been obtained in cases where the film was not 
wrapped to exclude visible light, for diamonds have been 
reported which would fog the film by a faint phosphor- 
escence, invisible to the eye, but which would in time 
expose the film and thus creates the impression that they 
were radioactive. 

In reference to green diamonds, which are quite con- 
troversial at present, one can only remain open-minded 
about them. At present cyclotroned stones are markedly 
spotty in color, the nature of the beam makes the locali- 
zation of color inevitable and an all-over treatment of 
the stone, while possible, would be quite expensive and 
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vould certainly require the full coooperation of an expert 
physicist. Not many are likely to be so treated without it 
becoming generally known. On the other hand, such a 
careful treatment could be given, or another means of 
sub-atomic bombardment devised which would give uni- 
form coloration over the surface of the stone, with the 
result that the stone would be hard to detect. It is at the 
moment highly unsatisfactory, but until the scientists have 
treated more stones, and studied more treated stones, it 
‘; dificult or impossible to say that a green diamond is 
natural, unless it is an historically ancient stone with a 
known history. On the other hand, it is possible to be 
quite definite in saying that a stone has been treated when 
the telltale zonal color pattern can be seen. Not a satis- 
factory situation, but one which time and research will 
improve. The spectroscope may supply the clue, but the 
scientists must have material with which to work before 
they can be expected to produce an answer. 

The scientist cannot take the position which has been 
suggested, that no public mention should be made of 
treated stones until we can tell how to tell them from the 
natural ones. We feel that our position must be exactly 
the reverse; we must describe the treated stones because 
we cannot in good conscience see people who depend upon 
us, risking a deception merely because we cannot guaran- 
tee the authenticity of some green diamond. If nothing 
were said dozens of stones might be treated and sold be- 
fore we had a chance to learn enough about them to give 
an authoritative opinion. 

Rarest of all is the red diamond. These are so seldom 
seen that very few of the experts in the trade have even 
encountered one. Most are less than a carat in size, the 
writer knows of but two and has seen only one of these, a 
stone of some 60 points. Some brown stones give their 
optimistic owners the impression of being red, but a truly 
red diamond is the rarest of all jewelry stones. And this 
is one case Where an owner would not insist on “flawless” 
perfection in his diamond! 

A number of the world famous historical diamonds are 
included among the fancy colored and so-called “off- 
colored” stones. The Shah, an Indian diamond of 88.7 
carats, is said to be white with a yellow brown cast, an 
“off-color” by present artificial standards. The interest- 
ingly cut Florentine, a stone of 137.27 carats, is a light 
yellow color, with a remarkable fire. The blue Hope 
diamond of 4414 carats was mentioned before. Another 
light blue stone was to be seen in the Russian crown 
jewels; cut in a high rose it weighs 46 carats. The Dres- 
den Green Brilliant weighs about 41 carats. There are so 
many other large colored stones that it would be useless 
to attempt to list them all, though one might mention 
among the less ancient stones the yellow 12814 carat 
Tiffany and the 54 carat pink diamond crystal quite re- 
cently found in Williamson’s Tanganyika mine and pre- 
sented to Princess Elizabeth. 

From the number of light yellow and fancy colored 
diamonds among the world famous historical stones, one 
can see that white brilliants are not the only ones with 
merit and not the only ones that have been sought by the 
connoisseurs. It would be well if the jeweler would 
remember this and accord all well made diamonds their 
due, no matter what their tint or color. Someday, perhaps, 
the public will then follow their lead. 
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— Mason best-sellers 
have wholly captured parent buy- 
ing appeal. Perfectly crafted for 
home or office use, these treasured 
keepsakes are bringing cherished 


memories to millions. 


Superlative in quality, distinctive in 
design and popular in price, Mason 
Masterpieces are being featured 
prominently in most leading stores 


from coast to coast. 


SELL PARENTS THE BEST 


Mothers have their baby's shoes 
bronzed only once, and they natur- 
ally want the very best. Your store 
should give them the best at no 
extra cost. Millions of parents 
agree that Mason Bronzed Baby 
Shoes are the last word in perfect 
workmanship and design. 


NO INVESTMENT! NO STOCK! 


y, You just take orders from your 


sample display of Mason Master- 
pieces. No inventory needed. Make 
the most of your selling space. 
Reap big profits with this fast- 
selling line! 


START ORDERS 

ROLLING NOW! 

Parents’ thoughts of cherished 
keepsakes have made Mason Mas- 
terpieces the gift of gifts. Start 
early to cash in on this strong 
parent buying appeal. Mason Mas- 
terpieces can give you a banner 
business. 


Write for our full color circular 
describing the complete line of 
Mason Masterpieces. Free adver- 
tising and merchandising aids. 


Agencies still available in some 
cities. 


L. E. MASON CO. 


Boston 36, Mass. 
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BEAUTIFUL 
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POW’ DER CASE 


ANOTHER 


THE WADSWORTH WATCH CASE CO.,INC., DAYTON, KY. 














OSTBY & BARTON (CO. 
“Ring-Leaders”’ 





SINCE 1879 


Due to the national demand created by 
our new, patented SELFIT Rings, we re- 
quire additional representatives in order 
to better serve our customers. We invite 
applications from experienced jewelry 
salesmen. Please include full particu- 
lars in first letter; giving age. personal 
history, past and present associations, and 
recent photograph. Your letter will be 
treated in confidence if you so request. 
Write Ostby & Barton Company. 118 Rich- 


mond Street. Providence. Rhode Island. 
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Census of Business 


(From page 156) 
main headings. Respondents are asked to: 

|. Identify the place of business by name and loca. 
tion. give name and address of owner or owners 
and date of acquiring or establishing the business. 

2. Describe the kind of business, the type of opera- 
tion and the legal form of organization. 

3. Report total sales in 1948 of merchandise, receipts 
for repair work, amount of sales taxes collected. 
and the value or per cent of total sales of fou 
principal merchandise lines. 

4. Give number of proprietors or partners generally 
devoting the major part of their time to the busi. 
ness. and the number of unpaid family members 
working in the business. 

5. Give total payroll for year. and number of paid 
employees (excluding proprietors, partners. or un. 
paid family workers) on the payroll for the pay 
period ending nearest November 15. 1948, with 
separate totals for the number paid for a_ full 
work week and the number paid for less than the 
full work week. 

6. List all leased departments or concessions at the 
reporting place of business, giving name of owner 
or operator and address of owner, kind of busi- 
ness conducted by leased department. and volume 
of sales in 1948. 

Census Form 21, to be filled out by the larger retail 
stores. contains the inquiries included in Form 20 and 
some inquiries for supplemental information or inven. 
line sales. and 
But even 


merchandise 
measures. 


credit practices, 
similar traditional retail Census 
this form is not formidable and differs essentially from 
the short form mainly in that it contains 22 “boxes” 
of inquiries for reporting merchandise lines. only one 
of which applies to jewelers. Thus a jeweler will answer 
only inquiries in the “box” relating to his business and 
will ignore the other 21 groups of inquiries on mer- 
chandise lines. 


tories. 


All independent retail stores with sales over $100,000 
in 1948 together with all firms with more than one 
store will be required to report on the long form. In 
addition, so as not to overlook the possibility of small 
store experience differing from that of large stores. a 
carefully selected sample of one out of ten of the small 
retail trade establishments will be requested to provide 
the additional long form. 

The Form 21 “box” for jewelry retailers provides for 
separate dollar volume sales of: 

(1) General jewelry items. 

(2) Diamonds and precious stones. 

(3) Watches, clocks and silverware. 

(4) Novelty and costume jewelry. 

(5) Other sales. 

Why all these questions. the businessman may ask. 
What does he get out of the Census of Business. he 
ponders. The answer is that the Census questions pro- 
duce statistical information which he uses. or could use. 
directly and indirectly in many wavs. Here are several 
applications: 
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1. Mr. A is a merchant who plans to add some new 
merchandise lines to his business. perhaps optical goods. 


- What competition will he have to face? The Business 


Census statistics on volume of sales of merchandise 
lines by kinds of business, and the number of such 
business establishments handling these lines _ will give 
him the answer. But that is not all. Statistics of the 
Population Census will give him information on the 
percentage of families in the income groups who are 
potential customers for the line Mr. A plans to add. 
The statistical information made available to him as a 
result of these censuses may save him from the con- 
sequences of an uninformed guess. This information 
will euide him also in his decisions on the amount of 
advertising he should do, or what he may profitably 
expend for other services he may buy. 

9. Now take the case of Mr. B who has an established 
business. He wants to expand by opening a_ branch 
store at another location. He will find the use of Census 
of Business statistical information profitable in deter- 
mining the best location by obtaining data on the vol- 
ume of sales and the number of competitors in his line 
in the area he has under consideration. Next he wants 
to measure the potential market for the goods he pro- 
poses to sell. From the reports of the Census of Popu- 
lation. he gets information on the number and character- 
istics of the inhabitants of the area his store would 
serve. He may find that the population in the area he has 
under consideration is insufficient in number to support 
his new business when he considers the fact that the num- 
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ber of stores in his line and their volume of sales would 
make the proposed location too competitive. Or he may 
find the opposite to be indicated. At least, he is making 
no blind decision when he considers the information 
at hand. 

3. Mr. C is a merchant who feels that his store could 
be more profitable. The Census figures will help him 
put his finger on his trouble by giving him averages 
for his trade to which he can compare his own opera- 
ting ratios such as inventory turnover, credit sales per 
total sales, employees per sale, pay roll per sale, repair 
work per total sale, ete. 

Many other uses are made of Business Census data 
applying the available statistics to immediate problems 
such as tax rebate negotiations and fire occupancy loss 
insurance claims. 

Enumeration of business establishments in the 1948 
Business Census, is scheduled to begin in March or April. 
The preparatory work is now under way. Full scale 
operations must await the appropriation of the necessary 
additional funds by the 8lst Congress. As soon as this 
is done, the operation will be stepped up to a_ peak 
without delay so that the results of the Census may be 
made available as soon as possible. 

Barring unlooked for delays in the appropriation of 
the necessary funds or special difficulties in obtaining 
the necessary enumeration staff used in the actual col- 
lection of reports, some results of the Census of Busi- 
ness covering 1948 should become publicly available 
toward the end of 1949. For the first time since 1939, 
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If you haven't a W. R. C. Catalog, 
write for a copy now. 
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When you need findings for repair or special 
order work, save yourself time and trouble. LOOK 
in the W. R Cobb Catalog. 


You'll find it easy to select the findings you need, 
in the right style and right size. For over 1500 items 
are shown in the W. R. C. Catalog. Each one num- 
bered and illustrated in exact size, with available 
metals listed. 


So when you need findings, order by number 
and quality from your material jobber, and specify 
W.R.C..... quality findings since 1877. 


W.R. COBB Co. 


101 Sabin Street Providence 3, Rhode Island 


New York Office Chicago Office 
320 5th Avenue 29 East Madison St. 
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SENSATIONAL! 


“Love’s Old Story” 
— in 14 K Gold 
with genuine oriental rubies 


++ 2256—Boy meets girl 
++ 2257—Dancing + 2258—Proposal 
Set—$70.00 Keystone 


individually—$25.00 Keystone 


WIDE VARIETY OF SCATTER PINS 
EXCLUSIVELY STYLED 


NEO JEWELERS, Inc. 


Manufacturers of Distinctive Gold and Diamond Jewelry 


580 FIFTH AVENUE, NEW YORK 19, N. Y. 
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authoritative information on the number of trade and 
service establishments classified by kind of business 
groups together with summary sales statistics will be. 
come available for the nation as a whole, for the regions. 
the big cities and small cities, and for each of the 
counties in the country. Manufacturers, wholesalers. 
retailers and, in general, the businessmen who are inter. 
ested in moving goods into final consumption without 
delay will have a picture of the effects on markets of 
the population and income changes which have occurred 
since the pre-war years. 

The 1948 Census of Business is authorized under Pyb. 
lic Law 671 of the 80th Congress. This law authorizes 
and directs the Bureau of the Census to (1) conduct a 
census of the distributive and service trades every five 
years, and to (2) conduct annual and other interim cur. 
rent surveys on the subjects covered by the various cen- 
suses. This law requires the Census Bureau to keep in 
confidence all information which might reveal opera. 
tions of individual establishments. This information 
may only be published in statistical combinations with 
like data from other establishments and cannot be used 
for taxation, regulation or investigation. No _ other 








agency, public or private, has access to Census files. 

Accumulated pressure in the late 20’s to make avail- 
able needed facts on the structure of the country’s dis- 
tributive framework resulted in the taking of the first 
Census of Distribution in 1930, covering business op- 
erations in 1929. This was almost a century after the 
first Census of Agriculture in 1840 and well over a cen- 
tury later than the first Census of Manufactures in 1810. 

Original legislation establishing a Census of Distribu- 
tion (or Census of Business as it is now called), sched- 
uled subsequent censuses at ten year intervals. However, 
the dynamic and changing character of American busi- 
ness tended to make the census results out of date con- 
siderably sooner. In the 1930's, special circumstances 
permitted two interim censuses to be taken prior to the 
conduct of the scheduled 1939 Census. That Census rep- 
resents the most recent authoritative description of the 
retail and wholesale trades and service establishments 
for the United States. 

The Census Bureau for some months has been pre- 
paring for the enormous job of counting, classifying, 
and measuring the activities of the close to three million 
trade and service establishments to be included in the 
scope of the Census, but the Bureau has by no means 
been alone in its preparatory activities. Twenty-five 
hundred copies of pamphlets soliciting advice with re- 
spect to the kind of data to be requested were sent to 
non-government people and organizations. Representa- 
tives of over fifty individual trade associations, including 
the American National Retail Jewelers’ Association. co- 
operated with the Business Division in an effort to de- 
velop a set of questions designed to elicit information 
of maximum usefulness with a minimum of pain to the 
respondents. Government agencies needing summary 
statistics to develop broad economic measures had their 
say, too. 





Pearl divers have been known to stay under water for 
as long as two minutes. The average time is from 60 to 
70 seconds. 
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Wedding Photos 


(From page 154) 


dailv. the manager mimeographed two mail sheets, the 
frst entitled, “So You’re Going To Get Married! Our 
hest wishes to the Bride and congratulations to the 
Croom... .” Apt advertising follows. The second piece 
‘s headed, “Free! $50 Gift! Free!” and here Cahan’s 
talent as a former journalist emits sentimental phrase- 
ology inclined toward emoting the prospective bride 
while informing her of the store’s gift offer. 

The extra work involved is negligible, says Cahan. 
Arrangements were made with a prominent professional 
studio, and they have resulted in a smooth flow for all 
concerned. When a purchase is made, Cahan hands the 
customer a “studio certificate,” which is serialized for 
his record. Upon its presentation to the studio, which 
bills Cahan monthly, the customers plan all photography 
with the latter. At the outset of the program, Centre’s 
manager studied customer-reception and satisfaction, and 
the gist of the comment was “Delighted with the gift.” 

Especially significant from the business viewpoint is 
the fact that Cahan aims these purchases at charge 
accounts. Needless to say, the young couple will not only 
require various appliances for its new home but be in- 
spired toward time payment. In this respect, Centre’s 
manager offers flexible agreements up to three years, de- 
pending upon the size of the purchase. 

“Even in most cases where a one-year plan is arranged, 
the weekly traffic increase by this particular promotion 


to date, has resulted in considerable sales tie-in,” de- 
clares Cahan. “The new homemaker is one of the best 
customers a jeweler who handles appliances can gain.” 

Cahan’s guess as to the value of the wedding promo- 
tion was correct. The real profit effect became assured 
in the third month, and it’s growing stronger. 


Floating Jewel Show 


(From page 158) 


Another interesting necklace was a series of white “nut 
shaped” beads interspersed with blue, yellow and green 
“moonbeam” beads with matching bracelet and earrings. 

For afternoon dress two diamond clips and a diamond 
necklace of round and baguette diamonds were exhibited. 
The clips were worn as a pair and the necklace was 
worn alone. 

A lariat of beads in a soft green tone finished off at 
each end with tassels and accompanied by matching 
bracelet and earrings were also shown for afternoon 
wear as well as multicolored pearls and _ tone-on-tone 
strands of pearls. 

For the cocktail hour a double strand of pearls to 
which an important pearl and ruby clip was attached 
and matching earrings were shown on a model wearing 
a taffeta suit. 

Jewelry shown for evening wear included an elaborate 
necklace of multicolored sapphires with earrings and 
bracelet to match. 
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OUR COMPANY 
NEEDS NO INTRODUCTION 





W: are looking for a man to cover Southern territory, who knows how 


to sell goods and has entree to show our line of popular priced diamond 


rings to well rated credit jewelers. 


Our line contains merchandising and advertising ideas that are featured 
by leading jewelers to help them create diamond business. 


Give full particulars as to age, past associations and references. 


All applications will be held in strict confidence. 
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216 East 45th Street 
New York 17, N. Y. 
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DISTRIBUTED THROUGH WHOLESALERS ONLY 
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The Calendar Wrist Watch. 
Shows at a glance the month, 
the date, the day of the week 
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| 
and the phase of the moon. | OV i. 
17 jewel movement with sweep | fg @ ij ' Fe fF rt : 
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Billboards 


(From page 162) 


afforded by billboards invariably helps to attract trade.” 

The actual operation of the campaign consists in rotat- 
ing these 60 signs every month, that is in changing the 
copy. A certain amount of flexibility is lial 3 in the 
period of the display. The firm has found it best to use 
the billboards only during heavy seasonal periods such as 
September. Oc tober, Siiialios December and January. 
omitting the next few months and then continuing in 
May and June. 

Contracts must be signed well in advance with the 
billboard company, while the jewelry firm’s advertising 
agency must be given enough time for the proper prepa- 
ration of artwork, copy, etc. 

The cost to Benz averages from $25 to $59 a sign. 
About $6 of this goes for printing each set of sheets for 
each board. Rental of the boards is from $25 to $40 
per month. depending upon whether or not it is illumi- 
nated. the traffic passing the point where the board is 
located. the visibility of the sign and its freedom from 
view-obstructing elements. 

In checking his results. Benz has found that returns 
from his billboard advertising exceeds that of direct mail 
which he also uses consistently. For one thing. he has 
learned that many persons who come into his store com- 
ment that they had heard about it through the billboards. 
Many of them, in fact. are strangers to the community, 
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Sycamore Ave. and Mill Road, Clifton Heights, Pa. 


such as luurists who pass through ur are out-of-towners 
working in Newark who notice the signs to and from the 
place of work. They come in not only to inquire about 
diamonds, but also about watches. silverware and other 
lines. 

The success of the Benz store in this regard is all the 
more noteworthy since there is only one establishment: 
there being no branches to benefit from the widely dis- 
tributed broadside of billboards. 

In evaluating his experience with billboard advertising. 
Benz has come to the following conclusions regarding its 
advantages for the average retail jeweler: 

First. it has a high remembrance value and leaves a 
continual impression of more than passing worth. He 
cites surveys which show that between 85 and 87 per cent 
of the population are outdoors every day going to and 
from work, shopping, recreation, and other activities. If 
this passing parade sights the billboards even a small 
fraction of the time, statistics prove that a sufficient num- 
ber of people will follow through by remembering the 
store and making visits to it. 

Second. it affords opportunity to lend color to adver- 
lising by dramatizing it and playing it up to greater 
effects of impact than usually afforded by other media. 
lor one thing it is large and ample. giving plenty of room 
for a capable artist to work out his sketches and illustra- 
tions. When it is illuminated at night. this effect is further 
strengthened by the brilliance of the sign against the dark 
background provided by the night. 

Third, flexibility. A jeweler doesn’t have to waste a 

(Please iurn to page 230) 


















FOR MARCH, 1949 








207 











My o WANA 
SEER LIN 


THIRD DIME NSIGEN BEAU LY 


/ ) J ) y 
Se Sn Sn 
Deauly Seauty sie: / 

in tronl in Profile in Lee! 





WALLACE SILVERSMITIHS 








208 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Mfferent fem all other silecr 


WALLACE’S “THIRD DIMENSION BEAUTY” designs differ from all 
others you have ever seen. The imagination of a great designer. 
William S. Warren, translated the masterful technique of full- 
formed sculpture into the art of silvercrafting and produced designs 
of timeless appeal. Wallace Sterling. like sculpture, has “Third 
Dimension Beauty”... beauty in front, beauty in profile, beauty 


in back. 


ONLY IN WALLACE STERLING will vou find this “Third Dimension 
Beauty”... this loveliness from every possible perspective. Wal- 
lace’s “Third Dimension Beauty” designs include Grand Colonial, 


Stradivari, Sir Christopher, Grande Baroque and Rose Point. 


WALLINGFORD, CONNECTICUT 
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With Emphasis 


On Silwer 


Stage-lighted shadow boxes along wall of 
silver section are used for the display 
of highlighted hollowware pieces. Table 
in foreground is used to feature dinner- 
ware selections of prominent local brides. 





Tix oldest became the newest when Frank 
Mindlin Company, Jewellers, of Albuquerque, New Mexi- 
co, unwrapped its newly remodelled store for public in- 
spection in November, 1948. More than a thousand people 
turned out to see what new refinements had been added to 
the presentation of fine jewelry, silver and gifts in the 
store that they had known for more than a quarter of a 
century as the leader in such things. 

What they saw was the last word in arrangement for 
comfortable shopping and in the display of merchandise 
to enhance its character and sparkle. Everything had 
been changed except the elegant walnut fixtures at the 
front end of the store where watches, rings, personal 
jewelry and gold and silver gift items are shown. 

While, throughout. the store has been designed to meet 
the smart tempo of today. the newest thing is the silver- 
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by FRANK KNIGHT 


Display windows in new store are set 
at a level of four feet in a frame of 
brown Tennessee marble which extends 
to ceiling height; terra cotta above. 


ware department. In the wall a series of four shadow 
boxes present selections of silver hollowware with all the 
clamor of a movie set. Backgrounds of blue-gray and 
flood-lighting are so managed that each piece of silver 
looks alive. Directly in front of these exhibits are a table 
and a silverware case. The table is set for four with china, 
crystal and silver. As the customer inspects a set of silver- 
ware or the well-appointed table her eyes cannot help 
but see the exquisite hollowware in the brightly lighted 
boxes behind. 

The table is for a special purpose. The Frank Mindlin 
Company enjoys a very large wedding gift business. 
Whenever such an event involves well-known or promi- 
nent people. which is frequently. the table is beautifully 
arranged with the bride’s own selections. Friends who 
wish to buy gifts for the bride may see exactly what she 
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Elaborate gift shop where the 
accent is on glass and china, 
is operated as separate de- 
partment at rear of store. 





o that shoppers need not feel that they are making their 
selections in public. 

The store front had been redesigned to: (1) bring 
the window shopper out of street traffic and closer to the 
merchandise displayed; (2) give the front a two-story 
perspective emphasizing the store name and the inviting 
entrance. 

Display windows on either side begin one foot inside 
the sidewalk line. They are cut in opposite patterns to 
lend a pleasant variation from geometric regularity. 
Space in the left-hand window is 30 inches deep, while 
that in the right is 24 inches deep. Window dressers have 
room to walk clear around the displays inside the store 
and place or remove items without undue stretching. 
Level of the displays is about four feet. The front is cut 
back underneath about a foot, which makes them seem 
to be extended toward the viewer for better visibility. 

The centrally located door is of heavy glass. It is set 
in a frame of glass approximately twelve feet wide. Shop- 
pers can see clear to the back of the long store from 
outside. 

Supporting the all-glass and stainless steel windows, the 
front is finished in brown Tennessee marble to ceiling 
height; above that it’s terra cotta. The name of the store 
is large and laid on the terra cotta like a thick cut-out. 
Floor of the vestibule between the windows is of terrazzo 
construction. 

Inside, the store has been made smaller with a con- 
sequent enlargement of the merchandise fixtures and cabi 
nets by comparison. Above the wall cases, all round. 
thirty inches has been taken up by a wall apron enclosing 
dead air. The ceiling has been dropped similarly. The 
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already has of her own, and what will go with it. And 
back up there in the wall is that enticing display of ap- 
propriate suggestions! 

The $50,000 remodeling project took well over four 
months. Mr. Mindlin had intended to close the store 
during that period, but so many weddings and social 
events were coming up that he decided to stay open some- 
how and take care of his customers. This called for some 
night work and some noisy interruptions, but selections 
went on. 

Speaking of weddings, Frank Mindlin has gained such 
a standing with the established families of the city that 
he receives many “name your own figure” orders for 
wedding gifts by telephone. Here is an example: 

“Hello, that you Frank? Say, Frank, you know about 
the Smith wedding? Send out something appropriate. 
You know about what I want.” Mindlin sends out an 
item of his own selection with the giver’s card, and a 
bill goes to the customer. 


ACCENT ON GIFTS 


Back of the mid-point of the store is a deluxe gift shop 
with emphasis on glass and china. The side devoted to 
glassware is made up with glass shelving and is lighted 
with bluish fluorescent tubes. In this soft blue light every 
article looks like fine crystal. Display tables down the 
center are covered with lace and contain gift items 
selected according to the season. On the opposite side 
the space is broken into two alcoves. Here china and 
ceramic merchandise from every land that produces any- 
thing outstanding is exhibited so that you can pick it up 
and examine it. Fine work from China, Italy, Czecho- 





slovakia, Sweden, Portugal and England, is on display. 
Every article is selected for artistic qualities. When you 
shop at Mindlin’s you can be pretty sure that your gift 
won't be duplicated. Over the alcoves the ceiling has 
been further lowered by means of a portico or grille 
of wood. This makes for a cozy and private atmosphere 
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enclosed dead air acts as a cushion to retain winter 
warmth and keep out summer heat. Air heating and cir- 
culation equipment is concealed in the ceiling, with vents 
through the ceiling acoustical tile. 
One particular advantage of the new wall and ceiling 
(Please turn to page 236) 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Do you know how much silverware business you should do and how it should 
divide between sterling, plate, holloware and flatware? Do you know how 
many stock turns you should expect from each line? How to plan a model 
stock? Do you know how to install and operate a unit stock control system? 
The trade press says “Silver sales show most vigorous growth” and “Silver 
assumes increased importance in jewelry stores” but you can sink a lot of 
money in inventory and miss a lot of sales if your silverware department 
is not properly managed. 


“HOW TO OPERATE THE SILVERWARE DEPARTMENT” 
answers all these questions and a great many more in a practical under- 
standable way. No theory, no vague description, but down-to-earth meth- 
ods, based on practical experience, that you can put to use 1n your store. 


Miss Zelma Bendure, the author, has had broad experience in the depart- 
ment store field and has written many notable articles on department 
store operation. This book is the application of her seasoned background 
of department store experience to the specialized merchandising of silver- 
ware, after a most exhaustive study of our industry. Because of her 
background, the book is slanted toward department stores, but the princi- 
ples in it apply to the operation of a silverware department in any type 


of store. 


Look at the subjects covered! 


Manual 1: How much silver- mote silverware, including 


“HOW TO OPERATE THE SILVERWARE DEPARTMENT” is a 
volume 934” x 1134” x 234” made up of twelve informative manuals 
and one reference manual bound loose leaf in stiff board covers, stamped 
in gold. Each manual is separately bound in heavy paper covers and is 
detachable from the main volume so that it may be used separately. 


This is your ““Book of Knowledge” about silverware in which the know- 
how of The International Silver Company in manufacturing, advertising 
and promotion has been combined with the practical retailing knowledge 
of Miss Bendure to bring you the most helpful piece of work ever done 
in the specialized field of Silverware Department management. 


Silverware is likely to be the biggest part of the jewelry store business 
in 1949. This book can tell you how to get the most out of it. Take 
advantage of this opportunity. Mail the coupon today for ten days free 
examination. The price of the complete volume containing all 13 manuals 
is $25.00 and it can save you many, many times that sum, but you shall 
be the judge, and you may return it in 10 days without obligation. 


ware business should you do? 
This answers the question. 
Manual 2: A yearly dollar 
merchandise plan for your 
Silverware Department. 
Manual 3: A model stock 
plan for the eight depart- 
ments discussed in Manual 2, 
by classifications . . . by 
items, price, quantity! 
Manual 4: A suggested Unit 
Control System. 

Manual 5: Introducing The 
International Silver Company 
to retailers. 

Manual 6: Suggestions for 
Silverware Department loca- 
tion and layout. 

Manual 7: Planning to  pro- 
mote silverware, including a 
breakdown of potential custo- 
mers by sex, age, and in- 
come bracket. 

Manual 8: Advertising to pro- 


many types of promotions. 
Manual 9: Displaying to pro- 
mote silverware: Suggestions 
for flatware, holloware, chil- 
dren’s silverware displays. 
Manual 10: Silverware De- 
partment personnel: selection 
of buyers and sales staff, 
silver training, plus a multi- 
tude of related subjects. 
Manual 11: A silver selling 
manual: complete, profusely 
and beautifully illustrated for 
buyer and salesperson. In- 
cludes designing, manufactur- 
ing, decorating information. 
Manual 12: Silverware instruc- 
tor’s manual: 12 basic meet- 
ings on sales manual, plan- 
ning meetings, preparations 
for meetings. 

Manual 13: A_ special _ refer- 
ence manual that summarizes 
the material in each of the 
other 12 manuals! 





it: | 
| ‘ The Jewelers’ Circular Keystone in the December issue headlined: ‘‘This 
| manual represents a worth while investment for any jeweler who is [— am @emnmne@nme«em GS «2 qa as «4 4) 42 @-= seat 
| interested in making an intelligent and well planned effort to improve 

the profits in his silverware department.” | THE INTERNATIONAL SILVER COMPANY 

The President of one of the country’s largest department stores soys: 

“It is a fine job and will, I am sure, add to the intelligent retailing 169 COLONY ST., MERIDEN, CONN. 

of silverware.” | Send me “HOW TO OPERATE THE SILVERWARE DEPARTMENT” 

for ten days free examination on approval, At the end of 

ten days | agree to remit $25.00, the price of the book, or 


Read what others think of | 


is the very finest thing that has been done and is an example of true 
leadership in an industry.”’ 

The manager of one of the largest silverware and jewelry businesses in 
America says: “A presentation of this sort cannot help but benefit any- 


A competitive silverware manufacturer makes this tribute: ‘I think this 
return the book postpaid. 


one who is in the silverware business and I assure you that we expect 
to get a great deal from it.’’ 
From a department store merchandise manager: “In my experience in DMIs: ics. scssccasairasaencscrsaliessoaceeicaiaiedekeneietiianmateamseGkeinaiate! 


the retail field I have had occasion from time to time to be intimately 
concerned with training methods and manuals. In all those years I do CITY 
sh Seed selina auniiaa cr auadiths aed aauneeee™ | a a aaa 


| 
| 
| 
Riss <i:sssicstsntisnonsencniinenenihsaiaiceinsin dee iekiinantipiadidataadbiaiidtadainjinidiinnalintonsadttial | 
| 
| 
| 


A leading wholesale jeweler writes: “‘ . . . the completeness is apparent POSITION 
at _ gran: also apparent is the enormous amount of research and BO OSS SOS 6600s S$ SES COE SSSSSSOSSSESSSSOS6SSSOS46S6066OSSS6S06SE86066565066660006060600060066000066C 
careful serious study that has gone into this work. It is indeed an | 

IIIT. inssisutiinkinbiniuaonianiasitdanudendabeibasnsiieiaiaab tanned iaheiaiaamaaatatiea 


outstanding top-drawer performance.” 

An official of the National Retail Dry Goods Association says: “Your 
manual on ‘HOW TO OPERATE THE SILVERWARE DEPART- 
MENT?” is the best I’ve ever seen. Research of the type this publication 
clearly reflects, is a good demonstration of what can be done to make 
distribution more efficient through retailer-manufacturer cooperation.” 


THE INTERNATIONAL SILVER COMPANY 


| Meriden, Connecticut 
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Separate Room Displays Silver 
Just As It Is Used in the Home 





by A. K. SOMERS 


A SEPARATE room set aside from the main 
sales section of S. Marsh & Sons. Newark, N. J.. has been 
an invaluable aid in selling silver for this jeweler. Pro- 
vided with all the realistic envircnment of home surround- 
ings, this “Silver Shop” enables undivided concentration 
on this highly selective brand of merchandise. Proof of 
the value of this segregated merchandising lies in the fact 
that the firm has seen their annual volume in silverware 
alone grow from $100,000 to almost a quarter of a mii- 
lion dollars in the two years since the shop was set up. 

When it is realized that the Marsh firm occupies a 
second floor location, although in the heart of the city. 
its success in merchandising silverware becomes all the 
more noteworthy. 

When plans were drawn up to establish the Silver 
Shop, the firm’s manager. |. J. Marsh. took into account 
what he believed were five principal elements of silver- 
ware merchandising. all of which he felt must be taken 


(Please turn to page 239) 
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Completely set table, with buffet in background, 
shows silverware to qreat advantage in special 
silver room at S. Marsh & Sons, Newark, N. J. 


Selective news- 
paper ads are 
run weekly in 
rotogravure sec- 
tion of Sunday 
paper. Copy is 
generally _—con- 
cerned only with 
one item or type 
of merchandise. 





This Week's Speeial? 


Sorry, ¥, ” 
y aT ap Phang 
Orders 





Or: 0 ee 
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WOODLILY TULIPAN 


3 
ed 


The Modern Hostess Set fills a need 
for everyday table-setting ... easy entertaining. 
Instead of inadequate single place settings, 
you sell a 46 piece table service that supplies 
your customer with enough flatware for: 


Complete Breakfast for Four 
Complete Luncheon for Four 
Complete Dinner for Four 
Tea or Buffet for Eight 


Each piece has been carefully selected for its 
versatility. Your customer may add to these 
essential pieces, once she has the basic 
Modern Hostess Set: 

8 teaspoons 

12 dessert spoons (4 for serving) 

8 luncheon knives 

4 butter spreaders 


12 luncheon forks (4 for serving or salad) 
1 steak set 


FOR MARCH. 1949 


FIDDLE THREAD FIDDLE SHELL 


The Modern Hostess Set is smart... efficient... 

a new trend in silver-buying. Besides being fashion- 
ably correct, it provides a unique and helpful 
“starter” for brides—better equips the established 
homemaker . . . answers the problem of gift customers. 


You and your customers will like The Modern 
Hostess Set in all five of the Frank Smith patterns. 
When you stock it we have point-of-sale material 
and booklets to help you promote The 

Modern Hostess Set. 


National advertising will also back up your selling. 
It will begin in March Vogue, followed by advertise- 
ments in House Beautiful, Harper’s Bazaar, Glamour, 

Seventeen, Brides’ Magazine, House & Garden, 
Mademoiselle and Guide for the Bride. 


FRANK SMITH SILVER COMPANY 
Gardner, Massachusetts 


bo 
— 


| 
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Design Patent Number 149,428 


Ss. jy, : 
ayocied Atalbyacve Inspired by one of the 


world’s great masters, America’s finest silversmiths 


have wrought a modern masterpiece in this newest 
creation by Frank M. Whiting . . . and called it 

Botticelli. Now, the magnificence of the Renaissance 

lives once again . . . captured forever in solid silver! 


At better jewelers and silversmiths everywhere. 


AMERICA’S FINEST STERLING 


AWD COMPAN F 


FRANK M. WHITING &€ COMPANY, MERIDEN, CONN. % GOLDSMITH AND SILVERSMITH TRADITION SINCE 1840 
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The Minden store is located 
in the heart of the downtown 
area in the completely re. 
built and remodeled Capito! 
Theatre Building. Emphasis 
is placed upon English ching 
to attract American trade. 











by ROBERT M. GIRLING 





Bernard B. Minden, 29-year old owner 
of the business, talks with the three 
Powers girls who modeled an array of 
jewelry during opening ceremonies. 





Models Help Customers 
“Get Acquainted’ With Store 










Brought to Windsor. Ontario, to display the latest fashions 
in jewelry. three New York models were the star attraction at 


reopening ceremonies of Bernard B. Minden’s remodeled store. 










Powers models, direct from the feature to attract attention to his remodeled store, lo- 


John Robert Powers Studios in New York. were one cated one block from the city’s heaviest shopping street. 
of the attractions that brought more than 5.000 persons He hit upon the idea of the Powers models and it paid 
to Minden Credit Jewellers, Windsor, Ontario, during off with surprisingly satisfactory results despite the very 
the store’s three “get-acquainted” evenings of the formal poor weather at the time. 
three-day reopening promotion of the firm. A full page ad in the local paper announced the formal 
Bernard B. Minden, 29-year old proprietor of the reopening of the store. It went on to explain that three 
progressive store, now new in everything but name and Powers models would be on hand during the evenings 
location. realized he needed some spectacular opening of the three davs of the celebration, and would display 





218 THs JEWELERS’ CIRCULAR-KEYSTONE 


PA a BV AD) 


OVERTURE 





PRINCESS ELIZABETH 





MARGARET 
in craftsmanship 
in styling 
in value 


there is no finer solid silver 





than 


SEATTLE 


\ational 


PORTLAND (ORE.) ° 


Vierling 


SAN FRANCISCO * 


NATIONAL SILVER COMPANY NEW YORK © CHICAGO * DALLAS * DETROIT * MIAMI * LOS ANGELES * ATLANTA 
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thousands of dollars worth of diamonds and jewelry. 
Regular business was carried on only during the day 
for the event while the evenings were devoted to inspec- 
tion of the store by the visitors and the display of 
jewelry. 

Thirty inch display ads run for three nights after 
the opening announcement reminded the people of the 
models who were displaying the jewelry. Free gifts and 
souvenirs were presented to women and children. 

Located in the completely rebuilt and remodelled 
Capitol Theatre Building in the heart of the downtown 





area, the ultra-modern store is easily one of the most 
up-to-date in Western Ontario. 

As with other stores throughout Windsor, located just 
across the Detroit River from Detroit, much emphasis 
is placed on American trade, especially in English China. 
Such famous names as Royal Doulton, Wedgwood, Ayn- 
sley, Paragon and Mason’s are featured by Minden’s 
with an eye to the American tourists who flock to and 
through this busy port city all year ‘round. 

One novel feature of the store’s many features is a 
display of every pattern of silverware carried in stock, 
mounted on a large panel of royal blue velvet on the 
wall near the stairway to the mezzanine. Here to be 
seen and compared are the various lines of plate and 
sterling in which open stock is carried. 

Mr. Minden, who, despite his youthful age, is one of 
the most progressive jewelers in Canada. He took over 
the business and location of Capitol Jewellers, only two 
years ago after coming to Windsor from Hamilton. 
Ontario. Through hard work and clever advertising, 
business has greatly expanded and many additional 
nationally advertised brands have been added to stock. 
Mr. Minden received much of his jewelry training in 
Philadelphia. 

There is a growing trade with regular Detroit cus- 
tomers who come to Windsor to take advantage of 
chinaware, silverware and other merchandise imported 
from Britain. Preferencial tariff agreements between 
Canada and the United Kingdom make this possible. 
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This clever display of silver flat- 
ware, mounted on a large panel of 
royal blue velvet on wall near the 
stairway to mezzanine, features all 
the patterns carried in the store. 


Front section of long narrow store 
gives idea of compactness. All the 
fixtures and wall areas are done in 
light shades. The flooring is black. 


Minden transformed waste space on mezzanine 
which cuns along one wall of the store into 
room for display of store's big china stock. 


Minden’s features cash prices on credit. There are 
no extra charges for extended terms. The large volume 
of business makes this possible. 

A complete line of radios, fine leather luggage and 
electrical appliances, by famous manufacturers, is stocked 
by Minden’s in addition to standard jewelry lines. 

As far as possible, Minden and his store manager. 
Mrs. Mary Chipperfield, who is a long-time resident of 
Windsor, concentrate on buying nationally advertised 
lines of merchandise so that customers know that not 
only the store but the national advertisers stand behind 
each piece of merchandise. 
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ways to prosper with Canterbury! 

12 excitingly new promotions 

to retail from $2.00* to $11.25*, all backed 
with the most complete merchandising 

plan ever devised! 








° > 
SB a» Bel o - = 


3. Chippendale Tray Set $5.00* 4. Smokers Ensemble $7.50* 








ORAS 


6. Shell Table Set $3.00* 








Ra 


; w 
ace Jam Set $7.50* 





PRN 





ae 


1. Dolphin Shell Tray $7.50* - 12. Maple Leaf Party Ass’t $11.25* 


1234567891011 





items by: 


Canterbury 


SILVERSMITHS 





for greater profits, quicker turn-over, 
Buy Canterbury; 
Buy through your Wholesaler! 617 62nd Street, Brooklyn 20, N. Y. 
*Retail Price, plus 20% Federal Tax 
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"49 Silver Parade 
Expected to Top 






Last Year's Success 






Copies of the JIC Idea Book are being 
made available to newspapers through- 
out country so that their advertising 
departments can be in position to help 
retail jewelers prepare for promotion. 
















Proven success of this nationwide promotion of silver as shown 


by results of first event in 1948. is expected to find a far 


greater number of retailers participating in cooperative drive. 


Kk OLLOWING the 1949 Diamond Jubilee 
which opens this month, the Jewelry Industry Council 
will conduct the second of its 1949 nation-wide Silver 
Promotions, the “1949 Silver Parade” from May 9 to 25. 

The Silver Parade last year was the first of the Coun- 
cil’s major nation-wide promotions and following it a 
questionnaire was circulated among the retailers. Of 
those replying 52.3 per cent reported sales increases 


ranging as high as 300 per cent with the average increase 


of 22.1 per cent. Because of the proven success of this 
promotion, and of the Watch Parade conducted last 
October, it is expected, according to Albert E. Haase. 
Executive Director of the Jewelry Industry Council that 
a far greater number of retailers will participate this 
year. The forthcoming Silver Promotion has as its slogan 
and central sale theme. “Silver. For Gracious Living . . . 
For Thoughtful Giving”. which encompasses virtually 
every reason for buying silver. It covers sterling and 
plate in both flatware and holloware. 

The Idea Book for this promotion provides full infor- 
mation for participating retailers. It gives the retailer 
suggested copy ideas and layouts for his newspaper ad- 
vertisements: window and in-store display ideas: sug- 
gestions for various promotional activities which he can 
conduct: letters to send to his customer lists, and publicity 
releases for placing in his local press. These suggestions 
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are set up so they may be adopted to fit in with the 
policy of the individual store. 

In addition to the aids offered by the Jewelry Industry 
Council, mat services and display houses have prepared 
special materials for their customers built around the 
themes of the promotion. 

“Following our previous promotion,” Mr. Haase says, 
“we have received complaints that some retailers, through 
carelessness or because of other reasons tried to beat the 
gun. This is bad business as well as bad sportsmanship. 
Nobody is part of a parade if he walks alone the day 
before it is scheduled. 

“These promotions are based on the theory that far 
vreater public interest can be stimulated and _ attracted 
through simultaneous, coordinated effort rather than 
through scattered, disorganized activities. We urge all 
retailers. for their own sake as well as for the benefit 
of others in the industry. not to start their Silver Parades 
hefore May 9”. 

Copies of “The 1949 Silver Parade” promotion book- 
let. through the co-operation of the Retail Division of 
the Bureau of Advertising of the American Newspaper 
Publishers Association are being made available to new- 
paper members well in advance of this parade so that 
newspaper advertising departments can be equipped to 
help retail jewelers prepare for the promotion. 
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Guild 


—D ee fe. 
Lf astic C oate 
PLAYING’ CARDS 


Your customers’ favorite subjects, chosen from Guild’s Gallery of 
distinguished art, appear as beautiful playing card designs. Enhanced 
oR aKo Mo} oh i-ah ito Ml oh Ao La ME -> 440130 71-Me o) (ol Siloam celeb ilale MCA UII le MM olloh alate Mael ger: 
are twin-packed in handsome crystal-clear plastic cases. Almost 
| daily, dealers report records of exceptionally quick sales and 
fast turn-over with Guild Plastic Coated Playing Cards. 


Write for our complete line catalog. 


BeoreOin, PLATING CARD C0. « RRECRE, Bee 


DIVISION OF WESTERN PRINTING AND LITHOGRAPHING COMPANY, WORLD'S LARGEST COLOR LITHOGRAPHERS 
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For Remodeling 














. a lt Aili, 2 oErorgrcage seen =. ® Above—The Krail jewelry store 
| tit i pe as it appeared before remodei- 
ee — ; - ing. Contrast its appearance 
‘ | | with modernized store at left. 


Interior of the Krail store was 
radically changed by remodel- 
wth ee | .. ; : S ing as shown in the photographs 
- . : ——— ~~ below. Top picture is “before” 
| ; | and bottom picture is "after," 


Front of the Krail store consists almost entirely 
of a iarge plate glass window. Front is recessed 


three feet with brick colonnades on either side. : 


~. 3 
a his 
eS is 


N. IDLE TRAVELER is Irving W. Krail, propr:- 
etor of Krail Jewelry, Inc., Fond du Lac, Wis. <A vaca- 
tion in the Southwest provided numerous ideas for a pro- 
posed remodeling. As he traveled, Mr. Krail observed: 
as he observed, he penciled notes. Recently, Krail’s re- 
opened its doors presenting its ultra-modern design and 
re-styling, the fruition of the note-taking trip, and “25 
years of progress.” 

Completely designed by its owners, Krail’s now pre- 
sents many innovations in display. A solid 9’ x 13’ 
wall of plate glass, with a spacious walnut display case 
directly behind it, replaces the old-type store front dis- 
play windows. Krail’s massive “new look” plus the 
display case delete cumbersome window display work of 
former years. Now, shimmering diamonds, gossamer- 
thin watches, and hosts of purse-tempting wares are 
deftly and handily placed in the chic display case, im- 
mediately catching the shopper’s eye. 

The mammoth glass store front, indented three feet 


(Please turn to page 235) 
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t SELLS . 


Score another hit for SWANK in this clevernew 
key chain! Here it is as millions of people are seeing ut in 
The Saturday Evening Post, Life, Collier’s and Esquire. 


















matey 











Tie in with this national campaign. Displays, newspaper ie | 
mats and envelope enclosures are available for the Anchor tha nea 
your local promotion now ! hee enapanl teas tn te an 
SWANK chains have the Quic- Key ring thas 


others. It's smart to wear a SWANK Anchor key chain. 

Available in a vanety of patterns. $1.50 to $12.50 

Always look for the name ‘Wik on all ous products Wilk - Mima 
. ine. Ba 











SWANK NATIONAL SALES OFFICE: 404 Fifth Ave., New York, N. Y. viaitlaaad 
° 7 nec 
SWANK REGIONAL SALES OFFICES: Baltimore - Boston - Chicago - Cleveland + Dallas - Detroit - Kansos City - Los Angeles - Philadelphia n Fra 
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EE. New 


|. Reviving the femininity of yesteryear is new Lustern 
piece made by Louis Stern Co., 70 Elm St., Providence, 
R. |. Jeweled circlets on velvet band, $13.50 Keystone. 











2. New 14K gold charm—combination television set and 
record player with enamel record albums and picture visi- 
ble through the screen—from Walter Lampl, Inc., 608 
Fifth Avenue, New York. Patent pending. $29 Keystone. 


3. The Glo-Lite, a new pocket flashlight key chain combi- 
nation, is available in two designs, gold-tone plain or 
gold-tone filigree. Sterl-Art Novelty Co., Brooklyn, N. Y. 


4. This eight-cup coffee pot, gold-lined sugar and creamer 
and tray are from new Colonial style Abbey pattern of 
silverplated hollowware on copper recently introduced by 
the National Silver Company, 295 Fifth Avenue, New York. 


5. Reproduction of an early Victorian Sheffield triple- 
compartment folding biscuit box is designed to be used 
as centerpiece for flowers, candy, condiments, etc. It 
has 24K gold lining and is priced at $116 Keystone for 
the plain model shown here; $126 Keystone for a chased 
model. Gould & Lewis Co., 15 West 45th St., New York. 


6. “Silver Poppy," a new pattern in sterling flatware by 
Lunt Silversmiths, Greenfield, Mass., is a heavyweight 
design blending the finesse of the modern with quality of 
the Georgian. Sculptured design is identical on the back. 
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assortment X-20, 
Your cost — $18. 
Pieces to retail 
up to $5.00. 

_ Order from your 

_ wholesaler today. 
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Hayes Neu 


|. This gravy boat and tray set is one of six new hollow- 
ware items, four in Community and two in Fiesta pattern 
of Oneida, Ltd. A Sheffield reproduction of early I9th 
century with Ascot rococco border, set retails for $32.50. 


2. Patented "Feature Lock" ring set that can be retailed 
from $57.50 and lower, depending upon the size of diamond 
used. Made by Feature Ring Co., 126 West 46th St., N. Y. 


3. Ermine or mink watch band, interchangeable with regu- 
lar black cord, strikes new note for evening wear. These 
fur watch bands have just been introduced by Universal 
Geneve for several of their “Limited Edition’ watches. 


4. "Portrait," a new ladies’ billfold by Enger-Kress Co., 
West Bend, Wis., in "Candlelight"’ model, has addition of 
picture frame on outside. With or without frame, $3.95. 





5. Newest in windproof lighter line of Zippo Mfg. Co., of 
Bradford, Pa., is their "Town and Country" series which 
features true-to-nature color reproductions of wildlife. 
Pocket models, $7.50 retail; table models on order $13.50. 





6. Available in choice of eight colors in simulated lea- 
ther is the "Dual," a new jewel box designed for use by 
either men or women by Tory Mfg. Co., 389 Fifth Ave., N. Y. 
With 24K gold leaf tooling, the box retails for $1.95. 
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in a fine name 


To every family in America, the name of a fine jeweler 
means quality merchandise . . . to be bought with con- 
fidence and given with pride for bridge prizes, birth- 
days, weddings, anniversaries and the many other 
special occasions. 

By using modern techniques of merchandising and 
promotion, jewelers have built a clientele and a reputa- 
tion invaluable to manufacturers of jewelry, silver- 
ware, timepieces, glassware, leather goods and other 
fine products. 

These success stories are gathered and published in 
The JEWELERS’ CriRCULAR-KEYSTONE with explanation 
and illustration so that other jewelers may take ad- 
vantage of every new trick of the trade. 

The way to gain jewelers’ interest and goodwill is to 
provide specific product information for their pro- 
motions through regular advertising in their leading 
source of business information — The JEWELERS’ 
CIRCULAR-KEYSTONE. 


To know more about the jewelry store ——— 


for your product, check the Jewelers’ Circular- 


Keystone for facts and figures and merchandising 


help. 


Chestnut and 56th Sts. 10 High St. 29 E. Madison St. 
Philadelphia 39, Pa. Boston 10, Mass. Chicago 2, Ill. 
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Window Display , 











Savitt’s. Hartford. Conn. 


@ A Chilton @ Publication &® 
100 East 42nd Street, New York 17, N. Y. 


681 Market St. 
San Francisco 5, Calif. 


420 Ind. Tr. Bidg. 
Providence 3, R. |}. 


2412 West 7th St. 
Los Angeles 5, Calif. 
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Billboards 


(From page 207) 


lot of his efforts in reaching the outer fringes of his trad- 
ing area such as might be the case in direct mail or news- 
paper advertising. He can select his choice spots and 
concentrate on them with singleness of purpose and not 
diffuse his audience. 

In actual practice, the billboards are sold in packages 
of 25, 50 and 100 per cent showings of a locality. Thus, 
if it is determined that 40 boards make up the saturation 
point in a city such as Newark, and if a retailer wishes 
to cover only 25 per cent of that total, he may select only 
10 boards, but can choose precisely the ones on which he 
wants to display from the selection offered him by the 
sign board company. He has the choice of deciding how 
many he wishes to be illuminated. 

Fourth, economy in all-’round results. Benz pointed 
out that whereas in newspaper advertising he has only 
one day’s opportunity to his target with a particular 
message, his billboard message is constant. For his oper- 
ation, Benz has found that billboards are less expensive 
and more productive of results than either newspaper or 
radio. 

Another supplementary value of billboards noted by 
Benz is that he has little competition in this medium from 
other jewelers, although, he says, there is an increasing 
tendency in the trade toward outdoor advertising. 








The results of billboard advertising show UP well as 
compared to the extensive direct mail campaign carried 
on by the store. This consists of the mailing of 300,000 
well-illustrated circulars a year, playing up all of the 
varied items and lines carried by the firm. Names are 
taken out of the city directory and concentration is dyy. 
ing the pre-holiday buying months such as September. 
October and November, and in the spring season. | 

Despite his success with direct mail, Benz is convinced 
that he is getting the major part of his trade through the 
stimulation provided by billboard advertising. He feels 
that his signs are beginning to assume the importance of 
local institutions since they have been used so regularly 
and are now so familiar to the members of the com. 
munity. 





Small Radio Promotion 


(From page 172) 


Shaw’s ran a page-long, three-column newspaper adver. 
tisement in a heavy black, broken-line enclosure setting 
forth this special. Either of the radios could be purchased 
for $16.95, and both could be had for $33.90. Again, 
the account idea was strongly urged, and $1l-a-week pay- 
ment made it hard to resist. 

“This promotion was so successful that we’re going to 
run it again, soon,” said Bobrick. “This time we're 
waiting for a Sunday newspaper rotogravure section in 
which to place our advertisement. 
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GOLD SILVER 


— 
| Strictly Refiners 
Not Manufacturers 


of Jewelry | 
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21 West 46th Street 























Metals of Guaranteed Purity 


PLATINUM 
IRIDIUM - RUTHENIUOM - 


W. solicit your Sweeps _ 


Filings — Scrap Gold and 


Platinum — Metals 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Inc. 


Tel. LUxemburg 2-2320 


* 


PALLADIUM 
RHODIUM - OSMIUM | 


WILL RECEIVE 
Special Attention 





New York 19, N. Y. | 
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“Rotogravure advertising really pays for itself, we 


Salespeople 


aS think. It is harder to get, at least in Cleveland, for many 

ad concerns feel the same way we do about it. Circulation ive annette 

0 ‘s in the hundreds of thousands, or a million, and you 

2 reach a lot of people who might be radio-minded on a the point of sale. Retail salespeople—the very people 

‘ leisurely Sunday afternoon. who control most sales and selling—are often neglected 

‘ Radio sales have proven good leads, according to and they, in turn, do a poor selling job with customers. 

. Bobrick, for follow-up jewelry promotion through dir - This last link in the chain of selling is the weakest link. 

4 mail _——. — rea es — a a _ Point-of-sale often is left to shift for itself, in spite of the 

. counts are ho aah heater od - a oe well-known logic that “a chain is no stronger than its 

s ae . ould i k gs too het we don’t | ive radio argh ml 

f I shou — * fe — led.” N Bobrick It is elementary but this fact will bear repeating: 
customers the “bounce olf, as it 1s called, Rnanndlent™*etuatens Nothing is really sold until it is in the hands of the 

y “I’ve heard that stores not regularly selling appliances seniies nina ctinmiianai, 


wntet I 


have been inclined to be weak on follow-up service, for 
instance. 

“If one of our radio buyers come in within a reason- 
able time, say, within a week or so, and complains that 
reception is rotten, or this or that seems faulty, we imme- 
diately test the radio. And if the complaint has good 
foundation, we don’t quibble a second—we take the radio 
back, and hand a new one over. 

In cases where the salesmen find that a little adjustment 
will probably satisfy the customer, this is taken care of 
speedily and the radio is back to the customer in a few 
days. Shaw’s has an arrangement with a reliable service- 
man for this kind of work. 

“Take a little time and care in radio merchandising,” 
concludes Bobrick, “and the new accounts will really 
amount to something.” 

Store owner is Milton Shaw, and the firm has had the 
same Arcade corner location for 38 years: 


It does no good for the manufacturer to stock up the 
distributor, and the distributor to load up the retailer, 
unless the latter can promptly move the goods off his 
floor or counters onto the public. 

When the sales cycle is not properly completed it 
backfires—and how! I’ve seen it blow whole businesses 
to smithereens! | 

Like the two old maids who were scrambling to safety 
during an air raid in London. The first one said, “Let’s 
hurry or we'll get blown into maternity.” 

And the other one replied, “Yes, and we'll never know 


who did it.” 


POINT-OF-SALE 


Jewelry store salespeople may do a pretty poor job 
of selling, not necessarily through lack of ability or 
desire, but because they lack: (1) proper inspiration 








CANDELABRA 
Left=No. 169 - 3 - light, 16” overall 
Right—No. 164 - 3- light, 22” overall 
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BEAUTY ... euz 
of the PAST... aud 
laward te FUTURE 


Faithful reproductions of authentic 
Sheffield patterns ... distinguished by 


superior design and workmanship — 


backed by a reputation for quality 





maintained for more than half a 


BROOKLINE, MASS. 
712 So. Olive St. 56 W. 47th St. 
F LOS ANGELES NEW YORK 
225 N. Michigan Ave. 1255 Market St. 
CHICAGO SAN FRANCISCO 
Santa Fe Bldg., 2nd Unit 
DALLAS, TEXAS 





century. Ask for information on the 


SILVER BY SACKS line. 





All items are silver on copper 
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COORDINATION 


,.. does | 


It takes perfect teamwork between eyes, 
mind, hands and feet to deliver the clean, 
solid punches that count in boxing. And it 
takes perfect coordination between metal- 
lurgical know-how, technical skill, special 
equipment and everlasting care to recover 
from old gold, silver and platinum the last 
tiny particle of value they contain. 
Handy & Harman has that coordination— 
the result of more than 80 years of precious 
metal fabricating and refining. That’s why 
Handy & Harman can and does deliver top 
returns on shipment after shipment of old 
gold, silver and platinum. 


“SEND” YOUR NEXT SHIPMENT 


of old gold, silver and platinum purchases to 
Handy & Harman—you'll find it a profitable 
thing to do. 








PRECIOUS METALS REFINERS AND MANUFACTURERS 
1900 WEST KINZIE ST., CHICAGO 22, ILL. 




















from top management; (2) training in good sales tech. 
niques; and (3) knowledge of their merchandise and 
its uses. 

You can’t blame feeble sales efforts on the salespeople 
being dumb or no good, as is so often stated, when no 
real effort has been made to strengthen them and thei; 
efforts. 

C. 5. Allyn, president of the National Cash Registe; 
Company, attributes much of his company’s success ty 
the development of sound policies in selecting and traip. 
ing people. 

“If the product itself is the most important element jy 
sales, then the man who sells it must certainly be the nex 
most important,” says Mr. Allyn. “Training in our busi. 
ness is something that never ends . . . the salesman must 
keep pace with the constant changes in business methods 
and the improvements being made in our products.” 

A survey made by Sales Management Magazine showed 
that for every customer who is dissatisfied and complains, 
there are 24 others who feel just as strongly but take no 
direct action. However, the 24 others will do most of 
their buying elsewhere and talk down the store or retailer 
to their friends. Of those who complain, 60 per cent 
relent and forget; 40 per cent will have no further rela. 
tions with the store or the product. 


NEW AND OLD ALIKE NEED TRAINING 


Thousands of retail salespeople and clerks all over the 
country feel that they are the least appreciated, the least 
thought about, the least taught and helped of any class 
of American workers. 

Many of them are new to their present jobs. The 
younger ones recently got out of service, school or college, 
and they have mental as well as physical adjustments to 
make; the older people may know the jewelry business 
but they have forgotten all they once knew about selling, 
for during the lush years they could—and did—get away 
with anything. 

Now the end result is that the majority, both young 
and old, don’t know how to sell your goods. Some of 
them don’t know how to sell—period. A good many 
jewelry store owners and managers could also benefit 
from a refresher course of some kind. 

Regardless of the size of your store, education of | 
sales personnel is most important. A regular training 
program should be worked out to fit the needs of each 
establishment—simple for the little fellows and getting 
more detailed with the big ones. In the latter, perhaps 
each different department or each specialty line should 
receive special attention supplemented by courses 
in selling or marketing at local high schools, colleges or 
universities if such are available. 

No salesperson is so good that he won't benefit by a 
course of regular reading or systematic study—either 
alone or in groups, followed by a full and frank discus- 
sion period, plus some practice work with others who can 
help guide. Such work will benefit the managers as well 
as the salespeople. 

In such discussions, the proprietor or manager should 
observe these rules: 

1. Don’t make discussions too much of a ceremony; 
keep them friendly and spontaneous rather than stiff and 
formal. 
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2. Be patient but firm about ideas you know are sound; 
always explain the reasons why. 

3 Never criticize bad sales work without giving the 
correct method and showing why and how it is better. 

4. Make sure the salesperson understands your point 
before leaving it; rehearse doubtful situations together. 

5. Never hurt a salesperson’s feelings by making fun 
of his work; be constructive, not destruetive. 

6. Encourage initiative, but have your salespeople 
stick to standard procedures; they pay best in the long 
run. 

More detailed steps to take in training will follow. 
Next article: “How to get in the groove.” 





Ride That Hobby! 


(From page 166) 


a jackass. And ever since that was discovered, that name 
has been used to describe the bill! 

“What has this to do with selling more jewelry, you 
might ask? Well, maybe those people didn’t come in with 
the idea of buying any jewelry, but they are bound to 
see some, aren't they? And impulse sales are mighty 
important in building up revenue for a jewelry store! 

“Look, I’m glad to have them come in for any reason, 
for there are many jewelry stores near here, so the store 
that makes the special appeal will get the business. I 
don’t do any newspaper or radio advertising and the only 
direct mail I use is at holiday time, so I have to employ 


some method of advertising to attract people into my 
store. My window does a fine job of pulling in passing 
trafic, and from there word of mouth builds our reputa 
tion. We have been here going on thirty years, with our 
list of customers growing all the time. That proves that 
our publicity methods, plus quality merchandise. are an 
effective combination in attracting prospects and convert- 
ing them into regular customers. 

“My coin collection is a good interest-arouser. My cus- 
tomers know that they are welcome to come into the back 
office and look over the collection on my walls. 

“Even the local colleges know of my collection, and 
many teachers of economics visit our store to borrow 
frames to use in their classroom discussions of the part 
money plays in the world. There’s advertising that | 
couldn’t buy. Every college kid in those many classes 
hears my firm’s name several times a day! When they 
need gifts, Polzer’s most likely comes to their mind. 

“That's my public relations work, I figure. So I feel 
that the time I devote to the Milwaukee Numismatics So- 
ciety and my coin collection is amply repaid and that my 
business benefits directly. For example, back in 1934 we 
started a Milwaukee chapter with only eight members. 
Now we have over 150. At our meetings we have many 
leaders in the world of numismatics, including such out- 
standing speakers as Mr. Richard Yeomans, assistant 
manager of the Whitman Publishing Co. of Racine, one 
of the experts who compiled the textbook ‘A Guidebook 
of U. S. Céins.’ Naturally, | am quite conspicuous in these 
monthly meetings. It’s fun. It’s good public relations, 
too! For, it makes friends for our store.” 








No matter how old the watch, we can give 


EXPANSION BAND REPAIR 
You Can't Go Astray... 





220 W. 5TH ST. 
LOS ANGELES, CALIF. 


657 MISSION ST. 
SAN FRANCISCO, CALIF. DENVER, COLO. 


1440 BROADWAY 29 E. MADISON 
OAKLAND, CALIF. CHICAGO, ILL. 


SEABOARD BLDG. 
SEATTLE, WASH. 


UNIVERSITY BLDG. 








it that New Look... with our THREE SERVICES 


DIAL REFINISHING e CRYSTAL FITTING 


Sending Your Work Our Way 


Finest Workmanship and Service — Since 1926 
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KIRK DIAL CO. 
DALLAS, TEXAS 


ALAKEA & HOTEL ST. 
HONOLULU, T. H. 


VANCOUVER, B. C. 
TORONTO, CANADA 


1103 GRAND AVE. 
KANSAS CITY, MO. 


717 LIBERTY AVE. 
PITTSBURGH, PA. 


153¥Y% HOUSTON ST. N. E. 
ATLANTA, GA. 
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WANTED: 


2 TOP-NOTCH 
SALESMEN 


Aiming For $25,000 


Yearly Income! 








We have two lucrative territories 
open for men with active, sub- 
stantial retail jewelry store fol- 
lowing. One established territory 
consists of New York State, Penn- 
sylvania, Ohio, Michigan, Indi- 
ana. The other established terri- 
tory includes Illinois, Missouri, 
Kansas, Oklahoma, lowa, Wis- 
consin, Minnesota. This is an 
exceptional opportunity for the 
men who qualify. Please write 
fully, stating territory covered. 
Your letter will be held in strictest 
confidence. 


GOTHIC JARPROOF 


"The only watch whose HEART is 
GUARANTEED A LIFETIME" 


37 West 57th Street 
New York 19, New York 
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Employee Content 


(From page 178) 


willingness to do his job better every time he comes to 
work. 

When outsiders are called in to fill good openings a 
firm can always expect a great deal of discontent among 
its employees; and in most cases the latter have a good 
case. 

Promotion should be made within one’s own organiza- 
tion whenever possible. When outsiders are called jn 
every employee should be acquainted with reasons why 
this step was taken. 

Every employee should know that there’s more than g 
routine pay check in his future with the firm; that better 
jobs are ahead for him, possibilities of larger pay checks, 
of recognition for merit he expends in behalf of the or. 
ganization. 


RAISES 


The firm whose management never grants a wage in- 
crease unless it has been requested by an employee is the 
firm that always has discontent in its ranks. All of us like 
to feel that the good work we do is being observed and 
recognized and that it will be rewarded—when we have 
to ask for raises we know such recognition is not present. 

Wage raises should be an established policy with any 
business; they should come through achievement and 
merit, and every employee should know that such wage 
increases will be his without the asking when he has 
earned them. 

In large industrial organizations such matters are han- 
dled almost entirely through union-management negotia- 
tion; and they will receive more and more attention in 
the immediate future. 

However, in the smaller business enterprise where no 
such unionization exists, these things are between em- 
ployer and employee and in such cases the employer is 
going to have more and more of a responsibility in the 
months to come. 

There will be less discontent in any small business 
where even the few employees on the payroll know that 
when they have earned a raise and the business of the firm 
merits that raise, they will receive it without request or 
cajoling. 


OTHER FACTORS 


Many other factors enter into the problem of employee 
discontent. Most are not as prevalent as the foregoing 
and are more or less found in individual organizations 
rather than business as a whole. 

But, these causes of discontent are present, and we 
must know they exist and combat them. Here are a few: 

Failure to receive opinions of employees seriously; 
hiding too much about the business from employees; 
the practice of selfishness and favoritism; a voice in fix- 
ing working hours and conditions; the practice of too 
much partial treatment; elimination of cause for sus- 
picion; and the lack of pride in the job the employee 
holds or in his or her boss and his business. 

All of these things are important in good business man- 
agement. Keeping employees happy and free of discon- 
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ver greater problem when outside forces electronic “eye” activates a pleasant chime as one enters 
tent becomes an ever g Pp 


agitate the causes of discontent and build mountains out the trim, restyled store. The electronic device insures 
of mole-hills on such matters. prompt service for customers. 

How much of this business we will have to face in the | Germicidal showcase lamps, spotlights set at 3-foot 
future remains to be seen. One thing is certain, however, intervals in the ceiling, and “Day-Brite” flourescent tubes 
judging from early trends in the news following the flood each case and the entire store in a bath of light. 
elections, there is every possibility that such discontents An acoustic ceiling, asphalt-tiled floor, and complete air 
are going to be seized upon and used as the means of conditioning add to shopping comfort and convenience. 
trouble-making wherever business enterprise exists. All shelving is set at an angle from display case to wall 

The success of any business depends on the absence for greater eye-appeal. Walls are papered in refreshing 
of such discontent within its organization. Now is an floral design—far more effective, Mr. Krail declares, than 
excellent time for every reader of these pages to conduct the old-type flat painted wall surfaces. 
searching inquiry within his own business enterprise Thirty additional feet of rear floor space provides the 
toward discovering any possible sources of employee dis- new, larger watch, clock, and jewelry repair department 
content and seeing that they are eliminated, wherever which now employs three watchmakers. The added foot- 
possible, speedily and efficiently. age likewise provides for an auditing department and 


two large safes, equipped with teargas, protect repair 
work and layaways from theft. 

Coupled with latest display devices and ultra-modern 
jewelry store fixtures, Krail Jewelry, Inc., has increased 
its repair and sales staff to seven. Each member of the 
enlarged staff is expertly trained in his field, and with 
remodeled facilities, is well prepared to serve shoppers. 

The newly remodeled store, located away from the 
downtown shopping district, provides adequate parking 
facilities for its patrons. 





Remodeling Ideas 


(From page 224) 


from adjoining stores, is flanked by two brick buttresses. 
Each brick colonnade is fashioned with an eye-level niche 
for use as out-door shadow-box displays, complete with 
glass fronts and flourescent lighting. Complementing the 
indented store front is an awning of aluminum trim. 
This awning is controlled from the inside :vestibule of 





the store, another Krail “original.” Only one third of the earth’s population eats with 
Unique, too, are front door and transom porthole knives and forks. Another third eats with chopsticks and 
windows equipped with blue flourescent night lights. Ar the remaining third uses its bare hands. 








SILVER CYANIDE 


© UNIFORMLY GRANULAR 


@ MEETS ALL NORMAL 
SOLUBILITY TESTS 


We invite your inquiries and can 
deliver any quantity from stock. 


THE AMERICAN PLATINUM WORKS 


PRECIOUS METALS SINCE 1875 


231 NEW JERSEY R.R. AVE., NEWARK 5, N. J. 
NEW ENGLAND REPRESENTATIVE: GEORGE E. SISTRAND, PROVIDENCE. HOpkins 9027 
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Bon Bon, Stock 3773-ET, I'4"' high, 6/2"' diameter. Mirror 
finish front and back; bottom, emery finish. Heavy silver 
plate on copper. Individually hand engine turned—barley- 
corn design. An exclusive and different item. Packaged 
in tarnish-resisting gift boxes. Suggested retail price $3.95. 
Also available without engine turning. 


From the heart of the 
NEW ENGLAND SILVER INDUSTRY 


Here is another item from the extensive Gregg line 
which includes coffee and tea sets, water pitchers, flower 
vases, waiters, trays and bowls.  Tra- 
ditional craftsmanship in design and 
finish is expressed in every piece. 





Emphasis on Silver 


(From page 212) 


treatment, according to Mr. Mindlin, is that the sound of 
people’s voices remains natural and local. The store 
formerly had one of those old-fashioned metal ceilings 
that bounced every sound from one part of the store to 
another. It was difficult to carry on a private conversa- 
tion over a ring or a watch, and that is one place where 
most customers do not relish having to raise their voices, 

Another interesting effect is that the wall cases now 
have the appearance of being inset instead of standing 
out from the wall like movable pieces of furniture. 

The store is extremely well lighted with three types 
of fluorescents. There is the brilliantly flooded light in 
the show windows; the partially concealed lights in the 
ceiling, and the lighting within the display cabinets in 
the walls. 

Half way to the rear of the 25 by 142-foot store there 
is a sort of waistline. The office is located on the left side. 
and. on the right side the silverware department. 


The central and rear portion of the store have all new 
fixtures and cabinet work in bleached mahogany. The 
floor is covered with cemented linoleum in a darkish, 
neutral shade. In odd corners, at either side of the en- 
trance inside, for example, small tables are used for the 


display of special items. During the opening a silver 
tea set was shown. It was a genuine antique of wonderful 
design and workmanship. On the other side, resting on 
a gorgeous piece of tapestry, was an old French clock, 
silt finished, ornate. Liberal use is made of velvets, 
tapestries and laces for display purposes. 





e 
MANUFACTURERS OF SILVERWARE TAUNTON, MASSACHUSETTS 


=> SHOWING 
=| THE LIGHT” 


MILLION READERS 








Frank Mindlin opened his first store in Albuquerque in 
1919 in a small space next to a pool hall. He moved to 
the present location, in the heart of Albuquerque’s main 
shopping district in 1923. 









One of his rules, in good times and bad, has been “no 
bargain sales.” He holds that jewelry and silver belong 
to a higher level than ordinary goods. 


Another rule is that the use of the 


TO 


word, “cheap” is 
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@ Just press to light 


Steady Regens advertising 
appears in all these leading 
national magazines. It tells the 
Regens story of top quality and 
low price, time and again, to 96 
million selected readers. Stock, 
recommend, and display Regens in 
your store and share in the profits. 


@ Works in ony weather : 
@ Slide-out tank lights 
pipes, too 4 


@ Guoranteed against 
mechanical defects 


@ In nickel, chrome, enamel 
or etched finish 





$1.50 to $2.50 
RETAIL 


For extra profits sell 
Regens Yellow Flints and 
Regens Lighter Fluid 


SOLD THROUGH 
WHOLESALERS ONLY 
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Window used by Arthur A. Everts Co., Dallas, Texas, tying in with 
Cotton Bowl football classic, featured 44 of the 91 Hamilton 
watches presented to members of the SMU and Oregon teams. 
Pennants of both schools flanked the miniature goalposts which 
had a gold “mum” on one and white on the other. Small figures 
of players in foreground were in colors of the opposing teams. 
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REGENS LIGHTER CORPORATION © 2 East 46th Street, New York 17 
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‘nexcusable in a quality store. It is more dignified, for 
example, to say “less expensive. 

He believes that every item in the store should be 
handled with respect. “You can show a $15.00 ring as 
though it were of high value,” he says, “and also you can 
destroy the appeal of a $1,000 diamond through im- 
proper presentation. , 

He is dead set against boisterous or banal greetings 
by any member of his organization. He thinks that such 
familiarity, even towards a friend, is out of place in a 
quality store. His clerks address customers much as a 
well-mannered host greets a guest in his own home. 

Five per cent of the store’s gross goes for advertising. 
Emphasis is always on values and the integrity of the 
house. For many years Mindlin used the slogan: “What 
We Say It Is, It Is.” 

The name Mindlin stands for uncompromising values, 
and the store enjoys the trade of people who formerly 
were accustomed to do their jewelry shopping in larger 
cities. Mindlin offers the same level of merchandise that 
they would get in the best known stores of the nation. 
Tourists more than once have dropped in to see the store, 
and remained to make unexpectedly important purchases. 

The watch repair department has always been stressed. 
It employs four men and, like the gift department, is at 
the rear, in order to build up traffic through the store. 
Mindlin has been the Santa Fe Railroad’s local watch 
inspector for the past fifteen years. 

As a member of his community, Frank Mindlin has 
never slighted the responsibilities of a successful mer- 











chant. He has headed many chamber of commerce com- 
mittees. He is a charter member of the Albuquerque 
Country Club, and is a Mason, a Legionnaire and a 
Rotarian. 

During the second world war he did yeoman service 
as county chairman of the E Bond Sales Division. He 
promoted bond sales with jeep and airplane rides and 
any other incentive that offered possibilities. He sold E 
Bonds wherever he went, from New York to Honolulu, 
and with such zeal that his sales have exceeded a million 
dollars. He is still at it. 

Mindlin is a member of the American National Retail 
Jewelers Association, and is past president of the New 
Mexico Association. His nephew, Howard Bluestein, now 
with him in the store, is currently president of the state 
oroup. 

The Frank Mindlin Company employs 25 people. Five 
are in the gift department. This was started ten years 
ago to stimulate store traffic. It was hoped that it would 
carry its own weight and break even. But, Mindlin 
admits, it has surprised him by going beyond that figure 
ten times over. 

It is perhaps an evidence of the Mindlin personality 
and attitude toward the jewelry business that the spelling 
“jewellers” is adhered to in the store name. That is the 
way that Frank Mindlin looks at the business, as some- 
thing hallowed with time and integrity. 





A 24-foot pendulum swings from the world’s oldest 
clock which has been running for 376 years on a church 
in Rye, England. 
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FOR MOST SATISFACTION 


SEND US YOUR SWEEPS 
FILINGS, SCRAP GOLD AND PLATINUM METALS 


WE SUPPLY TO MANUFACTURERS 
A-FULL-LINE-OF-SETTINGS-AND-SHANKS-IN-ALL-METALS 


REFINERS & SMELTERS 


FOR HALF A CENTURY 
JOSEPH B. COOPER & SON inc 


Phone COrtland 7-0360 NEW YORK, N. Y. 
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Service and 
Safety | 
Award Emblems 





To help manufacturers and other companies improve 
their employee goodwill and cooperation, sell them 
Service Award Emblems for 1, 3, 5, 10 and 25 years of 
service—and Safety Award Emblems for “no lost time 
through accidents.” Write for illustrated folder. 


METAL ARTS COo., Inc. Rochester 5. N. Y 











REAL SNAKE CHAIN 


SUPPLIED TO MANUFACTURING JEWELERS 


Prompt Delivery 
LLOYD’S 


P. O. Box 559, Providence 1, R. I. 


N. Y. Representative 
GILBERT CAHN, 110 W. 34th Street 














Sizes from 1-64 
always in stock. In 
half sizes from 1-10. 
None genuine unless 
stamped JE VIN on 
face. Stocked by lead- 
ing material dealers. 











THE JEWELRY REPAIRERS HANDBOOK 


by J. G. KEPLINGER 


Written mainly for that large class of workmen who have learned 
their trade in stores and who desire to know the best as well as 
the latest methods employed in large jewelry repair shops. 


PRICE $]25 POSTPAID 
The Jewelers Circular-Keystone, 100 E. 42nd St., New York 17, NV. Y. 


Remittance must accompany all orders. 














LEARN ENGRAVING 


Prepare for better income in spare hours. 
Complete Home Study Course of 26 lessons 
prepared by experts. All lessons carefully 
graded. It’s easy — practical — interesting! 


No other Course like it! Send for FREE folder. 


A. W. THACKER ACADEMY 


423 Federal St., Pittsburgh 12, Pa. 
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Economic Outlook 


(From page 182) 


In the diamond industry you are confronted with 
special problems. 

The re-establishment of diamond cutting in Germany 
poses an important problem for the industry here, espe. 
cially since, as indicated by circumstances, a goodly por. 
tion of German production becomes involved in depressed 
currency manipulation, while being _ trans-shipped 
through other countries en route to the U. S. 

The infiltration of “black market” polished diamonds 
into our American market understandably places a handi- 
cap on your industry, and of necessity works to the dis. 
advantage of your employees as well. 

I am glad to note that various segments of your in- 
dustry are taking aggressive measures to help correct 
this condition. Our office, as some of you will recall, 
has pointed the way to the correction of some of the evils 
affecting the American diamond industry, and, within the 
limits of our own authority, we will be glad to render 
such assistance as we can. 

The energetic manner in which the Diamond Manu. 
facturers and Importers Association of America and par- 
ticularly your General Counsel, Louis Frankel, is attack. 
ing these threats to your industry is to be commended. 

The First Annual Diamond Jubilee sponsored by the 
Jewelry Industry Council should have a stimulating effect 
on your business. We have taken note of this promotion 
effective March 27 to April 9, and have included it in 
our publication entitled “Special Days, Weeks and 
Months in 1949,” 

I know something of the splendid job which Mr. 
Haase, executive director of the Council has done in 
connection with the promotion of the sale of silverware 
and watches and we reported to our Washington office 
in some detail on the results of the survey made by his 
organization. The charts showing the results percentage- 
wise of inadequate or inefficient selling are particularly 
enlightening. 

The outlook for the diamond business in 1949 is not 
a gloomy one. From what I can gather the quantity of 
rough diamonds of gem type is likely to be in limited 
supply during 1949 particularly in the better quality 
stones ranging from a half carat upwards and hence 
prices should remain firm for all but inferior grades. 
The downward turn in the cost of living as exemplified 
in the Bureau of Labor Statistics Index which shows a 
decline of about 7 points in the last six months, should 
have a somewhat favorable influence on your business 
since the pressure on the family budget as a result of 
increased cost of necessities has a direct bearing on 
diamond sales. 

The large number of current marriages, as well as the 
substantial group who deferred buying diamond engage- 
ment rings until after marriage, also gives assurance of 
a relatively good market so long as our national economy 
remains sound. Thus with adequate sales promotion, 
the unit volume of diamond sales in 1949 may approxi- 
mate that of 1948. 

There is likely to be, according to reliable sources, a 
reduction in profit due to closer competition and either 
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“frozen” or higher costs of doing business as well as 
expansion of credit accounts at the retail level. 

Imports of polished stones during the first 11 months 
of 1948 amounted roughly to 341,000 carats valued at 
about 52 million dollars compared with 315,000 carats 
for the corresponding period in 1947 valued at 48 mil- 
lion dollars. 

Imports of roughs for the first 11 months of 1948 
amounted to 987,000 carats valued at 40 million dollars 
and for the corresponding period in 1947 amounted to 
793,000 carats valued at 35 million dollars. 

I brought with me a table showing the source and 
amounts of diamonds received from the leading ex- 
porting countries should any of you wish to consult it. 

In closing I would like to add that the members of the 
diamond manufacturing industry including importers 
and others closely allied to the industry would be well 
advised to act in concert in attempting to meet the prob- 
lems which presently confront the industry and _ those 
which may arise in the future. 





Silver Room Display 


(From page 214) 


into consideration in moving this stock. 

First, give customers every opportunity to handle and 
examine the goods at their leisure and thoroughly at ease. 
Make it easy and pleasant for him or her to be thor- 
oughly familiar with brands, patterns and usages, to ask 


every conceivable type of question about it and to be 
thoroughly satisfied that the purchase is what they want. 

Second, make the atmosphere as realistic as possible. 
Provide table settings with napkins, chairs, candles and 
all the other adornments of the dining room. This type of 
environment enhances the beauty and utility of the stock 
and tells at a glance what its purpose is and how it can 
best be placed and made use of. 

Third is the important element of lighting. In the 
Marsh Silver Shop only fluorescent lights are used, never 
incandescents or a combination of both. This illumina- 
tion provides a soft, warm glow which plays up the beauty 
of fine silverware and makes it more appealing. 

There are grilled overhead lights at the side of the 
room and in the center, a circular triple channel of un- 
interrupted lighting. The whole effect is to make every 
corner of the room easily visible from any vantage point, 
imparting an air of cheerfulness and attractiveness, there- 
by making selection and inspection that much more 
inviting. 

Furthermore, every one of the four upper corners of 
the room is equipped with a spotlight which can be easily 
thrown on a particular item under examination. 

Fourth, there must be a planned departmentalization 
and segregation of the stock itself with no overlapping 
of merchandise. This arrangement not only prevents con- 
fusion and the appearance of cluttered goods, but makes 
selection by the clerks that much easier. Thus in this 
case for instance, candlesticks are placed in one area, 


tea sets in another, and so on. 
(Please turn to page 258) 











Are You Taking Stock For 1949? 


Have You Any Inactive or Obsolete Patterns of 


STERLING SILVER 


Or Anything New or in Used Silver, Flat or Hollowwarer 


These are frozen assets and can readily be converted into 


CASH. 


No matter what pattern, or how large or small the quantity, 
send it and if our offer is not acceptable, it will be returned 


express prepaid. 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 


MEMPHIS 1 


TENNESSEE 


Reference: THE JEWELERS’ BOARD OF TRADE 
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|. Made from the original old Chelsea molds are these 8" 
figures in Spode bone china—''The Sportsman" and "Mistress 
Mary''—which may be retailed for $41.50 each. Carried in 
stock by Copeland & Thompson, Inc., 206 5th Ave., New York. 


2. Cut in swirling wreath pattern are this 5!/2'' compote 
and 3-piece mayonnaise set in the ‘'Candlewick" shape. The 
compote may be retailed for $4 and the mayonnaise set for 


$5. Made by the Imperial Glass Corp., of Bellaire, Ohio. 


3. Convenient, attractive earring case in satin or faille 
lined with velvet, in assorted colors. Retail about $2 to 
$2.50. Sold through Clarice Unger, 225 5th Ave., New York. 


4. From "Sweetheart" line in chartreuse with white flower, 
white with red, smoke green with yellow or violet — candy 
box retail $3; bud vases, $1.50 and $1; tray, $1. By 
Vallona Starr Ceramics, 1110 S. Chico Ave., El Monte, Cal. 


5. Spoon pot — silver gray, chartreuse, or grotto green 
ceramic bowl in silver-plated, copper or brass ring with 
cut-outs of baby spoons; on wood base. Retail $9.95 and 
$7.95. By Northington, Inc., 510 W. Garfield, Glendale, Cal. 


6. Copper ware with infra-red finish making it impervious 
to scratches and liquids—retail from $2.50 for pilsner to 
$1.50 for small jigger. Silverplate, 20% higher. From the 
Peerless Specialty Co., 743 Ceres St., Los Angeles, Calif. 
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The new “Pearl Edge” pattern, another exquisite Tiffin 
design, offers new, seasonal charm which can be a real tonic 
to your spring glass sales. 


Unusually clear and symmetrical, the delicate “pearls” 
are blended superbly into the various modern shapes with a 
result that has ample eye appeal and the looks of a much 
costlier pattern. 


Here is a complete table service, with accent on utility as 
well as beauty. ..... It also spells o-p-p-o-r-t-u-n-i-t-y! 


A note from you will bring further details, prices! 





UNITED STATES GLASS COMPANY 
Tiffin, Ohio 
Makers of “TIFFIN” and “GLASSPORT” fine glassware 
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I. New is this "Ivy" cutting, which appears on a complete 
line of stemware, drinking items, 8" plates. Goblet retails 


at $36 a dozen. Made by A. H. Heisey & Co., Newark, Ohio. 


2. Designed by head of School of Glass Art, Venice, and 
made by Maestri di Murano, 5'/4"" ash tray retails at $10; 
2" candlestick, $3.50; 234" cigarette holder, $5. Sold by 
A. J. Van Dugteren & Sons, Inc., 5 East 57th St., New York. 


3. Spotlighted here is Lazy Susan hors d'oeuvre tray with 
5 ceramic dishes in copper-rimmed wood base; $10 Keystone. 
From Peter Van Straaton Co., 2655 Main St., Santa Monica. 


4. Electric food warmer with two-heat control has three 
2-qt. heatproof glass dishes inset in chrome cabinet; re- 
tail $66.50. Or with glass covers, $59.50. From National 
Silver Deposit Ware Co., Inc., 44 West I8th St., New York. 


5. Original finger paintings in Chinese Modern, floral, or 
marine subjects; size from 16 x 16", price from $7.50 to 
$29.50. By Gen, 4215 South Hoover St., Los Angeles, Cal. 


6. Italian china figure, imported by J. Galdi & Co., is 
base of 20" lamp in Chinese modern style. There is a male 
figurine to, match, the pair of lamps retailing for $175. 
Distributed through Lipper & Mann, 225 Fifth Ave., N. Y. C. 
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for sales promotion 


Throughout the 26 years of uninterrupted advertising, it has been our aim 
to tell your customers about Fostoria’s quality. Quality builds prestige... 
prestige that will keep customers coming to your store. In 1949, Fostoria’s 
magazine insertions will reach 67,000,000 readers. These are your cus- 
tomers who see, read and are persuaded to buy at your store. 

Store display is another important phase of merchandising. Here, again, 
Fostoria contributes valuable assistance with attractive window and 
counter displays. 

To round out this selling campaign, other Fostoria dealer helps are 
yours for the asking . . . newspaper mats for local advertising . . . leaflets 
for give-aways or envelope stuffers . . . a stock control plan to facilitate 
your inventory ...a complete and descriptive catalog and price list... 
suggested radio spot announcements . .. and many more to come. These 
services will help you make sales. They prove that Fostoria is a good name 


for sales promotion .. . a good name to work with. 


MOUNDSVILLE, 
WEST VIRGINIA 





FOSTORIA GLASS COMPAN 
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|. Eight-piece “Garden Center’ set has bowl, flower block 
and six detachable candleholders whose widely curved lines 
give fountain-like effect. Boxed individually, set retails 
at $17.50, From Fostoria Glass Co., Moundsville, W. Va. 


2. “Gloria” dinnerware pattern on the Pearl Edge shape 
shows a spray of roses in sepia tones brightened by lines 
of turquoise blue and gold; dinner plate retails at $51 a 
dozen. From Castleton China, Inc., 212 5th Ave., New York. 


3. New silverplated hollowware line to match the popular 
King Edward line of plated flatware, includes trays, cof- 
fee sets, well-and-trees, teapots, pitchers, gravy boats, 
etc. From the National Silver Co., 295 Fifth Ave., N. Y. C. 


4. This group of cigarette boxes and ash trays are made 
in Bethwood Royal China in various shapes and a wide va- 
riety of decorative effects in pastels, florals, and coin 
gold. From Beth Weissman, Inc., 49 W. 23rd St., New York. 


5. "Scotch Thistle’ is a new open-stock pattern in 22K 
gold, appearing on a line of cocktail shakers, highballs, 
old-fashioneds, and cocktail glasses. Ready for immediate 
delivery from the Silver City Glass Co., of Meriden, Conn. 


6. Brockware "Space Saver'' serves complete dinner in unit 
comprised of 13 pieces based on 14” tray; sections may be 
bought and used separately, with entire unit retailing at 
$35. Made by Southern California Pottery Co., of Lawndale. 
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Above: 

14-in. Two-handled 

a" on, gully Me Plate, Tall Sherbet, 

ae | ‘2 et a Cocktail, Wine, Cordial, 
: :< S-0z. Footed Juice and 

Low Sherbet. Openstock 

Approximate retail $30.00 doz. 


Below: 
Graceful Water Goblet, 
12-0z. Footed Ice Tea 
and 8-in. Salad Plate, 
hand-cut with Valley Lily pattern. 


Approximate retail $30.00 doz. 


As the setting enhances the beauty of a jewel . . . so 
does the artistry of the all encircling Valley Lily pattern 
: add to the exquisite lustre of Imperial’s most wanted 
IMPERIAL’S NEWEST hand-crafted Candlewick table crystal. Now available 

in plates and stemware for immediate delivery. 
HAND-CUT PATTERN 


Your interested inquiry about this profit-making, 


Nationally advertised in _ prestige line directed to the factory, will be promptly 
America’s prestige, trend- relayed to our district representative who will con- 
setting home magazines. tact you immediately. 


IMPERIAL GLASS CORPORATION— Bellaire, Ohio 
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|. This graceful footed bowl is one from a new series of 
vases and bowls fashioned in heavy Tiffin crystal glass in 
a sculptured shape (#6246). It is part of a big line just 
introduced by the United States Glass Co., of Tiffin, Ohio. 


2. Derived from Oriental sources, the new "Dovedale" pat- 
tern is done in Imari colors of cobalt, mandarin red and 
gold, finished with hand enamelling and gilding. From the 
Midhurst Importing Corp., 15 East 26th Street, New York. 


3. Combinations of silverplate and glass appear here in 
a group of accessories including a covered cigarette urn 
and ash trays ($6.50 retail for the set); and candlestick 
cigarette holder ($5.) From Rubel & Co., 225 5th Ave., N. Y. 


4. Belle of the old South, circa 1840, this 6" figurine 
is modeled in china, available in 3 different colorings. 
It retails for $50. Created by Lenox, Inc., Trenton, N. J. 


5. Leather, brocade or silk earring cases with section 
for rings. Large size accommodates 9 pairs earrings; in 
leather retails at $7.50; small size, 6 pairs, retails at 


$5.75. Made and sold by Roth & Wiener, 28 W. 27th St., N. Y. 


6. Here is a group of flower or ivy holders, part of a 
complete line of accessories and artware made to comple- 
ment the California Ivy dinnerware design. All are manu- 


factured by Metlox Mfg. Co., of Manhattan Beach, Calif. 
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When you Sell a Zippo y™ make 8 friend| 


CONSTANT COMPANION OF FISHERMAN! 





| have bought several lighters and also had some 
given to me but never kept one constantly with me 
as | do my Zippo. | will sure be using my Zippo when 
| am out on Lake Erie fishing pretty soon now. You 
bet your life every time | light up a cigarette, with 
the old wind blowing like the dickens, | will just love 
that Zippo a little bit more.” 
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“Having had this lighter for quite a number of years, and 
being a Driller and Toolpusher in the Oil Fields of Texas, 
Old Mexico and Venezuela, South America for over 25 
years, | can truthfully say that my Zippo has given me 
better service than any other lighter | have ever owned, 
and it certainly has seen some rugged service.” 


HURRICANE COULDN’T SNUFF A ZIPPO! 


“During two hurricanes that occurred during our fall 
season, | was using one of your Zippo lighters which | have 
used while | was a member of the Armed Forces and 
while | was working on a rescue unit during our storms. 
Never once did my Zippo fail me. | can 

never say enough for your product.” 
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‘lam a steeplejack painter, practically 
all of my work is high in the strongest 
winds, even so | have yet to have my 
lighter fail me. | have had several other 
types of lighters, but none have ever been 
successful under my working conditions 
until | purchased a Zippo.” 








ZIPPO Windproof 
lighter — The Gift 
That Never Fails 


THESE ACTUAL CASE HISTORIES are taken 

from our files of hundreds and hundreds 
of voluntary letters sent to us by Zippo 
owners. They say — better than any ad- 
vertising line we could write—that, when 
you sell a Zippo, the customer stays sold, 
stays satisfied! 


W/INDPROOF LIGHTER 


ZIPPO MANUFACTURING COMPANY 
BRADFORD, PENNSYLVANIA 
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by MADELINE LOVE 


HATEVER the word “normal” may mean, this 

seems to be it! At least, it is the term most fre. 
quently used to describe the statute of business at the gift 
china and glass shows this year. Sales have averaged 
pretty williomdiy some places they have been extremely 
good, in others—terrible. But on the whole, business 
seems to have hit a reasonable level—not as breathtaking 
as the industry enjoyed during those few lush years, nor 
as depressingly low as had bens feared. 

“Normal” would have an even more comforting con. 
notation for today’s ears if it weren't so often said in 
tones of woe. It should be a pleasant word, a word Sig- 
nificant of a regular, steady flow of merchandise from 
manufacturer to retailer to consumer. But the giftware 
salesman who is receiving an order just half as big as it 
was two years ago sometimes finds it hard to be philo- 


sophical about all these “good normal times.” 
% % + 





Both rumor and facts about new shows have been heard 
in recent weeks. Definitely factual is the china and glass 
show to be held next summer in New York—the first of 
its kind to be held in that city since before the war, when 
the china and glass manufacturers, themselves, staged 
shows in the Vanderbilt Hotel for several summers. The 
1949 affair is to be called the National China, Glass and 
Pottery Show and it will be held under George F. Little 
management. About 150 rooms have been reserved on 
the fifth, sixth and seventh floors of the New Yorker Hotel 
for July 10 to 15, and exhibitors will be limited strictly 
to domestic and imported lines, with no allied merchan- 
dise to be included. Decision to open the new show on 
Sunday, with hours from 1 to 6 o’clock, was made for the 
convenience of smaller merchants who sometimes find it 
difficult to leave their stores during weekdays. 

Considerably less certain is the all-California show 
which has been discussed as a possibility in Chicago con- 
currently with the regular gift show there. The suggestion 
is said to have come from Registered California, Inc., the 
non-profit promotional organization of California manu- 
facturers, and would mean that exhibitors of ware from 
that state would have their own separate show. The idea 
has met with mixed reactions, and at the moment it seems 
improbable that the show will be held. But to many a 
retailer it looks like a time-saver by eliminating the neces- 
sity of going out to the California show. 

% % # 

H. S. Bailey has been elected president of the 225 5th 
Avenue Association, Inc., and S. S. Sarna has_ been 
chosen vice president. E. R. Thieler is to be treasurer and 
Norman C, Preston was re-elected secretary. 

% # % 

Ben Nash, designer and lecturer at New York Uni- 
versity, is the new president of the American Designers 
Institute, with Henry Glass as vice president; Dan Jensen, 
treasurer; and Ann Franke, secretary. New board mem- 


THE JEWELERS’ CIRCULAR-KEYSTONE 























are you 


eure Set hy Barbara Bates is a» chit 
wn a pai) wrt can be. inside the heau- 
tifel goides mesh caw are gold 








, : = & er tax 
grooming. ies Bir peve tax 








Write TODAY to Bates and get in on our new promotions! 
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More and more jewelers 
are realizing “‘It’s the 
Bates Line in '49, is more 
than just advertising copy. 


More and more jewelers 
are taking advantage of: 


The Bates dealer aids 
The Bates Consumer advertising 
The Bates Publicity 


are you? 
Bates wants to increase 
YOUR profits 


YOU want to increase 
your profits 


FIFTH AVENUE, NEW YORK 1, W.Y. 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


COPELAND 
Sct Fine English Earthenware 
od 

ENGLAND 


‘earttancscuims English Bone China 
CNGLANC 


Lowestoft Stone Chins 


Made by 
W.T. COPELAND & SONS, LTD. 
England 


to) 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 























ABC 
of Modern Engraving 


by 
WILLIAM KASSEL 


An instructional book for the student and 
expert written by a well known authority. 
Contains 78 pages of text and interesting 


illustrations. 


Price $1.00 a Copy 


Postpaid 


Check or money order must accom- 


pany all orders. Do not send cash. 


The Jewelers Circular—Keystone 
100 East 42nd Street New York 17, N. Y. 














bers are: Stewart Pike, Frank Gianninoto, Gordon Obrig 
Dan Jensen, Paul McAllister, and Belle Kogan; while 
new Fellows are: Robert Gruen and Lionel Algoren. Th, 
election took place during a two-day meeting of the Ingti. 
tute late in January, and in his initial speech Mr. Nash 
pointed out the aid being given by the industrial designe, 
to manufacturers who are constantly trying to find Ways 
of producing competitively priced and lower priced prod. 
ucts of better performance and appearance. 





Silver Room Display 
(From page 239) 


Fifth, and by no means least important, the entire see. 
tion must be kept clean and neat at all times, imparting 
an atmosphere of crispness and newness. 

Located at the far end of the sales room, the Silve; 
Shop measures about 30 feet square. The entrance js 
dramatized by an overhead identification sign and there 
are two side show cases in the outside partition. 

The entering visitor cannot help but be impressed with 
the dazzling array of silverware. In the center are two 
large table sets already prepared for dinner and guests, 
The side counters are laid out with samples of flatware 
and hollowware. Additional stock is displayed in the 
built-in side showcases. Floral decorations on the walls 
help to build up this atmosphere of pleasant home sur- 
roundings. 

But Marsh’s does not depend on interior promotion 
alone to move its silverware stock. A continuous pro- 
motion campaign is carried on embodying the three prin- 
cipal elements of a well-directed drive to reach the con. 
sumer: newspaper advertising, talks before women’s 
clubs and other consumer groups, and frequent mention 
of the store on television. 

Newspaper space is selective. That is, it is used only 
once a week and then on Sundays in the rotogravure sec- 
tion of the Newark News. In most cases the copy concen: 
trates on one particular type of stock to meet current sea- 
sonal requirements. 

Carrying the store’s silverware message to the public 
at representative gatherings is the task of Miss Penelope 
Glasser, the department's silverware authority. 

Usually she supplements her talk by giving a demon- 
stration of the store’s stock and shows how to arrange 
the silverware in its proper place, what its purpose is, 
history, etiquette and other practical advice which is 
closely followed by her audience. Then she invites the 
women to come into the store and inspect the goods first- 
hand. 

To reach a wider class of listeners she has often gone 
one the air and through the radio has built up an audience 
who have followed her advice closely by coming into the 
store to consult her or another representative of the estab- 
lishment. 

Marsh’s has also taken advantage of the growing 
medium of television to advertise its silverware through 
the dramatic impact of visuality. But instead of bearing 
the expense of its own program, the firm lends its met- 
chandise to the local television station whenever a show 
is put on requiring silverware. At the time announcement 
is made as to who provided these realistic props. 
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RECIPROCAL TRADE ACT HEARINGS 





RENEW SWISS IMPORT CONTROVERSY 


Truman Asks Sub-committee Investigate Swiss Imports 
After House Passes Bill Renewing Trade Agreements Act; 


American Manufacturers and Swiss Importers Testify 


As this issue of JC-K went to press the 
House of Representatives had passed a bill 
calling for unrestricted renewal of the re- 
ciprocal trade program. The measure, pas- 
sage of which was asked by President 
Truman, was in the Senate. The Senate 
Finance Committee had begun hearings 
on the bill and early action by them was 
promised. 

The Trade Agreements Act was the first 
major order of business on the Congres- 
sional calendar of legislation following the 
priority given to it in the President’s State 


of the Union message on January 5. Rep.- 


Robert L. Doughton (D.-N. C.) chairman 
of the House Ways Means Committee, intro- 
duced H. R. 1211 on January 10th which 
began House action on the measure. He 
set January 24th as the opening date for 
public hearings on the bill which would 
“repeal” the Trade Agreements Extension 
Act of 1948 and extend the act in its 1945 
form to June 12, 1951. 

The hearings before the House Ways and 
Means Committee started anew the tariff 
controversy between U. S. watch importers 
and U. S. watch manufacturers. 

Although James G. Shennan, president 
of the Elgin National Watch Co., delivered 
lengthy testimony before the House Ways 
and Means Committee on behalf of Ameri- 
can jeweled watch manufacturers, his argu- 
ments are best summed up in the following 
letter sent to all Elgin dealers. 

The American Jeweled Watch Industry 
—Elgin, Hamilton and Waltham—has 
recently appeared before the Ways and 
Means Committee of the House of Repre- 
sentatives in connection with hearings on 
the proposed extention of the trade agree- 
ments program. 

We feel that you, as a retail jeweler. 
would like to know what action we have 
taken. 

Briefly, we have sought to point out to 
the committee the critical position our in- 
dustry occupies in connection with na- 
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tional defense, together with the difficult 
competitive situation in which we are 
placed by existing trade agreements. 

For these reasons we have requested 
appointment of a Congressional sub-com- 
mittee to examine the facts and recom- 
mend corrective action which will protect 
the security of the United States in case 
of national emergency. 

We are certain that’any consideration 
given our presentation cannot affect ad- 
versely your volume of watch sales. We 
are not asking or suggesting quota restric: 
tions. We are urging that the committee 
consider providing protection that will 
equalize the difference in labor rates be- 
tween the United States and Switzerland. 

We are not asking a competitive ad- 
vantage. We are asking only for equality 





at the border of the United States, and 
we cannot emphasize too strongly our con- 
viction that a healthy American jeweled 
watch movement manufacturing industry 
is absolutely essential to the production 
of military precision time instruments. 
We will continue to keep you advised 
of developments in this situation because 
we appreciate that it is a subject of di- 
rect concern to you. 
A similar letter, sent to all Hamilton re- 
tail dealers by Rudolph M. Kant, president 


of the Hamilton Watch Co., which outlines 


that firm’s viewpoints in the current contro- 
versy, follows: 

The Watch Industry has come in for an 
unusual amount of publicity in both the 
public and trade press recently—due 
largely to the public hearings before the 
House Ways and Means Committee, as 
well as to the pending reorganization of 
the Waltham Watch Company. This let- 
ter is a plain statement of facts for the 
benefit of our friends in the retail jewelry 

(Please turn to page 260) 


DISCUSS WATCH INDUSTRY PLIGHT WITH TRUMAN 
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Officials from United States watchmaking centers called on President Truman early. in 
February and urged a course of action to save the industry, which they declared is threatened 
with extinction. They said that under the “low tariff" on Swiss watch movements, 77 per 
cent of the watches sold in the U. S. are made from imported Swiss movements. Shown left 
to right at the White House are: Rep. Harold Donohue (D., Mass.}; William J. Bannon, 
city solicitor of Waltham, Mass.; Governor Paul Dever of Massachusetts; Rep. Paul B. 
Dague (R., Pa.); Walter E. Miller, Mayor of Elgin, Ill.; Rep. C. W. Reed (R., il.), and 
John F, Devane, Mayor of Waltham, Mass. 
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SWISS WATCH CONTROVERSY 
(From page 259) 


industry who might be understandingly 
confused as to Hamilton’s position. 


We would like to make it clear that the 
Hamilton Watch Company—and the 
American Watch Industry—is opposed to 
import quotas, and is on record to that 
effect. We have no intention of advocating 
any move which would stifle competition 
or jeopardize the free flow of imported 
watches into the American market. We 
have, however, asked the Ways and Means 
Committee to name a sub-committee to 
study the watch situation in all of its 
phases. If this study confirms our belief 
that changing economic conditions have 
obsoleted certain portions of the watch 
paragraph of the present Tariff Act 
(which was written in 1930) we would 
then request that necessary changes be 
made .. . THAT is the only request that 
the Hamilton Watch Company and the 
American Watch Industry has made of 
our Government! 

To us it seems most reasonable to ask 
that the traditional legislative processes 
of democracy be called into play to con- 
sider the modernization of a law which 
may no longer reflect the intent of its 
framers to provide foreign and domestic 
manufacturers of watch movements with 
equality of opportunity in the American 
market. 

For a great many years Hamilton has 
competed on the friendliest of terms with 
importers of foreign-made watches. Their 
products are essential to the well-rounded 
merchandising programs of most jewelers. 
We ask no preferential treatment nor spe- 
cial consideration, and desire only to com- 
pete onva friendly bagis of equality. 


Testimony before the House Ways and 
Means Committee emphasized the unique 
and strategic place of the American 
Watch Industry in the event of American 
Industrial Mobilization . .. and recom- 
mend that steps be taken to preserve and 
expand this industry in the interests of 
public security. 

The foregoing is a simple statement of 
the actual facts, which a reading of the 
official record of the hearings before the 
Ways and Means Committee will confirm. 


SPEAKS AS PRIVATE CITIZEN 


Since the Waltham Watch Company is 
still in the hands of three trustees, no offi- 
cial representative appeared before the 
House Ways and Means Committee. How- 
ever, William J. Bannan, city solicitor of 
the city of Waltham, Mass., testified before 
the Committee on behalf of the United 
Waltham Committee. The United Waltham 
Committee, which was organized for the 
purpose of preserving the American jeweled 
watch industry and maintaining 2300 jobs 
in the city of Waltham, is composed of busi- 
ness and professional men and public-spir- 
ited citizens of Waltham. Not one member 
of the committee is an employee of the 
Waltham Watch Co. nor does any member 
own any of its stock or debentures. 
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Speaking as a private citizen, Mr. Ban- 
nan asked the House Ways and Means Com- 
mittee to make a real constructive effort 
toward the solution of the problem pre- 
sented by the Swiss importation. 

Walter W. Cenerazzo, president of the 
American Watchworkers’ Union, appeared 
before the Committee and blamed the low 
tariff on imported Swiss movements. He de- 
clared that Swiss wage rates are so low that 
Swiss-made movements undersell American- 
made watches. Mr. Generazzo said the mat- 
ter could be remedied by putting a quota on 
Swiss imports, to match U. S. production. 


PROPONENTS OF BILL TESTIFY 


On the other side of the question, spokes- 
men for the American Watch Assemblers’ 
Association, an organization composed of 85 
firms who are engaged in watch assembling 
with imported Swiss movements, appeared 
before the House Reciprocal Trade Agree- 
ments Committee and maintained that fur- 
ther watch import restrictions would create 
a monopoly of domestic companies and raise 
the price of watches. 

Abraham Carnow of Bulova and Benjamin 
F. Katz of Gruen, two American Watch 
Assemblers’ Association representatives, 
pointed out that domestic watches find a 
ready market with the American consumer 
and imports come into this country only in 
sufficient quantity to supply excess consumer 
demand. 

The two spokesmen said that in 1947 to- 
tal domestic production of jeweled lever 
watches of quality was 2,200,000 units and 
the total imports of jeweled lever watches 
of quality was 7,800,000 units to take care 
of a total consumption of 10,000,000. This 
indicates, they said, that domestic produc- 
tion accounted for 22 per cent of total con- 
sumption and that imports accounted for 
78 per cent. 


CITE PRODUCTION FIGURES 


Highest domestic production was 2,500,- 
000 units in 1941, which indicates, they 
said, that domestic production in 1947 had 
almost reached the limit of its capacity. For 
that reason Swiss watch importers have 
been able to handle larger quantities of 
movements which would satisfy the con- 
sumer demand. 

They felt that adoption of a quota sys- 
tem would result in the elimination of many 
U. S. companies producing watches con- 
taining imported movements, and also have 
a serious effect on domestic manufacturers 
of cases and bracelets. 

Both spokesmen expressed the wish that 
the Waltham Watch Company would be 
able to solve its present financial difficulties 
and resume operations, feeling that there is 
sufficient consumer business in the United 
Stats for both Swiss imports and American 
watches. In this connection they believe 
that the time spent in attempting to cut 
the import of watches could have been de- 
voted more profitably to the development of 
fine American watches. 

“America’s trade with Switzerland cannot 


be blamed,” Mr. Carnow stated. “The bal- 





ance of trade with the tiny democracy has 
been overwhelmingly in favor of the United 
States. In the first nine months of 1948 
America sold two and one-thirds as mych 
to Switzerland as we bought from her—and 
Switzerland paid for the goods in hard 
cash.” 


Mr. Katz stressed the fact that his com. 
pany, Gruen, as well as Benrus, Bulova anq 
other watch assembling companies played 
a vital role during the war and were awarded 
the Army and Navy “E.” The companies 
made a wide variety of instruments as wel] 
as assembling parts for fuses and electrical 
devices. 

A major feature of the Trade Agreement; 
Act passed by the House of Representatives 
is the elimination of the U. S. Tariff Com. 
mission’s role in determining the “peril 
points” below which U. S. tariff cuts might 
injure domestic producers, as one of the 
preliminary steps in trade agreement nego. 
tiations. The Republicans unsuccessfully 
concentrated their efforts on retaining this 
commission function, but without the re. 
quirement of Presidential reports to Con. 
gress. They also sought unsuccessfully to 
write into the bill a provision whereby all 
agreements, existing and future, would have 
to contain what is known as the “escape 
clause.” 

Escape clauses, embodied in all agree. 
ments since 1942, provided that any tariff 
concession made by this country could be 
withdrawn if excessive imports threatened 
serious injury to a domestic industry. 


DELEGATION VISITS TRUMAN 


After the House had passed the measure 
a delegation representing the American 
jeweled watchmaking industry reported 
after a White House visit that President 
Truman had promised to consider granting 
them relief from Swiss competition. The 
President suggested that the House Ways 
and Means Committee name a sub-commit- 
tee to study the matter and report its find- 
ings to him so that he could then take up 
the question of Swiss watch quotas with 
the State Department. 

Later in February the President confirmed 
this report when he told a news conference 
that the administration is making an in- 
quiry into the problems of domestic watch- 
makers. 

Assistant Secretary of State, Willard 
Thorp, had earlier told the Senate Finance 
Committee that the reciprocal trade program 
has not hurt the U. S. jeweled watch in- 
dustry. 

And so, at press time, battle lines were 
again being formed for further testimony 
from both sides before the Senate Finance 
Committee. Although early action has been 
promised by the Senate, it is difficult to state 
what changes, if any, would be made in the 
bill before it is presented to the President 
for his signature. 


Julius Horowitz, owner of Howard Jewel- 
ers, has just opened his new and largef 
store at 6362 Pacific Blvd. in Huntington 
Park, Calif. His former address for five 
years has been at 6508 Pacific Blvd. in the 


same city. 
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Waltham is Biding Time 


At the present time the Waltham Watch 
Co. is marking time. In an exclusive inter- 
view with Edward Crouse, assistant to the 
president of the Waltham firm, THE JEWEL- 
ers’ CIRCULAR-KEYSTONE learned that Sat- 
urday, February 19th was the deadline for 
all interested parties to present suggested 
plans to the board of trustees. 

Judge George C. Sweeney of the Federal 
District Court of Boston, set February 28th 
as the deadline for filing a complete plan. 
On that date the three trustees and the 
judge were scheduled to hold a private ses- 
sion at which time they were to go over 
various plans that have been submitted. 
From these plans they were to select one 
or two for consideration. 

On or about March 14th, at a public 
hearing, the trustees will submit a plan to 
Judge Sweeney. At this time the various 
committees, organized for the protection of 
stockholders, as well as debenture holders, 
creditors and other interested parties or 
groups, will be able to present their objec- 
tions or suggestions. 

Mr. Crouse stated that Paul P. Johnson, 
president of the Waltham Watch Co., has 
resigned as agent for the trustees. Mr. 
Johnson tendered his resignation because 
of his lack of sympathy with a plan to have 
Waltham employees participate in the re- 
organization by investing money from their 
savings or earnings. 

John M. Van Epps succeeded Mr. John- 
son as agent for the trustees. 





Don't Exhibit at Convention 
NWJA Asks Associate Members 


Associate members of the National 
Wholesale Jewelers Association were asked 
to refrain from showing their lines at the 
annual convention of that organization to 
be held in Chicago on June 2 and 3. The 
request was contained in a letter from 
Thomas A. Fernley, Jr., secretary of the 
NWJA, which was mailed to all associate 
members. 

“This is a policy of many years’ standing 
and we are asking for your cooperation,” 
the letter stated. “But we don’t want this 
policy to be an unfair burden to any 
member.” 

“If any manufacturer feels that comply- 
ing with this request is a serious incon- 
venience or handicap to him,” the letter 
continued,” we wish to request instead that 
no merchandise be shown during the pe- 
riod beginning 30 minutes before the con- 
vention session opens in the morning and 
30 minutes following the adjournment of 
the convention session in the afternoon. It 
is particularly requested that no merchan- 
dise be shown during the luncheon recess.” 





Lincoln Watchmakers 
Elect Mason President 


Russell H. Mason was re-elected president 
of the Lincoln Watchmakers Guild at a 
meeting held in Lincoln, Feb. 7. Jess L. 
Stotler was re-elected vice president and 
Robert L. Storer was named secretary and 
treasurer to succeed G. H. Penrod. 


FOR MARCH, 1949 





$4.30 included pick-upand delivery at 








Seven new planes completed 
eco ait a cost of 54.30! 
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New planes can’t fly without control cable, and this manufacturer needed some 
—fast. He got it the same way he regularly gets many supplies and parts—by 
Air Express. Ordered in A.M., delivered to plant same day. 500 miles, 28 lbs., 
Air Express charge only $4.30. So production continued without a break. 
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Shipments go on all flights of Scheduled 
Airlines. Speeds up to 5 miles a min- 
ute—no waiting around. Direct ser- 
vice to over 1,000 airport cities, air- 
rail for 22,000 off-airline offices. 


no extra charge—and receipt for ship- 
ment. All this, plus the world’s fastest 
shipping service. That’s Air Express— 
used with profit by every business. 


Facts on low Air Express rates: 


22 lbs. of new fashions goes 700 miles for $4.73. 
6-lb. carton of new jewelry line goes 1,000 miles for $2.24. 
Same day delivery in both cases if you ship early. 


Only Air Express gives you all these advantages: Special pick- 
up and delivery at no extra cost. You get a receipt for every shipment 
and delivery is proved by signature of consignee. One-carrier re- 
sponsibility. Assured protection, too—valuation coverage up to 
$50 without extra charge. Practically no limitation on size or weight. 
For fast shipping action, phone Air Express Division, Railway 
Express Agency. And specify “‘Air Express delivery”’ on orders. 















Rates include special pick-up and delivery 
door to door in principal towns and cities 








AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 
SCHEDULED AIRLINES oF THE U.s. 
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How Long Will Current Good Business Last? 


New England Manufacturers Wish They Knew 


Jewelry manufacturers in the Rhode 
Island-Attleboro, Mass., area are subject 
to mixed emotions regarding current busi- 
ness. They are happy over thé business 
they are getting, but a little fearful that 
it may not last long. 

Fears appear to be based on a widespread 
belief that the economy is due for a read- 
justment. This psychology is considered to 
be largely responsible for the falling off in 
jewelry business from 1948 levels. The 





January employment in Rhode Island alone 
was 8.5 per cent below the same month of 
last year. 

Retail stores were in a better position to 
buy spring merchandise than they were last 
year. They bought carefully in the pre- 
Christmas season and many of their stocks 
were cleaned out as Christmas business 
developed late in the season. 

But the stores were not prone to jump 
on the spring bandwagon too eagerly. They 
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preferred to see whether the demand fo 
spring merchandise was a flash in the pap 
or if it was well founded. 

This waiting period has now passed and 
orders are flowing into many companies in 
volume that surpasses a year ago. One firm 
stated that there has been a definite 
pick-up but that it wouldn’t show too dig. 
tinctly because February of last year was g 
good month, too. 

There are some instances where volume 
in January was considerably ahead of g 
year ago. One of the largest producers of 
costume jewelry reported a slight increase. 
Another among the big fellows stated his 
volume was 20 per cent ahead of 1948 jp 
January. 


PRODUCTIVITY IS BETTER 


Productivity is also improved. The con. 
cern with the 20 per cent advance reports 
only a 2 per cent rise in employment. He 
is working his staff 40 hours this year jn 
comparison with 48 in most departments a 
year ago. 

The firms that are entertaining fears re. 
garding the future are almost exclusively 
in the costume jewelry producing field, A 
number of other segments of the jewelry 
industry have become pretty well stabilized, 
In this group are the producers of men’s 
jewelry, the growing chain manufacturing 
group and some of the bracelet firms. Their 
business runs on a fairly even keel the 
year round regardless of seasons. 

In the costume jewelry field, however, 
there are the seasonal ups and downs, 
These fluctuations of the activity line on 
their business charts were not in evidence 
in the immediate postwar, but came back 
into being a year or so ago. 

The result has been that many of the 
manufacturers have been bearing down 
harder on design. They have been spending 
considerable time, money and effort in cre- 
ating lines that will attract the ultimate 
consumer. 








BIGGER MARKET FOR EARRINGS 


Milady’s current hair-do gives them an 
enlarged market for earrings. Habits 
formed during recent years makes jewelry 
accessories a vital part of her attire—espe- 
cially in the spring and Easter seasons. 





Reports coming in from many parts of 
the country indicate that the extra empha 
sis on style and design are paying dividends 
and are responsible for the industry being 
in as good a condition as it finds itself 
today. 

The area has a good sprinkling of firms 
that are still in the doldrums. While they 
are languishing for business the papers 
are carrying numerous classifieds for prac 
tically every type of job in a jewelry plant. 
It appears that the upturn which started 
about Feb. 1 did not hit everyone simulta- 
neously. 


Apart from tin, the manufacturers Tre 
port no materials troubles. Their big dif- 
ficulty, say those experiencing a step-up im 
business, is meeting the “immediate deliv- 
ery” requests accompanying many of the 
orders. 
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Fxecutive Committee of HIA Meets 





Recognized national authorities on theo- 
retical and practical horology will present 
on outstanding program of interest to 
watchmakers at the forthcoming convention 
of the Horological Institute of America. 
Arrangements for the annual affair were 
completed by the group shown above at a 
recent meeting in Indianapolis. They are, 
seated, left to right: John J. Bowman, 
Howard L. Beehler, George J. Wild, Ralph 
E Gould, A. S. Rowe, Harry D. Henshel, 
George T. Gruen, Howard R. Isenthal and 
Thos. E. Cook. Standing, left to right: Paul 





Arrangements for the 28th annual con- 
vention of the Horological Institute of 
America were completed at the mid-winter 
meeting of that organization which was 
held on January 17th in the Severin Hotel 
in Indianapolis. The convention will be 
held on May 9 and 9 at the National Acad- 
emy of Science Building, Washington, 
a G 

An outstanding program of interest to 
horologists, watchmakers, their apprentices 
and student watchmakers wiil be presented 
at the convention by recognized national 
authorities on theoretical and_ practical 
horology. 

Those who attended the mid-winter meet- 
ing were: A. S. Rowe, Indianapolis. presi- 
dent of the association; George J. Wild, 
Peoria, Ill., first vice-president; George T. 
Gruen, Cincinnati, Ohio, treasurer; Ralph 
E. Gould, Washington, D. C., executive 
secretary; Col. Harry D. Henshel, New 
York, member of the executive committee; 
Paul E. Morrison, Kalamazoo, Mich., re- 
gional vice-president; John J. Bowman, 
Lancaster, Pa., member of the executive 
committee; S. Geo. Cochron, Nashville, 
Tenn., regional vice-president; Howard 
Isenthal, H. W. Schaefer, and Thos. E. 
Cook, all three from Indianapolis; Howard 
L. Beehler, Chebeague Island, Maine, and 
Howard S. Schrantz, Cleveland. Ohio, all 
members of the examining board, and L. R. 
Douglas, Indianapolis, member of the ad- 
visory committee. 





q Otto F. Metzner of Lawrence, Mass., let 
it be known recently at Herbert W. 
Stranger Co., Washington Building, that 
he plans to retire shortly. 
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E. Morrison, S. Geo. Cochron, L. R. Douglas, 
H. W. Schaefer and Howard S. Schrantz. 





French Women More 
For Quality in Jewelry 


“Ninety-nine in one hundred French 
women wear precious platinum, palladium 
or gold jewelry compared with the same 
ratio of American women who adorn them- 
selves with costume pieces.” 

Observing that Gallic supremacy in this 
respect is a paradox to tourists, in view 
of France’s present low standard of living, 
New York jewelry designer Marc Koven 
explained that precious jewelry has always 
been a traditional point of pride there. 

“It may be considered strange, but 
French women are more apt to wear imi- 
tation leather shoes without considering it 
a blow to their vanity in order to buy a 
diamond ring, dress clip or precious ear- 
clips,” he stated here on his latest arrival 
from Paris. 

A marked trend to use of the precious 
white metals, platinum and palladium, is 
apparent in latest, French designs, Koven 
reported. 
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Fine Plan Would End 
Black Market in Gems 


A plan to curb black market activities 
and currency manipulations in connection 
with European imports and exports of 
rough and polished diamonds, was outlined 
by George Fine, president of the Diamond 
Manufacturers and Importer’s Association 
of America, Inc., at that organization’s 
annual meeting held at the Hotel Roose- 
velt, New York, January 26. 

Basically, the “Fine Plan” (as it was 
termed at the meeting) suggests that dia- 
mond polishers abroad pay for imports of 
rough, and receive payment for exports 





of polished diamonds, entirely in their own 


nation’s currency. For example, a Belgian 
importing 
rough, would pay the Belgian government 
in francs (the government having already — 
paid for the rough from its own dollar 


diamond cutting firm, when 


or sterling reserves). This would actually 
involve an overpayment on the part of the 
cutter (in view of the inflated free-market 
rate of exchange), but the overpayment 
would be returned in francs upon export 
of the diamonds, and receipt by the Bel- 
gian government, of dollars from the pur- 
chaser. In effect, the Belgian (or Dutch, 
or any other government) would be hold- 
ing an overpayment in escrow in order to 
insure the distributive flow of cut and 





WHAT A 


“SET UP” 


FOR A SALE! 


This new Dennison ring box is espe- 
cially created for display purposes. In 
your window or on your counter this 
handsome number is certain to com- 
mand wide-eyed attention ... it will add 
richness and luster to your rings an 
actually “set up” the sale. 

Original Dennison Designing built 
into the box gives special prominence 
to the rings... slanted pads display 
them at their most attractive angle an 
the distinctive semi-curve design of the 


FOR RETAILERS 


Dennison makes a complete line of boxes 


and cases in paper, metal, fabric and plastic; 
findings; supplies. Sold by leading whole- 


salers throughout the country. 


box produces a regal atmosphere bound 
to pay off in dollars and cents. 

This unique Dennison creation will 
hold one or two rings. It is made of 
sturdy plastic and comes in pearl- 
finished green, blue, pink and white. 
Pads of transparent velvet in a wide 
variety of appropriate colors and rayon- 
satin cover cushions complete this box. 
Packed in individual white packers, 
one dozen to a carton. Order by num- 


ber— 7350 TX. 


FOR MANUFACTURERS 


Dennison makes a wide range of specially 
designe paper jewelry boxes and cases for 
manufacturing Jewelers. Consult Dennison 
about your packaging problems. 


105th Year 


Bonsioon Manupachning So, 


JEWELERS DIVISION 


FRAMINGHAM, 


MASSACHUSETTS 





polished gems through legitimat 
Mr. Fine stated that the 
would present the plan to the Diam 
Trading Company, and the oocunaa 
involved, for their consideration. . 
Other speakers addressing the meeti 
included New York Congressman Abwahar 
Multer, who recommended militant ali 
try action to obtain excise tax relief. 
Manhattan Borough President Hugo E 
Rogers, who congratulated the diamond rm 
dustry on its excellent labor relations: 
Abe Stark, New York City Commerce Cue 
missioner who appeared as the emissary of 
Mayor O’Dwyer; Benjamin H. Gordon of 
the U. S. Department of Commerce, (whose 
talk is presented on another page in this 
issue) and Judge F. X. Giaccone of the 
New York Supreme Court. The latter 
presented a scroll of honorary life mem. 
bership in the diamond organization to 
Frank Pals, its former president. 


€ Channels 
@SSOCiation 


Officers installed at the meeting includ. 
ed: George Fine, president; Simon Barend, 
vice-president: Leo L. Kaplan, secretary, 
and Aaron Koenig, treasurer. Members 
of the board of directors are Al Abrams. 
Sam Eckstein, Nathan Kornblit, Al Lam, 
Leon Ray, Henry Reinhold, Joseph Schilif., 
Jack Solow, Josef Spira, Harry Wachshere 
and Peter Verheyleweghen. Alternates 
are Jean H. Van Praag and Abraham 
Freireich. 


A SYMBOLIC GESTURE 


A gold medallion of St. Christopher, patron 
saint of travellers, is presented to Captain 
Donald W. Sorrell, commander of the new 
luxury liner Caronia by Albert E. Haase, 
executive director of the Jewelry Industry 
Council. In making the presentation, Mr. 
Haase said the gesture was “symbolic of 
the spirit of cooperation between the jewelry 
crafts of Great Britain and the United 
States." The presentation, which was made 
in behalf of the jewelry crafts of America, 
took place in the Captain's cabin on Janu- 
ary 13th while the Cunard-White Star ship 
was in New York after her maiden voyage 
across the Atlantic. 


Observes 50th Year With Firm 


In recognition of 50 years service in the 
jewelry business, a dinner and reception 
for Harry W. Mark, floor manager of the 
St. Louis Jewelry Co., St. Louis, Mo., was 
held on February 2nd at the home of 
Harry FE. Krisman, president of the 
company. 
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Tax Committee Has Been Planning For Action, 
will Present Trade’s Case at Opportune Time 


The Jewelry Industry Tax Committee 
has been making plans for action in the 
fight to secure complete elimination of the 
retail excise tax. To enable the committee 
to reach all jewelers throughout the coun- 
try, two retail jewelers have been selected 
‘n every state as “Minute Men,” one from 
the American National Retail Jewelers 
Association and one from the National 
Association of Credit Jewelers. 

From present indications, it seems un- 
likely that tax legislation will be consid- 
ered by Congress until some time after the 
income tax returns of March 15 have been 
received. However, contacts are now being 
made and the groundwork is being laid so 
that the entire industry will be set to move 
at the opportune moment. Every jeweler, 
manufacturer, wholesaler and _ retailer, 
should do his part when called upon. 

Facts in connection with the effort to 
secure elimination of the retail excise tax 
were recently presented by representatives 
of the cosmetic industry and the Jewelry 
Industry Tax Committee to the Executive 
Committee of the New York City Federa- 
tion of Women’s Clubs, and the following 
resolution was adopted urging repeal of 
the Federal Excise tax: 

“Whereas, The 20 per cent Federal ex- 
cise tax on so-called luxury commodities 
was enacted during the War Emergency 
for the purpose of raising revenue and 
discouraging the manufacture of non-es- 
sential items in favor of the manufacture 
of necessary war goods, and 

“Whereas, The conditions that brought 
about the imposition of this form of taxa- 
tion have changed, and 

“Whereas, Many of the taxable ‘luxury’ 
items, such as pocketbooks and other 
leather goods, drugs, cosmetics, toilet 
articles, furs, jewelry and similar items 
are regarded as actual necessities rather 
than luxuries by both producer and con- 
sumer, and 

“Whereas, Business leaders have pro- 
tested that the existing luxury taxes have 
created a dangerous buyer resistance, plac- 
ing several large industries in jeopardy, 
and 

“Whereas, Manufacturer, retailer, labor 
and consumer groups are in agreement 
that the repeal of this form of ‘nuisance 
tax’ would be in the best interests of la- 
bor, capital and the consumer, and 

“Whereas, According to figures pub- 
lished in the press, this form of tax, in 





Conducts Successful Auction 


Louis Colmes, jewelers’ auctioner located 
at 185 Erasmus St., Brooklyn, N. Y., has re- 
cently concluded a successful auction sale 
for Matthews Jewelers, 333 Market St., 
Harrisburg, Pa. This sale started Jan. 11 
and terminated Jan. 27. 

Mr. Colmes is now conducting an auction 
sale for the Sterling Jewelry Co. of Dayton, 
Ohio. The sale, which started Feb. 15, is 
expected to run approximately four weeks. 
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1948, brought only slightly more than one 
(1%) per cent of the total revenue col- 
lected by the Federal Government in taxes, 
and 

“Now, Therefore, be it resolved, that 
the New York City Federation of Women’s 
Clubs, Inc., in convention assembled this 
4th day of February, 1949, does hereby 
call upon the Congress of the United 
States to repeal the excise tax on luxuries, 


members of Congress from the City of New 
York to work for the repeal of the excise 
tax on so-called luxuries, and be it further 

“Resolved, That copies of this resolu- 
tion be forwarded to the President of the 
United States, the Majority and Minority 
Leaders of the Senate and House of Rep- 
resentatives, the Speakers of both Houses, 
the Chairmen of the appropriate Congres- 
sional Committees, the representatives in 
Congress from the City of New York, the 
Secretary of the Senate and the Clerk of 
the House of Representatives, and any 
other appropriate officials.” 

The Tax Committee suggests that, wher- 
ever there are representative groups of 


men or women, the above resolution be 
brought to their attention with the request 
that similar action be taken by them. 


and be it further 
“Resolved, That the New York City 


Federation of Women’s Clubs urges the 
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WHOLESALE DISTRIBUTORS 
one ": H & 
Me COUNTRY 


NM ORMAN DIE watches 
distributed thru selected 
Wholesale Jewelers 


P a8 . 
= 


Excellent quality and accurate 
_ timekeeping are distinguishing 
‘features of Normandie Watches. The 

fine 17 jewel movements are fitted into 
_-_ $martly styled and beautifully finished 
oo eases ...and when you offer your 
- clientele Normandie Watches, you are 
» assured of complete customer satisfaction. 


Write for illustrated booklet and 
name of nearest wholesale distributor. 


NORMANDIE WATCH COMPANY ¢ 7] Nassau Street * New York 7, N. Y. 
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Treasury Department 
Amends Gold Regulations 


Stocks of gold in the hands of manu- 
facturing jewelers are subject to seizure for 
non-compliance with the recent amend- 
ment to the gold regulations made by the 
Treasury Department. Owners of such 
stock of gold are also liable to fine in an 
amount twice the value of the gold stock 
ruled as out of compliance. 

This situation, together with an explana- 
tion of the changes made in the gold regu- 
lations, have been brought to the attention 
of the member firms of the New England 
Manufacturing Jewelers’ and Silversmiths’ 
Association in a special bulletin. 

Manufacturers of plated articles are in- 
formed that non-license holders may con- 





tinue to purchase rolled gold and gold filled 
sheet, strip, etc., without a license (since 
practically all such items still qualify as 
“fabricated gold” under the amended regu- 
lations). They nevertheless must now have 
a Treasury Department gold license if the 
amount of fine gold in the gold filled and 
rolled gold plate scrap resulting from the 
manufacturing operations exceeds 35 fine 
troy ounces at any one time. 

Prior to May, 1948, neither the buying 
of the gold plate material nor the disposi- 
tion of the scrap were subject to this 35 
ounce limitation. 

Manufacturers of plated or karat gold 
articles, or both, are informed that the new 
regulation affects both the holding and the 
disposition of scrap. Non-license holders 
working in karat gold, gold filled or rolled 
gold plate stocks are limited in the amount 
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PRICE $5.00 











































































































all styles, all sizes, order 
NOBLE SPRING BARS by 
name. Get an assortment 
of these better SPRING 
BARS now. Buy them from 
your MATERIAL DEALER. 


... F. H. NOBLE and COMPANY 


Manufacturers 


559 W. 59th STREET @ CHICAGO 21, ILLINOIS 










of fine gold that they may have in karat 
gold sheets, wire, grain, etc., karat gold 
scrap, gold filled scrap, sweepings, ete., to 
35 fine troy ounces at any one time. 

All refiners have been notified that if g 
shipment of scrap from a non-license holder 
exceeds 35 troy ounces of fine gold, such 
entire shipment must be frozen at the re. 
finers mmediately. The refiner is neither 
permitted to purchase that shipment, nor 
is he permitted to ship the lot back to the 
manufacturer for a further breaking down 

If any non-license holder finds himself at 
the present time in possession of over 35 
fine troy ounces of scrap, or has such a4 
shipment at the refineries, the Treasury De. 
partment has indicated that it is willing to 
cooperate by issuing a permanent or tem. 
porary TGL 14 license to him. If a many. 
facturer desires to be licensed in order to 
comply with the above regulations, appli- 
cation forms for TGL 14 licenses may be 
secured from the United States Assay Of. 
fice, 32 Old Slip, New York City. 

Manufacturers are urged to review their 
situation carefully at once and apply for a 
permanent license if it is found that one 
is necessary in the normal conduct of busi. 
ness; or for a temporary TGL 14 license 
in event that any manufacturer is now hold. 
ing a shipment of scrap in excess of the 35 
ounce limitation. 

Questions pertaining to the gold regula. 
tions are invited by the New England Man. 
ufacturing Jewelers’ and _ Silversmiths’ 
Assoc., Hotel Sheraton-Biltmore, Proyi- 
dence, or can be sent direct to the director 
of the Mint at Washington. 


Pen and Pencil Makers 
Attend Semi-Annual Meeting 


Louis M. Brown, vice president of Eber- 
hard Faber Pencil Co. and also vice presi- 
dent of the Fountain Pen & Mechanical 
Pencil Manutacturers’ Association, Inc., 
presided at the semi-annual meeting of 
that organization which was held at the 
Statler Hotel, New York, on January 18th. 

The Association’s president, James V. 
Carmichael, president of Scripto, Inc, 
was absent from the gathering due to ill 
ness. His message was read at the meet: 
ing by Mr. Brown. 

Interesting and informative addresses 
were given by William T. Cruse, executive 
vice president of The Society of the Plas- 
tics Industry, and by Richard H. Garlock, 
assistant economist, Bank of the Manhat- 
tan Co. Mr. Cruse’s talk, which was illus- 
trated with slides, dealt with the applica- 
tion of plastics to the manufacture of 
fountain pens, ball pens, desk pen sets, 
and mechanical pencils. Mr. Garlock spoke 
on economic conditions, present and pro- 
spective. 

Karl D. Loos, of the law firm of Pope, 
Ballard & Loos, the association’s Wash 
ington representative, discussed Washing: 
ton developments and the operating plan 
for collaboration with the National Secur- 
ity Resources Board. Harry L. Moody, 
executive secretary of the association, gave 











his report on the association’s activities 
and future plans. 
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Boston Will Play Host 
To Annual Conclave of AGS 


The 14th annual conclave of the Ameri- 
can Gem Society, slated for April 3, 4 and 
5 at the Statler Hotel in Boston, will serve 
as a magnet to draw gemologists, educa- 
tors, retail and wholesale jewelers, students 
and laymen members of the Society to an 


‘ntensive three-day educational and _ busi- 


ness session. 
New gem-testing instruments, methods of 


identification and gem discoveries will be 
discussed and demonstrated. 

Such prominent educators in the fields of 
gemology, mineralogy and related sciences 
as Henry F. Donner, Ph.D., of Western 
Reserve University; Gladys Babson Hanna- 
ford, distinguished lecturer on diamonds, 
associated with the N. W. Ayer & Son Ad- 
vertising Agency; Ralph J. Holmes, Ph.D., 
of Columbia University; Cornelius S. Hurl- 
but, Ph.D., of Harvard University; Edward 
Kraus, Ph.D., of the University of Michi- 
gan; Richard T. Liddicoat, Assistant Di- 
rector of the Gemological Institute of 
America; Frederick K. Morris, Ph.D., of 
Massachusetts Institute of Technology; 
Charles Palache, Ph.D., of Harvard Uni- 
versity; A. K. Seemann, Manager of Co- 
rundum Sales, New Products Division, 
Linde Air Products and Robert M. Ship- 
ley, Jr., Certified Gemologist, will lecture 
and conduct educational sessions for mem- 
bers. 

Two contests, one in diamond grading 
(for color, imperfections), and one in the 
identification of colored stones, have been 
scheduled and tentative plans laid for a 
gemstone fashion show. 


The winner of each contest will receive 
a sterling silver plaque engraved with his 
name, the event and the date and, in addi- 
tion, a silver cup which will remain in his 
possession until the following year, when 
the winner of the 1950 Conclave contest 
will be privileged to display it. 

These contests have been inaugurated as 
a means of demonstrating the value of 
scientific gemological education for the re- 
tail and wholesale jeweler. 


———_ - 


Board of Trade Reviews 
Record for Past Year 


There were less financial disturbances in 
the jewelry business in 1948 than there 
were in 1947, members of the Jewelers 
Board of Trade were told at their 65th 
— meeting in Providence on January 
8th. 


The 135 failures in 1948 compare with 
144 during 1947. The liabilities involved 
in 1948 amounted to $4,280,000 as com- 
pared with $5,262,000 in 1947, Secretary 
Horace M. Peck reported. 


Reporting on the work of assistant sec- 
retaries James McDermott and Vincent 
Chapman, Mr. Peck said that the Board of 
Trade received and answered the largest 
number of inquiries for credit reports in 
its history. During 1948 a total of 126,357 
— were handled against 117,673 in 


Mr. Peck pointed out that changes num- 
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bering 16,919 were made for the March, 
1948, issue of the reference book and 17,470 
more were made for the September num- 
ber. He also stated that the September, 
1948, issue of the reference book listed a 
grand total of 40,491 names. 

President Lester F. Morse reported that 
membership in the Board of Trade has 
decreased during 1948 and attributed the 
drop to the retirement of a number of con- 
cerns from the jewelry and watch field 
and a necessarily closer control of expenses 
by certain others whose selling areas were 
so limited that little use was made of the 
board’s services. He said, the decrease in 
membership has, however, meant no de- 
crease in the service load upon the board’s 
various offices. 





The following directors were elected to 
serve for a period of three years: Edgar 
E. Baker (W. R. Cobb Co., Inc.), Provi- 
dence, R. I.; John M. Biggins (Elgin 
National Watch Co., Inc.) Elgin, IIl.; 
Howard L. Carpenter (Albert Walker Co.), 
Providence, R. I.; Edgar M. Docherty 
(Budlong, Docherty & Armstrong, Inc.), 
Providence, R. I.; Angelo Del Sesto (Van 
Dell Corp.), Providence, R. I.; Arthur 
Kaplan (Louis Stern Co., Inc.) , Providence, 
R. I.: William E. Lingard (Finberg Mfg. 
Co., Inc.), Attleboro, Mass.; Herbert 
Ollendorff (Ollendorff Watch Co., Inc.), 
New York; George L. Stringer (Interna- 
tional Silver Co., Inc.), Meriden, Conn., 
and Raymond R. Sturdy (Cheever, Tweedy 
& Co., Inc.), N. Attleboro, Mass. 





You will want 


these NEW Rings-0O-Bliss in XA 
your store because ... 


1 you will find them to be 
exciting new and different designs 
superbly executed by master craftsmen... 
striking, enchanting creations to sell your 


customers right on the spot. 





2 


constant improvement in a line of rings 
already fine...an ever more modern assort- 
ment of time-proven, consistent fast sellers. 


33 you will display them to 


unusual advantage . ..an attractive 
leather-bound window tray comes free with 
your initial order of Rings-O-Bliss. Also yours 
for the asking are a number of newspaper 
mat ads for displaying Rings-O-Bliss in 
your local paper. Write for them today. 


Gi you will sell them readily and 
with confidence...readily because they 
have the inherent customer-appeal of fine 
jewelry...with confidence because our sound 
policy of prompt delivery has always meant 
satisfied customers to dealers everywhere. 


The prices of sets shown here are particu- 
larly attractive, so place your order now! 


BLISS RING COMPANY 


29 E. Madison St. © Chicago, Illinois 
Send for our Catalog 


you will know them to be 
dramatic proof of our pledge to give you 
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MAKE BIGGER 


PROFITS ON 


WATCH REPAIRS 


Just send your watch re 
pair work to NATIONAL 
—and save yourself all 
the trouble and expense 
of stocking spare parts 
and maintaining expensive 


NATIONAL 


has specialized in watch 


equipment 


repairs to the trade for 
over 26 years and offers you 


this unbeatable service. 


QUICK, DEPENDABLE 
SERVICE 

All watches sent to 
NATIONAL are repaired 
and returned in 10 days to 


2 weeks 


. GUARANTEED 


WORK 


All NATIONAL repairs 
are unconditionally guar- 
anteed. Before any watch 
is returned it is electron 
ically tested to 1/10,000th 
of a second on the Western 


Electric WatchMaster 


. REASONABLE 


PRICES 


You get better work at 
the same price through 
NATIONAL—more profit 


tor you! 


NP Wale) Pl 


Watch Repair Service 
Bonded Watch Repairs 


150 Nassau Street 
New York 7, N. Y. 
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“The best feed ever!” was the unani- 
mous verdict of over 170 members of the 
Maiden Lane Outing Club who attended 
that organization’s 25th anniversary ban- 
quet on February 17th. Always an out- 
standing social event, this year’s banquet, 
held in the Coconut Grove of the Park 
Sheraton Hotel, New York, far surpassed, 
gastronomically speaking, any held in pre- 
vious years. 

Second only to the quality of the food 
served at the affair, was the souvenir pre- 
sented to each member attending—a 
sterling silver cigarette urn and ash tray. 
It evoked enthusiastic comments from all 
members present. 


A cocktail hour, held in an adjoining 
lounge, preceded the anniversary banquet, 
and a first-class program of entertainment 
followed. This included: the Three Busi- 
ness Men, dance team; Peggy Alexander, 
vocalist; Princess Monique, an Oriental- 
type dancer; Mildred Jocelyn, vocalist; 
and Harry Stephen and his electric guitar. 
Music was provided by the Barry Brothers. 
Miss Alexander, in assembling a group of 
members for an impromptu male chorus 
line, produced the startling revelation that 
one member connected with the Fourth 
Estate, always considered an extremely fas- 
tidious dresser, was addicted to wearing 
long woolen underwear which reached his 
ankles. 

Post-prandial activities, primarily in- 
volving the use of numerous small pieces of 
pasteboard, were enjoyed by virtually all 
members attending. In short, an excellent 
time was had by all. 

The committee responsible for the 
smooth-running, well-received affair, was 


This attractive sterling silver cigarette urn 

and ash tray was the souvenir presented 

to each member of the Maiden Lane Out- 

ing Club at the 25th anniversary banquet 
of that organization. 


Maiden Laners 25th Banquet is Big Success 


headed by the Maiden Lane Outing Club’s 
President Arthur J. Tuveri of THe Jewny,. 
ERS’ CIRCULAR-KEYSTONE. Assisting him 
were Julius Hurley, MLOC vice presiden. 
Sam Cohen; John Hall, Bert Kaufman 
William Frizzel and the organization’, 
perennial secretary-treasurer, Jerome |. 
Grant. 


Simmons Heads Indiana RJA 


Leo Simmons of Vincennes, Ind., was 
elected president of the Indiana Retaj] 
Jewelers Association at a convention held 
in Indianapolis the first week in February. 
Other new officers include Sol Blickman of 
Indianapolis as first vice president; Robert 
Mohlman of Fort Wayne as second vice 
president; and Earl Grimsley of Indianapo- 
lis as secretary and treasurer. 











REPAIRS and PLATING 
in GOLD and SILVER 


30 Years of Continuous 
Service to the Trade 


* from 
Coast 
to 
Coast 


(Before) 
( Alter} 
Highest By 
Quality 
Workmanship 





HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercrattsmen—Silvessmiths 


17 West 45th St. New York 19, W. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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All JSA Officers 
Re-Flected at Meeting 


All officers of the Jewelers’ Security 
Alliance were re-elected at the annual 
meeting of the organization held at the 
offices of the Alliance, 535 Fifth Ave., New 
York, on January 28th. They are: Walter 
Fitelbach, president; Victor A. Lambert, 
Lambert Bros., vice-president; Alexander 
H. Arnstein, Arnstein Bros. & Co., trea- 
surer; Bert F. Young, Jules Franklin, sec- 
retary, and Richard C. Murphy, executive 
secretary and counsel. 

All members of the executive committee 
were also re-elected. In addition to the 
oficers named above, membership of the 
committee is as follows: Roland A. Gsell, 
R. Gsell & Co., Inc.; Henry I. Jacobson, 
Jacobson Bros.; William B. Ogush, Wm. B. 
Ogush, Inc.; H. Victor Paul, Wiss Sons, 
Inc.; Daniel Price, W. S. Hedges & Co., 
and W. Waters Schwab, J. R. Wood & Sons, 
Inc. 

In his annual president’s report, Walter 
Eitelbach mentioned that he has advocated 
continuously that all jewelers scratch mark 
their jewelry and send a record of such 
scratch marks to the JSA office. He re- 





Martin Introduces Bill 
To Cut Excise Taxes 


Reduction of excise tax rates on 20 
“luxury” goods and services to their pre-war 
levels was proposed in a bill introduced in 
the House of Kepresentatives early in Feb- 
ruary by Representative Joseph W.. Martin 
of Massachusetts, Republican floor leader. 
The measure, which would result in an 
annual loss in Government revenue estimated 
by Congressional staff experts at from $750,- 
000,000 to $1,000,000,000, received the cold 
shoulder treatment from Congress. 

Mr. Martin stated that it is time to give 
the American consumer relief from the 
Federal sales taxes which were enacted in 
1944 in an effort to curtail the consumption 
of goods as much as to provide war-time 
revenue. 

The Martin proposal would restore the 
rates prevailing under the Revenue Act of 
1941. 

Jewelry would return to a tax of 10 per 
cent instead of 20 per cent, with an added 
provision that any article selling at less than 
$25 retail would be exempt from any tax. 
The jewelry schedule would also maintain 
the existing exemptions for silver-plated 
flatware. 

Democrats regarded Martia’s action as 
an attempt to embarass their party, which 
is faced with a demand by President Truman 
for a $4,000,000,000 tax increase. Such 
action on the excises has long been favored 
by both parties, but neither until now had 
moved to put through a bill. 

Representative Robert L. Doughton of 
North Carolina, chairman of the tax-writing 
Ways and Means Committee, said, “I am for 
it if we can spare the money.” However, 


(Please turn to page 273) 
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ported that a great many jewelers have 
complied and others have requested that 
the Alliance assign a scratch mark to them, 
which has been done, and the JSA’s file 
of recorded scratch marks is growing from 
day to day. Mr. Eitelbach also mentioned 
the arrangements made by the Alliance 
with the Travelers Insurance Co. of Hart- 
ford, Conn., to underwrite a plan of Group 


For the Crime Committee, Danie] Price, 
chairman, pointed out that criminal at- 
tacks against members have been far less 
this year than in any of the past three years 
and there has been a relative increase of 
crimes committed against non-members. He 

“0 pointed out that the Alliance had par- 
ticipated in bringing about the arrest ard 
conviction of 199 robbers, burglars 





thieves and had paid out 66 rewards 
ing the year for information leadin. 
convictions. 

Approximately half of the criminals were 
convicted while 42 thieves who have been 
arrested are now awaiting trial. 

Mr. Price called members’ attention to 
the fact that they must display Alliance 
signs. He said failure to display the signs 
releases the JSA from any obligation to 
furnish detective service or other assistance. 


Life Insurance for the members and their 
employees. He said many jewelers have 
grasped the opportunity to obtain this in- 
expensive form of insurance. 

In concluding Mr. Eitelbach paid the 
customary respects to the various com- 
mittees, to the trade press, and to Howard 
W. Nugent, manager of the Criminal Divi- 
sion of the Pinkerton’s National Detective 
Agency, for his personal interests in JSA 
affairs. 














Another Great DASOV Value Triumph! 


NATIONALLY ADVERTISED RINGS 






Here’s the answer to How 
to Increase Diamond Sales! 
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, No. 683- Your cos? 
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IDEAL for PROMOTION 


that will result in higher unit, 
more profitable sales! 


RUN THESE 
NEWSPAPER MATS! 
They’re Free with Your Order 


These rings were designed for promotion. 
They were manufactured for promotion — 
and we have priced them for promotion. 

In short, advertising leaders is what 

they essentially are. But make no mistake! 
There’s a heap of value in this merchandise. 
Our customers know that while our 

leaders are priced way down, 

we maintain certain standards of quality 
that have won for us an enviable reputation. 


> 
ae 


2-COLOR PRINTED TRADE-IN GUARANTEES 
SUPPLIED WITH YOUR ORDER 
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MANUFACTURERS OF Z'ezsore Rergs 
AND Becelecl Craft WEDDING RINGS 


20 WEST 47th ST., NEW YORK 19, N. Y 
Chicago Office: 29 East Madison Street 


JEWELRY CO., INC. 
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TIME COMES TO LIFE 
NUMECHRON 


TELEVISION 
CLOCKS 





Like television —it’s time in action 


SELLS ON SIGHT 


_ IMPERIAL 











Models from 
$8.95 list. 


Liberal 
discount. 


Catalogues on 
request. 


COMMANDER 


STARLET 


VOGUE 


GUARANTEED FOR ONE YEAR 





Boston Jewelers, Guests, Meet at 61st Banquet 





More than 1100 members and guests at- 
tended the 61st annual banquet of the Bos- 
ton Jewelers’ Club at the Hotel Statler on 
Feb. 5. Allen Davidson, president of the 
club and treasurer of the Thomas Long 
Co., was toastmaster. He was assisted by 
Sturgis C. Rice, vice-president of the club, 
and president-treasurer of Whiting & Davis 
Co.; and Ellsworth W. Read, secretary- 
treasurer of the club, of Kettell, Blake & 
Read, as well as by the club’s directors: 
John Blackinton of R. Blackinton & Co.:; 
Roy S. Brooks, Mauran Watch Co.; 
J. Gould Cook, A. Stowell & Co.; John S. 
Kennard, Kennard & Co.: Albert S. Mun- 
nis, Worden-Munnis Co., Inc.; and Her- 
bert L. Thomae, of Charles Thomae & Son, 
Inc. 


Guests of honor at the head table in- 
cluded: Maj.-Gen. Frank A. Keating, Com- 
manding General, First Service Command: 
Rear-Admiral Morton L. Deyo, USN, Com- 
mandant, First Naval District; Col. Harold 
C. Vanderveer, First Service Command; 
Capt. H. C. Fitz, USN, Chief of Staff, First 
Naval District; Lt.-.Com. A. W. Whitney, 
USN, First Naval District; First Lieut. 
Christopher L. Dvarecka, First Service 
Command; Hon. Frederick W. Cook, for- 
mer Secretary of State; the Rev. John 
Nicol Mark, First Congregational Parish, 
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Arlington; John M. Biggins, president, 
Chicago Jewelers Association; Norman M. 
Morris, president, The 24-Karat Club of 
City of New York; F. B. McFarren, presi- 
dent, Canadian Jewellers Association; 
Lester F. Morse. president, Jewelers Board 
of Trade; P. M. Fahrendorf, president, 
THE JEWELERS’ CIRCULAR-KEYSTONE: 
George Englehard, president, National 
Jeweler: John Peterson, president, Mas- 
sachusetts and Rhode Island Jewelers As. 
sociation; Edward O. Otis, Jr., president, 
New England Manufacturing Jewelers’ and 
Silversmiths’ Association, and John F. Me- 
Namara, president, The Diamond Peacock 
Club. 

Nine acts of top quality entertainment 
followed the dinner, with music by Karle 
Rhode’s Orchestra. Each member and 
guest was presented with a set of eight 
hand-made. vari-colored iced tea or high- 
ball glasses as a souvenir of the occasion. 


Follows in Father's Footsteps 


John T. Huber, who was connected with 
his father in the jewelry business in Yuma, 
Ariz., for many years, has opened a unique 
jewelry store in the M & M Super Market 
in South Pasadena, Calif. Mr. Huber, Sr., 
has bought the F. J. Mooney Jewelry store 
at Marysville, Calif. 





DIRECTORS OF THE BOSTON JEWELERS’ CLUB 








Lined up just before they made their head-table appearance at the banquet were: left to 
right: Robert A. Abbott of Wood-Abbott Co., Lowell; Sturgis C. Rice, vice-president of the 
club and president-treasurer of Whiting & Davis Co., Plainville; Allen Davidson, president 
of the club and treasurer of the Thomas Long Co., Boston; Ellsworth W. Read, secretary- 
Pittsburgh 8, Pa. prvnimer of the club, of Kettell, Blake & Read; John Kennard of Kennard & Co.; and Roy S. 


PENNWOOD NUMECHRON CO. 


Pennwood Building 





7249-51 Frankstown Ave. Brooks of Mauran Watch Co. 
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November Collections Show 7% Decline 
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Collections of the 20 per cent retailers’ 659.64, while that for November, 1947, was . 
excise tax on jewelry declined approxi- $20,766,575.20. Thus, November, 1948 tax 
mately seven per cent during the month of collections dropped $1,520,915.56 below 
November, according to figures supplied by those of the preceding year. 
the Bureau of Internal Revenue. Compared with the preceding month, , 
The tax collected on jewelry sales made November, 1948, excise tax collections ap-| 7. 8 


in November, 1948, amounted to $19,245,- pear extremely favorable—they increased 

: - $4,061.603.10. The reason for the increase 

can probably be attributed to early Christ- 
mas shopping. 

The other so-called “luxury trades” also 

noticed a sharp decline in November excise 
tax collections. 











? 


Business forecasters maintain that two 
things are responsible for the setbacks that 
business is currently experiencing. First, Te Aualit 
they maintain that the post-war sellers’ fa Y 
market has now turned into a buyers’ market. 
In short, supplies have become ample. FOR OVER 50 YEARS 
Secondly, they agree that seasonal patterns 
have returned in the markets, which means Ever popular — Ever 
that business is good in certain months 


and slower in_ others. smart — Custom made 
These forecasters point out that there Bags and Rolls to your 
is still only a small percentage of the popu- order! Nine striking 


lace that can buy the extras which the luxury 
and semi-luxury industries are geared up rae 
to make. They maintain these industries color combinations to 
still have less chance when the cost of blend with any desired 
necessities eat up their modest budgets. They pe aes: eee 

also claim that possibilities open up only 


solid colors or unlimited 








Earrings in various patterns in 14 KT , ar Stead d 
Green and Red Gold. as on for the necessities o 00 an If for any reason you 
St. Christopher Key—14 Kt in three clothing recede. . : 
sizes; also Bill Clips, Charms and Ma ; ‘ are not satisfied with 
Links to match. Since jewelers have until the end of the ; 
Love Knot Ring—1l4 Kt Red and month following a sale to submit their re- your present connections, 
Green Gold Combination in four sizes. : ; , . ° 
Earrings, Cuff Links and Studs to turns of the jewelers’ excise tax, and the sive us an opportunity 
match. figures published by the Bureau of Internal to work with you 

Our_ comprehensive line of R . llecti f th a 

Gold, Platinum and Enamel evenue represent collections of the tax 

Novelties, including Vanity, during the month concerned, it has been 


Cigarette and Card Cases 


are distinctive and have necessary to make allowance for this dis- 
sales appeal. crepancy. Data on the chart above has been | —___—__—/ 
CLIFFORD A. MILLER & CO., Inc. correeted, and the figures indicated actually Reeve & Mitchell Ga. 


represent the tax paid on sales made during 
Manufacturers 1898 — 1949 


November, although the tax was collected by 
64 West 48th Street ¢ New York Gin Comins tn Ceemiian: 1110 Sansom Street, Philadelphia, Pa. 
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Wadsworth Watch Case Co. 
Acquires Enlarged Showrooms 
The Wadsworth Watch Case Co., of 


suburban Dayton, Ky., announces the 
opening of its new New York City display 
rooms at 385 Fifth Ave. at the southeast 
corner of 36th St. The new 10th floor 
showrooms occupy double the space which 
the firm has occupied on the fifth floor 
of the same building for 12 years. 

The new space, containing offices and 
three display rooms, is tastefully decorated 
and equipped in the modern trend. David 
Adler and his father, J. S. Adler, are in 
charge of the compact displays, and L. W. 
Sparks handles the watch case division. 
All are long-time Wadsworth employees, 
and they are being assisted by several sales 
women. 


Jewelry Crafts Association 
Presents Student Awards 

At the graduation exercises of the School 
of Industrial] Arts, held on January 27th at 


the Julia Richman High School in New 
York, Henry L. Sperling presented an 


award to Howard Beckerman for outstanq. 
ing service to the school, and also a certif. 
cate of honorable mention in the Jewelry 
Class to Egon Klingel. 

The Jewelry Crafts Association presented 
the Lt. Albert E. Verber award to Anthony 
Mattiolo for highest standing in the Jewel. 
ry Department at the graduation exercises 
of the George Westinghouse Vocational 
High School in Brooklyn, N. Y. 

The association also presented a medal 
for excellence in Art Metals to Gilbert 
Moskowitz at the graduation exercises of 
the Forest Hills High School, Forest Hills, 
N. Y. 


Only One ANRJA Show 


A proposed display of “allied jewelry 
lines,” to be held at the same time as the 
1949 Convention and Trade Show of the 
American National Retail Jewelers Asso. 
ciation, has caused the Executive Commit. 
tee of the ANhyA to issue a release calling 
attention to the fact that the Waldorf show 
is the only one sponsored, or endorsed, by 
them, and all convention activities will 
take place at the hotel, as in previous 
years. 





Federation Fund Drive 
Nears Half-Million Mark 


Under the chairmanship of Adolph 
Pusrin, the Downtown and East Side 
Jewelers Committee of the Federation of 
Jewish Philanthropies of New York, held 
the final public event of the current cam- 
paign of the Jewelry Division in support 
of the $16,500,000 maintenance campaign 
for 116 affiliated hospitals and social wel- 
fare agencies. 

Meeting at the Central Plaza Restaurant, 
Feb. 1, 50 leading members of the industry 
heard division chairman Colonel Harry D. 
Henshel of the Bulova Watch Co., report 
on the results of the campaign to date. 
The division is “well on the way toward 
the half million mark” he announced as 
against $386,000 in 1947. He stressed 
that this notable record was made “despite 
adverse business conditions.” 

The meeting was featured by the pre- 
sentation of a scroll by Judge Jonah J. 
Goldstein to Harry Schulman in honor of 





the memory of his father Joseph Schulman, 
a federation founder and a leading figure 
in philanthropy on the lower East Side 
for many years. 

Among those who worked to make the 
event a success were Ben Fabrikant, Albert 
Bookbinder, George Harris and Max 
Jacobs, and it is expected that they will 
be leading personalities in the closing ac- 
tivities of the campaign downtown. 

Mr. Pusrin joined Colonel Henshel in 
appealing to the jewelers present to partic- 
ipate in the final personal telephone so- 
licitation and mass coverage work to clean 
up the campaign. They called attention to 
the fact that the overall federation drive 
was $3,400,000 behind its goal. 

“Gifts are important,” Colonel Henshel 
said, “but equally important is work—the 
day to day work of contact and solicita- 
tion. Every jeweler must be a federation 
contributor. We can reach that aim if we 
see our friends and business contacts now 
and get their gifts in. Jewelry has a 
chance to become the pace setting division 
of the federation.” 
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Seated on the dais at the Downtown and East Side Jewelers Committee dinner at the Centrat 
Plaza Restaurant, Feb. |, were (left to right): Harry Schulman, Samson Hittner, Benjamin 
Fabrikant, Colonel Harry D. Henshel, chairman of the Jewelry Division; Adolph Pusrin, chair- 
man of the Downtown and East Side Committee, and guest speaker Judge Jonah J. Gold- 
stein. The dinner was the last of seven major events in the industry in support of the current 
$16,500,000 campaign of the Federation of Jewish Philanthropies for the maintenance of its 
network of 116 hospitals and social welfare agencies and institutions. The Jewelry Division, 
it was announced at the meeting, is well on the way to the half million mark. 
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4 The Golden Circle Sales Executive Club 
of New York held its second meeting on 
Monday, February 14th, at the Park-Shera- 
ton Hotel, New York. Various committee 
chairmen made their reports. 

4 Bernard Landau, 608 Fifth Ave., New 
York, sailed with Mrs. Landau on the 
s. §. Queen Mary on February 12th for 
a two-months’ trip through Europe. Mr. 
Landau will visit the London and Paris 
sem markets. He stated that he and his 
wife plan to tour through Italy and Switzer- 
land. 

4 Michael Lee, formerly president of the 
Nassau Distributing Co., Inc., and also 
vice-president and co-partner of Nastrix 
Watch Co., Inc., and Nastrix Watch Co., 
has announced that he is no longer con- 
nected with those concerns. Mr. Lee stated 
that he will announce his plans for the 
future at a later date. 

q Allen V. Tornek, who for the past seven 
years was associated with the Wyler Watch 
Agency, Inc., 630 Fifth Ave., New York, 
first as a salesman and then in the ca- 
pacity of sales manager, organized his own 
watch company as of February Ist. Known 
as the Allen V. Tornek Co., the organiza- 


ALLEN V. TORNEK 


tion will merchandise a popular priced 
line of watches to retail jewelers. Mr. 
Tornek stated that he will shortly be call- 
ing on the trade and hopes to present some 
unusual and novel watch ideas. The new 
firm is located at 75 West 45th St., New 
York. 

q P. Mereminsky, manufacturers of P. M. 
Staffs and sole distributors of onyx steel 
mainsprings, located at 15 Maiden Lane, 
New York, have moved to new and larger 
quarters on the fifth floor of that location. 
These new specially designed offices offer 
every convenience to the trade, and fulfill 
a long-felt need of the organization for 
greater space. 

q Miss Barbara G. Sverdlik, daughter of 
Mrs. Aaron Sverdlik and the late Aaron 
Sverdlik, was married to Howard L. Bar- 
ron on February 3rd at her mother’s home 
in New York. The bride was graduated 
from the Birch Walthen School in New 
York and from Cornell University. Mr. 
Barron, an alumnus of Cornell, served in 
the Navy during the war. The late Aaron 
Sverdlik was a partner in the firm of 
Robinson & Sverdlik, Inc., importers of 
precious stones and pearls, 610 Fifth Ave., 
New York. He was chairman of the jewelry 
divisions in the fund-raising drives of the 


FOR MARCH, 1949 











NEW YORK 


Federation of Jewish Philanthropies, the 
United Jewish Appeal, the Greater New 
York Fund, and the American Red Cross. 
q For the convenience of their greatly in- 
creasing number of customers, Mike Elin- 
son, wholesale jewelers, have moved to new 
quarters at 197 Canal St., New York. “This 
will amply facilitate the service that has 
won us a host of friends,” the firm stated. 
The company was formerly located at 181 
Canal St. 

q Samuel R. Zickerman, president of the 
Ethical Trade Repairing Service, Woodside, 
Long Island, has announced his recent 
purchase of the Alma Service Co., 199 
Canal St., New York. Mr. Zickerman stated 
that he is incorporating the business into 
a rapidly expanding trade shop for the 
jeweler. The Ethical Trade Repairing Ser- 
vice does all types of repairs in Woodside, 
on the premises—with watch and jewelry 
repair predominating. The firm also is re- 
pair agency for leading pen companies. 

q Friends of W. Schap Kevisch, manufac- 
turing jeweler located at 42 West 48th 
St., New York, will be pleased to know 
that Mr. Kevisch has recovered from a 
prolonged stay in the hospital and is once 
again calling on the trade. Mr. Kevisch 
entered the hospital several months ago 


for treatment of a service-incurred dis- 
ability. 
<q Chas. F. Damm, Ine., manufacturing 


jewelers of Buffalo, N. Y., have moved to 
new and larger quarters at 123-129 Frank- 
lin St., that city. The firm, which was 
formerly located at 703-711 Main St., Buf- 
falo, for the past 35 years, was forced to 
move as the building they occupied was 
sold. 

q Alfred Rapp has been appointed man- 
ager of the newly opened Rudolph’s Jewel- 
ers store at 586 Main St., Buffalo. He 
formerly was manager of Rudolph stores 
in Middletown and Troy. 

q James L. Schmonsky, watchmaker of 
Jamestown, N. Y., spoke on “Science of 
Making and Repairing a Watch” at a 
Jamestown Exchange Club meeting. 





Bill Would Cut Excises 

(From page 269) 
he indicated that no action would be possi- 
ble at this session. 

A number of other bills relating to the 
repeal of the excise tax on jewelry, and 
other items subject to the excise tax that are 
carried by some jewelers, were also intro- 
duced during February. 

Representative James T. Patterson (R., 
Conn.) introduced a measure that would 
repeal all excises on clocks and on watches 
selling for less than $65. 

A bill that would terminate the excise tax 
rate on luggage and other items was referred 
to the Committee on Ways and Means by 
Representative Forand (D., R. I.). 

Representatives Jonas (R., Ill.) and Mans- 
field (D., Mont.) also introduced measures 
that would amend the war tax rates on 
jewelry. 
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DIAMONDS 


All sizes — All shapes 


Finest polishing from Palestine 
and Belgium, sized and graded. 
Please ask for our new price list. 
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New York 19, N. Y. 
“ORIENTA” 


LUxemburg 2-3575 
CULTURED PEARLS 
f QUALITY 























SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 








269 So. 9th ST. 








WATCH MATERIALS — 


Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nassau St. New York 7, N. Y. 
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TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 


Send for Catalog 
277 HALSEY ST. 


NEWARK 2, N. J. 
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Special Orders 


Braunfeld & Mehiman 
108 Fulton St., New York 7, N. Y. 
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PAUL FINGERMAN & CO. 
35 Maiden Lane 





New York 7,N. Y. 











PINS $ PINS 


Club and Emblem Jewelry 
with that new “Hollywood Look” — for that new 
“profit look.” Your club pin customers today are 


your diamond customers tomorrow! Don't overlook 
this important market. Send for illustrated folders, 
price lists, discount information, etc. 


Write today to Department J-C 


Since 1912 
1031 West 7th Street 
Los Angeles 14, Calif. 


J. A. MEYERS & CO. INC. 
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Jewelers Benevolent Ass'n 
Resumes Annual Get-Together 


After a wartime lapse in an elaborate 
annual meeting, the New York Jewelers 
Benevolent Association resumed their tra- 
ditional induction and entertainment at the 
Henry Hudson Hotel, in New York City. 

This time officers for 1949 were installed 
during the ceremony preceding the eve- 
ning’s entertainment and dancing in the 
grand ballroom of the hotel with a capacity 
crowd in attendance. 

This benevolent and charitable associa- 
tion which was organized in 1887 yet re- 
mains the only one of its kind in the coun- 
try, where membership is made up of per- 
sons in the jewelry and optical trades. 


AL WALDEN 





The following officers were elected for 
1949: Al Walden, president; Henry Bilker, 
vice-president; J. Leonard Levere, trea- 
surer; Sam Horowitz, recording secretary; 
Jack Dolgin, financial secretary; Howard 
Dolgin, sergeant-at-arms; Al Gally, Jesse 
[ronson and Julius Epstein, trustees; 
Adolph Pusrin, Welfare Chairman; Jesse 
Rothman, Chairman of By-Law Committee; 
Paul Meyers, Chairman of Entertainment 
Committee, and Steve Lucas, Chairman of 
Membership Committee. George Knapp 
was named honorary president of the or- 
ganization for a term of five years. 





| Official Swiss Parts Package 














To Be Distributed Next Month 


The long-awaited new Official Swiss Parts 
Package will be distributed to watch parts 
suppliers beginning next month, it has 
been announced by Paul Tschudin, director 
of the Swiss Watch Parts Information Bu- 
reau, 730 Fifth Ave., New York. 

The new package, which is another step 
in the Swiss Watch Repair Parts Program, 
will contain factory-tested, labeled parts 
securely wrapped in heavy foil. 

As soon as national distribution of the 
packages is completed, the suppliers will 
begin to fill the watchmaker’s orders with 
the packaged parts. Suppliers’ stocks of 
staffs and stems for the most widely used 
Ebauches movements as shown in Part I 
of the new Official Catalogue of Swiss 


| Watch Repair Parts will be the first to be 


replenished with the new Official Swiss 
Parts Packages. Watch repair departments 
will receive advance notification as other 
parts are packaged. 

The supplier will fill orders for staffs 
and stems with packaged parts as soon as 
his present supply of genuine unpackaged 
staffs and stems is exhausted. Although 
there is very little difference between the 











officially packaged parts and the genuine 
unpackaged parts now being used, since 
all genuine Swiss Watch Resale Parts are 
factory made to rigid specifications, and 
tested for accuracy, receipt of packaged 
parts will assure the watchmaker that they 
are genuine, factory parts that will fit the 
movement for which they are intended. 

Watchmakers are advised to use ‘the 
Official Catalogue of Swiss Watch Repair 
Parts in ordering all parts. Even though 
parts being ordered may not be packaged 
as yet, suppliers already are employing the 
identification and ordering system set by 
the Catalogue, and the use of this system 
will make the task of both ordering and 
filling orders much easier. 

The twelfth of the watch-selling series 
of advertisements to be sponsored by The 
Watchmakers of Switzerland and to appear 
during April in Life, Look, Saturday Eve. 
ning Post, Time, Newsweek, and Country 
Gentleman, will emphasize Mother’s Day as 
a watch-giving occasion. As in all of the 
series of advertisements, it will stress the 
slogan: “For the gifts you'll give with pride 
—let your jeweler be your guide.” 





Nearly 1,500 Apprentices 
Learning Jewelry Trade in N.Y, 


New York City’s supply of skilled labor, 
which became seriously depleted during 
the war years, is being built up through 
some 8,000 apprenticeship programs ad- 
ministered by the New York State Appren.- 
ticeship Council. 

Approximately 16,500 persons are en- 
rolled in these programs. The jewelry in. 
dustry has the third largest enrollment in 
the program with about 1,500 learning the 
trade. Nearly half this total, some 670 ap. 
prentices, are training to be jewelers. 

Employers interested in instituting an 
apprentice program can obtain complete 
information about how to proceed by re- 
questing the New York State Apprentice- 
ship Council to have a representative call 
on them. Employers in the Metropolitan 
District (New York City, Orange, Putnam, 
Rockland, Westchester, Nassau and Suf- 
folk Counties) should address their com- 
munications to the Apprenticeship Council, 
New York State Department of Labor, 
270 Broadway, New York 7, N. Y. 


Purchases Jewelry Store 


J. Wesley Trout of Brookfield, Mo., 
has purchased the Howe Jewelry store at 
Ottawa. Kansas, from Mr. and Mrs. 


C. D. Howe. 


—_ 
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For all Swiss and American Watches 
Furnished in Sealed Envelopes 
Containing 6 pieces 
GUARANTEED TO FIT CORRECTLY 
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‘Associations Are Essential’ 
Cincinnati Jewelers Are Told 


Declaring that national organizations are 
more essential now than ever before, Mau- 
rice Adelsheim of Minneapolis, president 
of the American National Retail Jewelers 
Association, discussed current problems in 
the retail jewelry business, in an address 
to members of the Greater Cincinnati Re- 
tail Jewelers Association at a dinner meet- 
ing in Hotel Sinton on January 22. Presi- 
dent Mark Herschede presided at the 
meeting, which was attended by approxi- 
mately 100 members and guests. 

“Guesswork isn’t good enough these days 
‘n solving the complex problems facing 
retail jewelers,” Mr. Adelsheim said in 
urging a study of Association surveys as 
aids in the conduct of business. 

Denouncing free engraving, Mr. Adel- 
sheim pointed out that engraving costs 
have increased as much as 45 per cent, 
compared with an average of 21 per cent 
in total operating expenses for retail jewel- 
ers. He added that the Association is re- 
examining engraving policies and will soon 
issue a new release on this problem. 

The Association also is working on the 
problem of unfair competition by armed 
forces exchanges and service stores, which 
Mr. Adelsheim declared is serious to many 
retail jewelers. 

“In cooperation with the U. S. Chamber 
of Commerce, we are seeking federal legis- 
lation that will make armed forces ex- 
changes and service stores subject to the 








AN Extra SALESMAN 
JEWEL-RE-CLEAN 


JEWEL-RE-CLEAN is a fast actin 
cleaner that does a therough jo 
with no effort. A small item that 
offers a great profit. Why not 
strengthen your sales force with 
this repeat sales product. Your 
customers will thank you for sug- 
gesting JEWEL-RE-CLEAN .. . they 
will show their appreciation by 
sales in other departments. A 
fool-proof way of keeping your 
customers satisfied and making oa 
profit at the same time. Read on 
for special offer. 
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same rules and regulations under which 
retail jewelers have to operate,” Mr. Adel- 
sheim said. 

The Association president, in discussing 
the proposed merger of the two national 


organizations, said “there is much loose | 


talk regarding this which is not based on 
all the facts. We are not rivals in any 
sense, and do not compete. Each associa- 
tion serves a distinct group, and industry 
problems can be solved only by each group 
working independently. 

“We have very little in common, our 
basic philosophies differ, and there is no 
basis on which to build a united group. 
One organization cannot successfully serve 
both groups.” 

Mr. Adelsheim took a dim view of the 
possibility of reducing excise taxes on 
jewelry in view of the administration pro- 
gram for substantial expansion of federal 
financial aid in numerous fields. However, 
he added, the Association “will continue to 
do everything possible to secure excise tax 
elimination or reduction.” 

Pointing out that 1949 will be a critical 
year for retail jewelers because of the com- 
petition by other lines of business which 
will spend millions of dollars for promo- 
tions, Mr. Adelsheim discussed national 
jewelry promotions planned by the Jewelry 
Industry Council for this year, and he 
urged every retail jeweler to “climb aboard 
and profit by these promotions this year.” 





English Potters Group 
Names McNally Secretary 
John S. McNally of Copeland & Thomp- 


son, Inc., has been elected secretary of the 
Associated Representatives of Staffordshire 
Potters. Mr. McNally replaces William 
Q. Wilcox of Doulton & Co., Inc., who was 
retired as secretary after 50 years of ser- 
vice. 

The Associated Representatives was es- 
tablished just before the turn of the century 
and became a formal organization on Feb- 
ruary 1, 1901. The constitution adopted at 
that time defines its main function as “To 
promote the general good and welfare of 
the trade.” 


JOHN S. 
McNALLY 





Mr. McNally is well-known throughout 
the Trade. He is General Manager of 
Copeland & Thompson, Inc., importers of 
Spode China, and has been secretary of that 
company since its inception in 1923. 

Mr. Wilcox was honored at a testimonial 
luncheon on Tuesday, February 15. The 
affair was given at the Manhattan Club by 
members of the Associated Representatives. 
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TRANSPARENT SHADES 


Never again need you take big losses 
on sun-damaged display merchan- 
dise...nor bother with awnings that 
can’t protect against reflected light, 
or canvas strips that hide your best 
advertising. Just install famous Infra- 
Chem Transparent Shades! This ex- 
Clusive ‘‘miracle material’ shuts out 
fading ultra-violet rays, yet keeps 
your windows attractively visible all 
day. Many other advantages, too! 
See why over 75,000 merchants now 
cut costs and boost sales the Infra- 
Chem way. Write for facts—TODAY! 
BROCHURE 


SAMPLES 


aN 








“Lis 


YES— Rush me new brochure, generous Infra- 
Chem test samples, and estimate data. All 
without charge. 
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School's First Horological Engineering Class 


Constructs andPresentsGoldWatchtoTruman 





The American Academy graduated the first class of horological engineers in the United 

States on January 2Ist. Standing, left to right, are graduates Robert E. Gray, Charles E. 

Sharp, Vernon J. Bergquist and Paul Antrillo (holding class watches), George H. Eji and 

Peter P. Bodner. American*Academy faculty members, seated, left to right, are: Horological 

Engineer John P. Dubois, Dean Louis Dubois, President Orville R. Hagans (holding presi- 
dential watch), and Assistant Engineer Kenneth Schoenrock. 


In graduation ceremonies conducted by 
the American Academy, Inc., School of 
Horology in Denver, Colo., six watchmak- 
ing students recently received the first 
horological engineering diplomas’ ever 
awarded in the United States. Culminating 
two years of intensive study at the Ameri- 
can Academy, each of the six graduates 
constructed his own watch from raw ma- 
terial—the first such horological school 
project of its kind to be instituted in this 
country—as a requisite for successfully 
completing the difficult course. 

As a special phase of the project, the 
class built the first of the 17-jewel move- 
ment, gold case and dial watches, as a 
gift to President Harry S. Truman. The 
finely tooled timepiece is intended as tan- 
gible appreciation of the benefits received 
under the G. I. training program, and as 
evidence of the swift development of ad- 
vanced watchmaking technics in this coun- 
iry. 

All veterns of World War II, three of the 
six engineers are disabled, and have been 
attending the school under the Veterans 
Administration program of education and 
training for all veterans with emphasis on 





Orville R. Hagns (right) turns over the 

presidential watch to honor student Peter P. 

Bodner on behalf of the graduating engi- 

neering class. Bodner took the watch to 

Washington on February 4th for presenta- 
tion to President Truman. 


the rehabilitation of disabled veterans. 
The graduation exercises also included cer- 
tification of a class of 19 veterans in the 
regular watchmaking course, and 13 ex- 
servicemen in the complicated watch divi- 
sion. The ceremony was attended by off- 
cials of the regional VA office, Colorado’s 
advisory council on veterans training and 
education, the American Legion, and Cham- 
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Importers of 
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ber of Commerce. The governor of Colo- 
rado and the mayor of Denver were also 
represented. , 

- President Truman expressed with plea- 
sure, just two hours before his inauguration 
‘n Washington, his desire to accept the 
sift watch. Peter P. Bodner, honor student 
i the engineering graduates, was selected 
by his fellow classmen to deliver the Presi- 
dential watch to Washington. Because of 
the close liaison between the American 
Academy and the Veterans Administration, 
Gen. Carl E. Gray, national VA administra- 
tor, accepted the watch in behalf of the 
President. U. S. senators and representa- 
tives from Colorado participated in the 
White House presentation. 

Bodner made his Eastern trip in company 
with American Academy’s president and 
technical director Orville R. Hagans and 
Dean Louis Dubois, who embarked later 
in the month for a two months’ European 
tour. Mr. Hagans, national executive sec- 
retary of the United Horological Associa- 
tion of America, is scheduled to appear 
before Swiss, French and English govern- 
ment bodies, scientific groups and societies 
to lecture on horology, and to meet’ with 
Continental watchmakers associations in a 
broad program of international public 
relations, to establish a mutual exchange 
of universal technical education. 

The horological engineering class was 
trained under the personal supervision of 
Louis Dubois, member of a Swiss family 
that for 400 years has made watches. Thirty 
years ago, he taught the first class in com- 
plicated watch repair in Switzerland. At 
68, he has turned wholly from watch 
engineering design to instruction at the 
American Academy. 





Swank Honors 61 Employees 
At Recent Service Pin Dinner 


J. Carlton Bagnall, executive vice-presi- 
dent of Swank, Inc., manufacturers of 
men’s jewelry, leather and other acces- 
sories, recently deplored the “ups” and 
“downs” of employment which he said had 
been accepted as inherent in the jewelry 
industry, and told of the progress his com- 
pany had made in leveling off these peaks 
and valleys. 

Bagnall spoke before almost 100 Swank 
men and women at a dinner held at the 
Sheraton-Biltmore Hotel to recognize em- 
ployee service with the company. 

Swank now employs about 1600 persons, 
most of them in the manufacturing plants 
located at Attleboro and Taunton, Mass. 

Attending the meeting in addition to the 
61 employees honored were members of 
the Swank management group, including 
foremen of the departments of the men and 
women who received awards. 

Receiving awards were: 

Twenty-year pin: Viola Dickerson; fif- 
teen-year pins: Elizabeth Menard, James 
Lavell, Violet Denis, Anita King, Jennie 
Langlois, Robert Crook, Mary Jessie, Lau- 
rence Governo, and Edna Viens. 

Ten-year pins: Ralph DeMizio, Marjorie 
Bailey, Lucy Bunker, Marion Svendsen, 
Mildred Svendsen, Roger Allard, Agnes 
Doucette, Donald Stevens, Doris Thibeault, 
Arthur Royer, Bradford Boyles, Clarinda 
Lee, and Alice Thibeault. 
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Five-year pins: Anna Prohodsky, Helen 
Prohodsky, Margaret Regan, Philip Lang- 
lois, Flora Deveau, Florence Shockro, 
Frederick Brown, Elizabeth Gaudreau. 
Leonard Pierce, Grace Guimond, Ear! 
Miller, Cecile Letourneau, and Myrtle 
Rollins. 

Three-year pins: Kenneth Jencks, Rich- 
mond Melcher, Harold Graham, Mary Mac- 
Farlane, Mary Dunbar, Marjorie Smith, 
Alfred Lange, Charles Gaboriault, Charles 
Brogan, Margaret LeMay, Louise Austin, 
Domingos Silvia, Edward Joyce, Dorothy 
Godfrey, Grace Simmons, Joseph Achin, 
James Fitton, William Goodman, Alice 
Fleck, Norma Silva, William Elliott, How- 
ard Fleck, Catherine Barron, Austin 
Turner, and George Deshaies. 





J. Carlton Bagnall, executive vice president 
of Swank, Inc., manufacturers of men's 
jewelry, leather and other accessories, pre- 
senting a 20-year service pin to Viola Dick- 
erson of the Attleboro plant. Mrs. Dicker- 
son was among 6! Swank employees honored 
at a recent service pin dinner at the Shera- 
ton-Biltmore Hotel in Providence. 





Fair Trade Council Announces 
Elgin American's Membership 


John W. Anderson, president of the 
American Fair Trade Council, recently an- 
nounced that it has accepted for member- 
ship the Elgin American Division of the 
Illinois Watch Case Co., Elgin, Il. 

The concern joins other manufacturers 
who merchandise products under one or 
more of the Fair Trade acts now in effect 
in 45 of the states and who are interested 
in the promotion of resale price mainte- 
nance as a means of quality protection for 
the consumer. 

Commenting on the _ new affiliation, 
W. D. Evans, vice-president and director 
of sales for Elgin American, said, “Fair 
Trade is the inevitable answer to price 
manipulation. We will not lower our 
standard of quality to meet a cut price. We 
need Fair Trade to back up this policy.” 

Evans stressed the need for informing 
consumers of the benefits accruing to them 
from Fair Trade. “The consumer is un- 
aware,” he said, “that Fair Trade protects 
him by protecting the quality of the prod- 
uct he buys. It’s up to us to carry the story 
to him in every way.” 





Announces Store Opening 


Lane Jewelers of 1813 Chester St., Bakers- 
field, Calif., owned by Foster Hulings, have 
opened another credit jewelry store under 
the name of Fields Credit Jewelers at 1314 
19th St. in the same city. John Lovett has 


been appointed manager of the new store. | 





Here’s how 
you can celebrate 
Easter 


What does Easter mean to you? Sun- 
rise Services . . . new spring clothes, 
baskets of gaily colored eggs for the 
children? 

It means that Easter Seal time is here 
again, too. It means that through 
these seals you'll be helping crippled 
children in your own community to a 
better chance in life. 

The money you contribute by buy- 
ing Easter Seals is used for this one im- 
portant purpose ... to provide handi- 
cgges children with adequate medi- 
cal care... with wheel chairs and braces 
and a lot of other things they need. 

It’s used to give them specialized 
vocational training ... healthful rec- 
reation ...a chance to go to camp in 
the summer ...to swim and romp and 
play games like other kids. 

So why not celebrate this Easter by 
buying more Easter Seals. Remember, 


Every Easter Seal you buy 
helps a Crippled Child 


National Society for Crippled Children and 
Adults, 11 So. LaSalle St., Chicago 3, Ill. 














LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
i have REVISED WAYS AND MEANS enabling me 
to de your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% te 50%. 
With Quicker Service and Better Workmanship! 
“Send Me Your Next Package.’’ ? 

M. J. STERN 

Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 
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10K Gold Shank 
14K Gold Top. 
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LADIES RING 


10K Yellow Gold 
Shank 

10K White Gold 
Setting. 


$4.75 








LADIES RING 
TWO Carat Zircon 
Two Baguette Zircons 
14K Gold. 





$11 
Also BAND TO MATCH 
WELL MADE, WELL SET MOUNTINGS. FULL 


MONEY BACK GUARANTEE. SAMPLES SENT 10 
RATED CONCERNS. OTHERS C.0.D. 


FIRST QUALITY ZIRCONS ONLY. 


ZIRCONART JEWELRY, Inc. 


545 5TH AVE. NEW YORK 19, N. Y. 





How Do Your Operating Costs Compare? 


Furnished through the courtesy of: the 
American National Retail Jewelers Asso- 
ciation, the information presented below is 
taken from Part One of the “ANRJA Re- 
tail Jewelry Stores Operating Costs and 
Methods Study.” Entitled “1947 Operating 
Results,” the study was published by the 
Association in November, 1948, and is 
available to non-members at $2.00 per copy. 
The data shown below are in summary 
form only and interested parties should 
refer to the ANRJA report for further or 
more detailed information. 


Average Merchandise Turnover Rates 
And Sales Per Square Foot of Store Area 





Sales per square foot’..... $ 90.78 
Average rent per square foot 3.61 
Typical average inventory’. 33,949.00 
Typical turnover rate...... 1.53 times 
























1 Based on reports from 147 stores hav- 
ing total sales of $31.5 million. 
2 Based on reports from 197 stores. 





Typical 1947 Operating Results 
(As per cent of Net Sales) 


Per Cent of 
Item Net Sales 
Merchandise sales ........ 87.2 
Repair receipts ........... 12.8 
Total Net Sales............... 100.0* 
Cost of goods sold ............ 61.8> 
Gross margin ............. 38.2 
Operating expenses: 
Rent and real estate..... 3.0 
Salaries of officers and 
el ere 7.4 


Other salaries and wages. 8.6° 
Advertising and display... 2.8 
All other operating expense 7.5 


Total operating expense... .. 


Net operating profit........ _ 8.9" 
® Exclusive of excise taxes. 
> Excluding work-room costs incurred 
in preparing merchandise for sale. 
¢ Excluding repair wages. 
i Before taxes. 





S. H. Clausin and Company 
Moves Into New Headquarters 


Although formal open house will not be 
held until March 16-17-18, S. H. Clausin & 
Co. of Minneapolis have already moved into 
their own new headquarters building at 
41 N. 12th St. The transfer was made by 
a fleet of trucks over the week-end of Jan. 
22, and the company was open for business 


































For all supplies and 
equipment for modern 
jewelry casting. 


95 Bedford Street 


—ALEXANDER SAUNDERS & CO.=> 


Successor to J. Goebel & Co. 
PRECISION CASTING EQUIPMENT AND SUPPLIES 
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HUGO has good NEWS! 


SAUNDERS 
Casting Wax #160 
MAKES HEADLINES 


We are being favored with re- 
peat orders from several lead- 


ing custom casters. 


+ 160 is pliable, durable, burns 


out clean and is economical. 


2 lb. sample postpaid $2.50, 50 
lbs., or more $1.05 lb., F.O.B. 
New York, N. Y. 





Est. 1865 


New York City 14 

































as usual Monday morning, Jan. 24, at the 
new address. 





New office, headquarters and warehouse 
building at 41 North 12th St., Minneapolis, 
now occupied by S. H. Clausin & Co. 


The 25,000 square foot modern office and 
warehouse building was especially designed 
to expedite the services of a wholesale 
jeweler and is part of the long range plans 
of S. H. Clausin & Co. to maintain its ser- 
vice at consistently high levels. 

Private parking space has been pro- 
vided for cars of guests and customers. The 
new headquarters is within easy access to 
hotels, theaters and the famous Minneapo- 
lis downtown shopping district. Out-of- 
town customers will find it especially to 
their liking, since the new location is in a 
district where seven incoming trunk high- 
ways converge from all points in Minne- 
sota, North Dakota, South Dakota, Iowa 
and Wisconsin. 


Tuttle Silver Co. Expands 


The Tutile Silver Co. of Boston, Mass., 
manufacturers of sterling silver flatware 
and hollowware, recently announced an 
expansion and consolidation move to Attle- 
boro. The firm will continue to maintain a 
Boston office. 

The company is the parent firm to two 
other companies: Smith & Smith, manu- 
facturers of sterling household pieces, and 
the Tuttle Plating Co. Arthur H. Smith is 
treasurer and general manager of the 
parent firm. 
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Chicago is Chosen as Site 
For Chronograph Conference 


The first American chronograph pre- 
miere, to be held in Chicago this month, 
has been announced by William O. Smith, 
president of Western Pennsylvania Horo- 
logical Institute, Pittsburgh, Pa. | 

Mr. Smith, who is now in Switzerland 
consulting with Swiss officials, is sending 
air mail invitations to the heads of all 
American watchmaking schools to partici- 
pate in the two-day conference. 

The purpose of the chronograph pre- 


miere will be to introduce school adminis- 


trators, as well as watch manufacturers 
and jewelry trade papers, to the new time- 
saving procedure for servicing complicated 








movements which has been developed at 
the W.P.H.I. research laboratory during 
the past two years. The heart of this 
method is a set of 23 copyrighted “Esembl- 
O-Graf” working manuals giving graphic 
step-by-step instructions for servicing over 
100 different chronographs. By using se- 
quence photographs and isometric draw- 
ings, W.P.H.I. technicians have reduced 
the bench time for chronograph servicing 
to less than two hours. 

Mr. Smith became interested in the prob- 
lems of repairing complicated watches 
early in World War II when military needs 
brought these movements into prominence. 
Subsequent popularity of wrist chrono- 
graphs among servicemen and civilians 
emphasized the urgent need for a simple 


Part of the current class in chronograph repair now learning the Esembl-O-Graf method at 
the Western Pennsylvania Horological Institute, Pittsburgh, Pa., are shown above. 
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but complete guide to chronograph repair. 

It was evident that no watchmaker 
could remember all the oiling and fitting 
procedures of the hundred-odd dial names 
that might cross his bench. Nor would a 
cumbersome text book resolve the difficulty, 
since it would retard rather than hasten 
completion of a job. From these considera- 
tions evolved the “Esembl-O-Graf” method, 
which has been proven in a test class at 
W.P.H.I. and is now used in a veteran- 
approved course at that school. 

During his present stay in Switzerland, 
Mr. Smith will demonstrate to Swiss horo- 
logical interests how the “Esembl-O-Graf” 
method will standardize and simplify all 
complicated watch repair. 





Members of Utica RJA 
Elect Thiebault President 


J. Francis Thiebault was elected presi- 
dent of the Utica Retail Jewelers’ Asso- 
ciation at the organization meeting of that 
group held in Utica, N. Y. The association, 
formed “for the elevation of the jewelry 
business in Utica and vicinity,” has ap- 
proximately 40 members. 

Other officers elected at the meeting 
were: Harold Lennon, vice-president; Ed- 
mond Harris, treasurer, and Miss Freda 
Wineburg, secretary. 

The code of ethics committee consists of: 
Harold Lennon, advertising; Clarence 
Miller, public relations; David Freed, 
credit practices; Charles Rizika, program; 
Frederic W. Roedel, publicity, and A. W. 


Payne, membership. 
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“Sunset Trails’’ Sterling silver clips, 
hand engraved with authentic 
sporting figures in gold—overlaid 
on silver. Figures are in 

10 or 14 carat gold overlay. 


$8.00—10 carat $9.00—14 carat 











Gold Western 





Buck 
5894 W. ADAMS BLVD., CULVER CITY, CALIFORNIA 


H.S.MEANS COMPANY 


Migrs. of America’s most complete line of Silver and 


es. Trophy Buckles and Accessories 









Philadelphia Jewelers Ass‘n. 
Re-elects Green President 


Jack K. Green of the firm of Louis S. 
Grossman, Inc., 415 W. Girard Ave., was 
re-elected president of the Philadelphia 
Retail Jewelers Association at the monthly 
meeting of that group held on Jan. 25 at 
the Broadwood Hotel. 





JACK K. GREEN MILTON E. SMITH 


Other officers for the current year that 
were elected at the meeting are as follows: 
Louis Jagielky of 1603 Walnut St., first 
vice-president; Edwin K. Welch of William 
A. Heine Co., 31 S. 40th St., second vice- 
president; Milton Smith of S. Smith’s 
Sons, 1044 N. 2nd St., succeeds himself as 
secretary, and Samuel Kind of S. Kind & 
Sons, Chestnut St. at Broad, will again 
serve as treasurer. Allan Gurwood of 817 
E. Allegheny Ave. continues as head of the 
publicity committee. Louis DeWolf of 
DeWolf Jewelers, 1 S. 8th St., will preside 
over the membership committee this year, 
and has already started a drive to add new 
members and encourage a few of those 
older members who do not attend regularly 
to become active again. 

At the meeting it was announced that the 
annual dinner dance will be held at the 
Bellevue-Stratford Hotel. 


———_—__—__ -__ 


Canadian Jewelers Get Advice 
On How to ‘Pep Up’ Business 


Declaring that he had never seen an 
“industry so full of lethargy” as _ the 
Canadian jewelry industry, Cecil D. Kauf- 
mann, of Washington, D. C., president of a 
chain of jewelry stores and chairman of the 
Jewelry Industry Council, stated some 
principles of business which he said he 
thought would “pep up” the trade in 
Canada. He was addressing the final lunch- 
eon of the convention of the Canadian 
Jewelers’ Association in the Mount Royal 
Hotel, January 19. 

It was wrong to take for granted that any 
phase of a jewelry firm’s business was be- 
ing handled properly, he said. 

“In checking mailing lists during a sur- 
vey of American jewelry firms we found 
out that 15 per cent of the people receiving 
lists were too infirm from age to even get 
to a store and 10 to 15 per cent were too 


young to be interested,” 4. —-clared. 
One had to beware “>2-conceived 
notions about what wou and what 


wouldn’t; such notions weic vften merely 
a reflection of one’s own likes and dislikes, 
said Mr. Kaufmann. He gave an example 














of the case of a watch handled by his own 
firm which wouldn’t sell. When this watch, 
“which all the employees agreed was no 
good though they couldn’t say why”—was 
advertised intensively, the jinx was broken 
and the watch began selling very quickly 
he said. | 

“In the United States it has been shown 
that on an average, five out of 10 stores 
in a town or city were trying for sales to 
the same type of people, and if one of thoge 
firms would simply move up or down one 
income bracket when trying for customers 
its business would increase immensely,” 
Mr. Kaufmann said. When his firm was 
judging the value of any advertising, he said 
“all the girls in the office from 18 years a 
were called in to pass judgment on it, be. 
cause if they liked it Miss America would 
like it, and what we old codgers like no 
one likes.” 

In taking the influence of women into 
consideration in regard of what would sel] 
it was well to remember that “a woman 
buys what she wants, not what she should 
buy, and men buy what women want them 
to buy,” he added. He said he was not 
afraid to tell jewelers his business secrets, 
“because it doesn’t mean they are going 
to take away my business since they never 
follow them.” 


— —_____—___ 


Move To New Location 


The William Schenkein Co. has ap. 
nounced the removal of its offices to the 
Denver Theatre Building, 1545 Glenarm 
St., Denver, Colo. The firm was formerly 
located at 1551 Welton St., in that city. 
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YOUNG OLD-TIMER CELEBRATES 84TH BIRTHDAY 





Eugene Sanger, of Sanger & Co., Washington Building (center) cuts a big birthday cake 
contributed recently by fellow jewelers in the building. Many dropped in to extend best 
wishes, and several were caught by the photographer. Standing next to Mr. Sanger, behind 
the floral tribute is Thomas Wilson of the Sanger Co. Out front, on the left, are Edward S. 
Page of M. S. Page Co., and Ellsworth W. Read of Kettell, Blake & Read. Over on the 


right, front row, is Forrest E. Hammerquist of the firm of the same name. 








New England Manfacturers 
Hampered by Tin Shortage 


Jewelry manufacturers in the Providence- 
Attleboro section are still hampered in 
their efforts to effect lower prices for 
jewelry because of the persisting lack of 
tin. 

It is used as an integral part of many of 
the alloys which form a suitable substitute 
for precious metals otherwise used to form 
the base of a piece of jewelry. 

The jewelry producers of New England 
have been reacquainted with the tight sup- 
ply situation in tin during recent weeks. 
Visiting the plants of the area has been a 
representative of the tin and miscellaneous 
metals division of the Department of Com- 
merce. 

Through him they have been advised that 
under a revision’ of the tin regulation 
(M-43) the amount of tin permitted for 
use in the making of jewelry has been 
changed from 1.5 per cent to zero. 

It has been pointed out to them also that 
violation of the regulation is regarded as 
criminal. They have been told of two cases 
where two-year prison terms and a $3,000 
fine was meted out to offenders, the men 
being placed on probation under a suspen- 
sion of the sentence. 

The government’s tin stockpile is danger- 
ously low, it is understood. Under the 
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restriction that has been in force since the 
war's end there has been no building up 
of stockpile. As a result more strict curbs 
will be imposed. 

The situation does not make the manu- 
facturing jeweler’s attempt to have the tin 
content of soft solder increased appear very 
bright. The industry is still permitted 40 
per cent tin in such solder. This has 
proved unsatisfactory from a quality stand- 
point and the New England Manufacturing 
Jewelers’ and Silversmiths’ Assoc. is plan- 
ning to continue its fight to have the tin 
content increased. No suitable substitute 
for tin has been discovered to date because 
of that metal’s low melting point. 





STRAIGHT FROM THE HEART 





Workman is shown putting the finishing 
touches on a $1,000 heart-shaped diamond 
ring, set in a platinum mounting, which was 
donated to the New England Heart Asso- 
ciation by Smith-Patterson Company, Bos- 
ton. According to Frank M. Libby, general 
manager of the store, it was decided by the 
officials that this diamond ring will be pre- 
sented to the person writing the best answer 
on "Why | Am Supporting the Heart Cam- 
paign" in 50 words or less. The campaign 
for funds to aid in the relief of heart ail- 
ments opened on a nation-wide scale on 
Valentine's Day. The contest closed on 
Feb. 28. 














Iwo Distinctive 
KNIGHT TEMPLAR 
RINGS 


created by Gran 





Memorandum selections of 
these and other outstand- 
ing “GRAN” Emblem 


Rings sent on request. 


QIR AW 


AND COMPANY INCORPORATED 


Manufacturers of 
AMERICA’S BETTER FRATERNAL 
RING LINE 


546 So. Meridian St. * Indianapolis 4, Ind. 























GEM STONE 
ENGRAVING 


FINE PORTRAITS - CAMEOS 
INTAGLIOS - SEAL ENGRAVING 
WARRIOR HEADS - REPAIR WORK 


¢ Original Designs Made to Order 


EWALD LEYENDECKER 


595 Fifth Ave., New York 17, N. Y. 
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Have you a corner in your store that doesn’t 
pull its weight? Use it to get this profitable 
traffic moving through your store. We show you 
how with complete details for organizing your 
new department. Free sales promotion ideas. 
Eastman and Ansco displays, suggested stocks, 
etc. We back you up with fast deliveries from 
one of the largest stocks in the east. If you 
want to multiply store traffic and add a fast 
moving new line, write us today. 


GAMERMAN’S WHOLESALE DEPT. B-93 
3808 Eastern Ave. Baltimore 24, Md. 
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Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 
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NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MEG. CO. 
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PLASTIC BEADS . . . for Every Purpose! 


TELL Plastic Beads are made in a 
variety of spheres, shapes, colors and 
finishes. Write for samples and prices. 


TELL MANUFACTURING CO., INC. 
202 So. Jefferson St., Orange, N. J. 
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q Although the annual banquets of the 
Boston Jewelers’ Club are always stag af- 
fairs, many of the women more or less 
prominent in the trade generally make the 
occasion an opportunity to get together 
informally. This year was no exception, 
and several gay parties were held. Among 
these was that held by Katherine A. Mur- 
phy and her sister, Loretta Gradeski, of 
the K. A. Murphy Co., 509-11 Jewelers 
Building. Guests included Mrs. David 
Rough; Miss Helen Safford of Newbury- 
port, Mass.; Mrs. Carl Beresford, Attle- 
boro; Mrs. Walter Kersey, Rumford, Me.; 
Miss Catherine Egan (N.G.I.J.B.) of Ed- 
mund W. Kirby Co.; Mrs. Claire Hahn of 
Brookline (almost lost in the crowd); Mrs. 
Loretta Obans, New York City; and Mrs. 
Lillian Clabby, wife of John Clabby, ex- 
hibitors’ chairman, Parker House, Boston. 
q Recipient of many compliments at the 
Boston Jewelers’ Club banquet was Mrs. 
William M. Selberg, wife of “Bill” Selberg 
of Elgin Watches, and better known as 
“Trudy.” Her picture had appeared in 
Boston papers only a day or two before as 
newly appointed chairman of the Crosscup- 
Pishon Post, American Legion. She will 
be in charge of the annual sale conducted 
by the Post at Horticultural Hall, Boston, 
on April 12. 

q Congratulations and best wishes also 
went to Mr. and Mrs. Fred F. Cook of 
Bedford, Mass., recently, on the occasion 
of their 55th wedding anniversary. Prior 
to his retirement in 1944, Mr. Cook was in 
business dealing with the manufacture of 
cases for silverware and jewelry. 

q As this edition went to press, plans were 
under way for the annual spring Boston 
Gift Show, March 7 to 11, at Parker House 
and Hotel Statler. Many New England 
retail and wholesale jewelers, as well as a 
number of manufacturers, planned displays 
at both hotels. 

q Officers and directors of the Diamond 
Peacock Club met at the Parker House 
on Feb. 11 to complete plans for the an- 
nual dinner-dance of the club which will 
be held at the Hotel Somerset on April 23. 
An unusual party is predicted, with a gift 
for the ladies that’s bound to please. 

q Word has been received, minus details, 
that James Mullen and his wife, of Mullen 
Brothers, Fall River, Mass., were involved 
in an automobile accident recently while 
on a Florida trip. 

q Many New England jewelers are taking 
Florida vacations this winter, several head- 
ing southward the day after the Boston 
Jewelers Club banquet. Among those mak- 
ing known their plans for leaving New 
England’s rather balmy winter for a so- 
journ in the sunny southland were: Henry 
Glaser of Glaser Brothers, 910 Jewelers 
Building; Paul Lifsett, Nathaniel I. Good- 
man. Inc., 1007 Jewelers Building; Louis 
F. Guiness, of the same firm name, 711 


Jewelers Building; Mr. and Mrs. C. Ed- 


} 





NEW ENGLAND 


ward Cotter, Prince-Cotter Co., Lowell: 
Mr. and Mrs. Arthur Beaudet, Woonsocket, 
R. I.; Mr. and Mrs. Ed Beaulieu of George 
T. Springer Co., Portland, Me.: Mr. and 
Mrs. Albert Houle, Attleboro, Mass.; Mr 
and Mrs. Arthur Kelley of Norling & 
Bloom Co., Washington Bldg.; Philip Rar. 
ber, 712 Washington Building; Mr. ang 
Mrs. Isadore Epstein, and Mr. and Mrs, 
Harold Barry of Barry & Epstein, Wash. 
ington building; and Allen and Forres 
Davidson of the Thomas Long & Co. 

q While Florida vacations lured many, two 
hardier jewelers, Henry Kamlot of Henry 
Kamlot Co., Washington Building, and 
Clarence Lund of Lund Jewelers, Back 
Bay, headed for Sun Valley, Idaho, for 
few weeks of intensive skiing. Then, ae. 
cording to schedule, both were going on 
to San Francisco, Los Angeles, and return. 
ing via Salt Lake City. 

q Melvin Lewis of the Colton, Lewis & 
Co., 703 Washington Building, also headed 
for the West Coast, and then flew to Hono. 
lulu, Hawaii. 

q Mr. and Mrs. M. L. Hinckley of Middle. 
boro, Mass., celebrated their 44th wedding 
anniversary on Jan. 16. with many guests 
present. 

q While others went farther afield for their 
winter vacations, Mr. and Mrs. Herbert 
W. Stranger of the Washington Building, 
spent several weeks at their new home in 
Truro, on Cape Cod. The firm was closed 
for the Washington’s Birthday _ holiday, 
from Feb. 18 to 23rd. 

q Workmen are still busy at the new quar- 
ters of the Jorge Epstein firm, with formal 
opening due shortly. Meantime, the New 
England Gem Cutting Co., headed by W. 
T. Kinney, Lapidary, has moved from the 
Province Building, 333 Washington St., to 
take up quarters in the Jorge Epstein 
establishment. 

4 Among many jewelers attending the 
marriage of Thomas Reilly of the Bella 
Glass Co., 610 Jewelers Building, on Feb. 
6, were Mr. and Mrs. Leo Glass; Mr. and 
Mrs. Frank Greene, Mr. and Mrs. Murray 
Loury; and Frank Reilly, best man, all 
of the same floor; Mr. and Mrs. William 
J. Murray, and William, Jr., of 901 Jewel- 
ers Building; Mr. and Mrs. Michael 
Mahar of Mahar & Engstrom; Myer Lippa, 
of Burlington, Vt.; and Mr. and Mrs. 
Irving Carbino of Messina, N. Y. The 
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newlyweds headed to Florida for their 
moon. 
4 William J. Murray, of 901 Jewelers 
Building, made a short trip to New Bruns- 
wick recently. 
q Sidney Geller, formerly office man with 
Nathaniel I. Goodman, Inc., 1007 Jewelers 
Building, is back with the firm after a 
brief absence as assistant sales manager. 
q While members of the Boston Jewelers 
Bowling League are rolling up high scores 
at the Boylston Alleys, preparing to close 
the season next month in a blaze of glory, 
two younger bowlers, Norman White of 
1. White Co., 10th floor of the Jewelers 
Building, and Stanley Glaser of Glaser 
Brothers, 9th floor, are looking for other 
younger bowlers, in the 18-to-25-year-old 
age group, to start some sort of junior 
bowling club. Anyone interested? 
q Herbert Guiness of the Louis A. Guiness 
Co., 711 Jewelers Building, has sold his 
39-foot boat and plans plenty of summer 
cruises in the new 60-footer he’s just 
purchased. 
q Roy S. Brooks of Mauran Watch Co., 
Jewelers Building, has had painters add to 
his door notice of a new line of Ulysse 
Nardin and Alpina watches, which he is 
now carrying along with Glycine and Im- 
perials. New spot lights have been added 
in the store, and the shadow boxes, newly 
relined, now feature the new lines. 
q Word is received from George E. Frye, 
Augusta, Me., that his wife Marie was 
decorated recently with the King’s Medal 
for her work with British War Relief. 
q Harry Strand of the H. R. Strand Co., 
Northampton, recently purchased the busi- 
ness block in which his store is located. 
q Workmen have been busy in the old 
Jorge Epstein quarters, putting in parti- 
tions for a large waiting room for the 
Jason Solomont store. In another part of 
the same place, George Salisbury, engraver 
and carver, has set up quarters. The place 
—604 and 605 Jewelers Building. 
q Still expanding, the Mahar & Engstrom 
Co., 4th floor of Jewelers Building, has 
just taken over Room 410, formerly occu- 
pied by the late H. C. Lawson, and until 
recently operated by the latter’s sister, and 
will use it for a perpetual display room 
of their heavier merchandise, including 
watchmakers’ benches, cabinets, staking 
tools, and machinery. 
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q Jack Fitzgerald of Louis Manheimer & 
Brothers Boston office, which is operated 
by Edward MacCourt, 411-12 Jewelers 
Building, was married on January 23. 

q About 20 retail jewelers in New Hamp- 
shire recently organized a jewelers’ study 
group, which meets in Concord. Jack 
Swayer is president; Mrs. Ralph Hul- 
sander, Portsmouth, secretary; Myer Kass- 
ner, Laconia, and Herman D. Page, Ports- 
mouth, are directors. 

q Ivers L. Wetherbee, formerly of Boston, 
has opened a watch and clock repair busi- 
ness in Rochester, N. H. 

q The American Gem Society will hold its 
next annual conclave in Boston on April 
3 to 5 at the Hotel Statler. Plans include 
meetings, with addresses by leading gemol- 
ogists, intensive laboratory practice  ses- 
sions, and a tour of Harvard Museum. 

q At the annual meeting of directors and 
stockholders of the D. C. Percival & Com- 
pany, recently, Elmer W. Vassar, salesman, 
was named a director to succeed James T. 
Hossley, who has resigned from the firm; 
and Richard T. Arnold, salesman, was 
named a director to succeed the late Stuart 
MacKenzie. 

q Albert Furst, sales manager of Swart- 
child & Co., Chicago, visited the Boston 
office, 502-5 Washington Building, recently, 
spending several days in the Hub. 

q Inadvertently, the name of Henry R. 
Arnold was omitted last month as being 
named an honorary member of the Diamond 
Peacock Club in the last issue. 

q The New England Guild of the American 
Gem Society held another Smorgasbord 
Restaurant dinner meeting on Feb. 16, pre- 
ceded by a laboratory session with instru- 
ments. John Kennard, past president of 
the Society, was on hand with news about 
the coming conclave. Dr. Cornelius Hurl- 
but explained use of the refractometer with 
Cabochon cut stones, and members took 
home souvenir booklets on “What Makes a 
Fine Watch Fine.” 

q Richard McGovern of the C. W. Alster- 
lund Co., 816 Washington Bldg., has been 
honored with membership in the Beta 
Gamma Sigma, national honorary scholastic 
fraternity for collegiate schools in the 
Boston University Evening College of 
Commerce. Mr. and Mrs. Alsterlund are 
in California for the winter. 

q Several signal honors have gone to the 
Smith-Patterson store this past month. It 
was the only jewelry store in Boston to be 
honored by the Retail Trade Board of Bos- 
ton in being able to display a porcelain 
figure group from among the many boxes 
and crates of gifts to arrive in the Hub on 
the French “Thank You” Train. In addi- 
tion, the store has offered a $1,000 heart- 
shaped diamond ring, set in platinum, to 
the New England Heart Association, in 
connection with its current campaign— 
the ring to go to the person writing the 
best answer on why he or she is support- 
ing the Heart Campaign. Finally it was 
one of two jewelry stores—Homer’s being 
the other—to join in a Boston Traveler 
contest, known as the Dick Tracy Black 
Bag Mystery, by offering a $300, multi- 
facet diamond solitaire as one of the prin- 
cipal prizes to be given away. 
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A 14-Karat Yellow Gold Cross, well made, 
with Black Enamel Inlay. Size of cross is 
13%, inches long and 1% inches wide. Con- 
tains eleven full cut diamonds; stones are of 
good color and well made. All goods used 
will be of uniform quality (no old miners), 
weighing approximately sixty points to the 
cross. 

Our Special Price to the Trade $135.00 
14K cross mountings only furnished exactly 
like the above illustration, and we set your 
own diamonds. Complete $48.00. 
if you prefer setting your own deduct $5.50 


MAIL ORDERS FILLED PROMPTLY 


Send for illustrated Brochure featuring some very 
attractive and salable reproduction rings and crosses. 


Quality Since 1916 


ANTIN'S 


Antique Reproductions 
Dept. K, 114 Baronne St. 
New Orleans, La. 
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Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 


TILLMORE WATCHES | 


CENTRAL WATCH MATERIALS 
& SUPPLY CO.. Inc. 











* Wholesale Jewelers 


134 So. 8th St. Phila. 7, Pa. 








Prompt Mail Service 


GOLDBERG & POSSOFF 


124 S. 8th St., Phila. 7, Pa. Dept. K 
DISTRIBUTORS 


Genuine SWISS & AMERICAN 
Watchmaker’s Tools & Materials 
Jeweler’s Findings & Supplies 
Everything to fill the 
Jeweler’s & Watchmaker’s needs. 


Crystal Cutting to fit your Bezel 


Complete Line Dennison Goods 
Boxes & Tags 














FOR IMMEDIATE DELIVERY 


WE CAN SUPPLY 
Watch Maker's & Jeweler's tools and materials 


© L&R Products ¢ K & D Tools 
© Levin Tools ¢ Bestfit Assortments 
e Cases & Dials e American Perfit 
© Fulton & B.B. Glass Crystals 
e G.S. & S.U.C. Unbreakable Crystals 
e J.B. Watch Attachments 
¢ NEET Leather Watch Straps 


PHILADELPHIA WATCH 
SUPPLY CO. 


WHOLESALE JEWELERS 
730 SANSOM STREET PHILA. 6, PA. 
DEPT. 2 

















Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
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Mountings and Wedding Rings 
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q A. Jos. Baltin & Co., Inc., wholesale 
jewelers located at 740 Sansom St., Phila- 
delphia, recently announced their appoint- 
ment as wholesale silverware distributors 
for the following lines of the International 
Silver Co.: 1847 Rogers Bros., Wm. Rogers 
& Son and Anchor Rogers Anchor Sterling. 
4 Weissman’s Jewelers, located at 1501 
Susquehanna Ave. since 1919, will cele- 
brate their 40th anniversary March 30. 
Evidently it will be quite a party—plans 
are now under way to paint the place over 
again immediately afterward. 

q William E. Magowan, watchmaker in the 
Washington Square Building, is using a 
very effective but simple method of arous- 
ing reader interest in his direct mail ad- 
vertising. He sends “personal advertising” 
in the form of typewritten letters to cus- 
tomers with only his number as a return 
address. He says many recipients open the 
mail and read the letter before they realize 
it contains advertising. 

q Mrs. Samuel Mild of 3212 N. Front St. 
has gone on a buying spree which her hus- 
band doesn’t object to. She has replen- 
ished the stock of luggage which Samuel 
Mild believes is the most profitable side 
line any jeweler can carry. At least so it 
is proving now when other business is dull 
but people seem to be continuing to buy 
traveling cases. Getting away from it all? 
4 Carl Breinig, Charles Gardner, Parker 
Hamilton and James Kelly, all salesmen 
for Joseph B. Bechtel & Co., 729 Sansom 
St., were entertained at a company-spon- 
sored sales conferences Saturday, Feb. 5, 
during which representatives of six manu- 
facturers of trade-named products each 
gave a one hour lecture and demonstration. 
The enthusiasm shown by both the manu- 
facturers and the salesmen of the Bechtel 
Co. have led F. Clarke Bechtel to decide 
to adopt this conference as an annual 
program. 

q The Philadelphia College of Horology 
announces the following students were 
graduated in February: Owen S. Brewer, 
Jr., of Camden, N. J.; Archie Breedon, 
George E. Reed, Arnold Horn, all of Phila- 
delphia. The following students will be 
graduated in March: Harry J. Dawson, 
Mathew Piccolo, Henry T. Penska, Albert 
J. Orlando, Robert B. Verna and George 
C. Ziesel, all of Philadelphia, and Edward 
J. Brady of Ardmore, Pa.; Ernest W. 
Scheler of Upper Darby, Pa., and Richard 
M. Vaught of Elk Creek, Va. 

q Trying to get Manny Davis on the phone 
requires some perseverance these days. Call 
the Locust number listed beside his name in 
the telephone directory and a special op- 
erator comes on to give you a Waverly 
number. Call the Waverly number and an- 
other special operator comes on to give 
you a Victor number. Finally Manny him- 
self answers to explain that he has moved 
to 13 E. Chelten Ave. Feb. 1 just after the 
telephone company changed his number at 


his former address, 1204 Filbert. Inciden- 
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tally, the correct number on his phone jg 


now Victor 8-0488. 


q The Red Cross Campaign to begin jn 
March will be captained by the following 
people in the jewelry industry: Oscar Kind, 
Jr., of S. Kind and Sons will solicit retajl. 
ers and Edward Sickles of M. Sickles and 
Sons will solicit wholesalers and manufac. 
turers. There will be no teams or com. 
mittees this year to do direct solicitation, 
The entire campaign will be handled by 


mail. 


q Jack Tucker of Darby, Pa., has dissolved 
partnership with his brothers, Gilbert and 
Joseph. Jack is now the sole owner of the 
Tucker’s Jewelers in Darby. S. Tucker 
and Sons will be operated by Gilbert and 
Joseph Tucker at 4233 Lancaster Ave., in 


Philadelphia. 


q Oliver Cocciolone of 1238 Federal St. 
makes a plea all neighborhood merchants 
should want to answer. He is now keeping 
his jewelry shop open until 6 p. m. Tues. 
day and Thursday evenings and until 
9 p. m. other nights. He wants to close 
every night no later than 6 p. m. if only 


other neighborhood jewelers 


would do 


likewise so shoppers would take the hint 
and rearrange their shopping schedule to 
give all merchants some time for much- 


needed fun and rest. 


q Mr. and Mrs. Morton Sickles left Feb. 
25 for a cruise to South America, celebrat- 
ing their 25th wedding anniversary and 


Mr. Sickles’ 50th birthday. 


4 Mr. and Mrs. Myer Simon, Sr., of 1222 
Market St. will return from their 45-day 
cruise toward the end of March, when Mr. 


Simon will immediately 
bookkeeping system. 


install a new 


q Mr. and Mrs. Leon Sickles are in the 
midst of plans to leave around March 15 


for a 10-week cruise to Europe. 


q DeWolf Jewelers of 1 S. 8th St. have or- 
dered a modern safe and will change the 
show cases around to increase their eye- 
catching ability toward the end of March. 
q David Jacoby of Aisenstein and Gordon, 
712 Sansom St., has just returned from an 


extended vacation in Florida. 


q Charles Clymer of the Suburban Watch 
& Jewelry Service, 21% E. Hinkley Ave., 
Ridley Park, Pa., has found that business 
cards properly prepared can distribute 
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themselves, thus saving expense and re- 
ceiving more attention than direct-mail ad- 
vertising could. He is currently using two 
principles to focus attention on these cards 
—humor and illustrations. The watches 
and band cascading down the face of these 
cards are self-explanatory and serve to 
‘llustrate the statistics given next to them. 
These cards are laid face-down on the 
counter with a message entitled, “Get Rich 
Quick” on the back. The old story of the 
cat and the rat ranch “chizzle” amuses the 
readers and causes them to take a handful 
of cards and pass them on to their friends. 
What other jeweler can have his business 
card read at a party? asks Clymer. 

4 Herman Locke of the House of Milner, 
728 Sansom St., returned from his honey- 
moon in New York City in the middle of 
February. 

q At the Feb. meeting of the Philadelphia 
Horological Guild Charles DeCarlo, chief 
instructor of the Baronian School spoke on 
“An Easy Way To Draw Watch Escape- 
ment.” He was followed by O. E. Miller 
who spoke on “Setting Up an Escapement.” 
Mr. Miller had on display his famous large 
watch with a movement over eight inches 
in diameter which is reputed to have taken 
over three thousand hours of his spare 
time to make. A spokesman for the group 
said it has been “classified as one of the 
best pieces of Horological work ever pro- 
duced.” The distinguished speakers draw 
a record attendance of approximately 50 
members. The next regular meeting will 
be held March 8th at the Franklin Insti- 


tute. Technical films obtained from the 
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United Horological Association of America 
and other sources will be shown. 

q Isadore Chaiken of 1540 E. Passyunk 
Ave. believes that in the growing competi- 
tion as much as 99 per cent of jewelers’ 
sales will be attracted by displays. Acting 
on this belief he will spend more time on 
increasing the value: of his displays and 
less on other forms of advertising during 
the spring and summer season. 


q J. E. Caldwell & Co., Inc., located at 
Juniper and Chestnut Sts., has announced 
that Charles J. Marshall is now associated 
with their firm. Mr. Marshall was asso- 
ciated with Fred J. Cooper, Inc., of 109 
S. 13th St. for many years. 

q Scatter pins scatter faster when they’re 
scattered—find the members of the Pink- 
stone’s family operating the Pinkstone’s 
Jewelry at 140 S. 52nd St. These little pins 
make small sales but they turn over fast 
and attract trafic. To keep traffic evenly 
distributed for more efficient serving and 
more exposure to higher priced merchan- 
dise, the trays of scatter pins are placed 
in various show cases throughout the store, 
and in the windows. 


q “Name the man who reinforced the yoke 
of the Liberty Bell,” a reader wrote to a 
columnist on the Evening Bulletin staff. 
“William A. Heine of 31 S. 40th St.” re- 
plied the newspaper, giving this well known 
man and his organization publicity. We 
have been informed that there will be more 
publicity for this firm in the near future— 
a lot more. 

q “Take care of customers’ headaches and 
the customers will take care of the jewelers 
business headache” believes Afrom Aaron- 
son of 721 Walnut St. A broken candlestick 
another jeweler had refused to repair, cos- 
tume jewelry to be cleaned, and such 
trivia have taken their toll of his valuable 
time due to his recent emphasis upon “un- 
usual service,” but these and other “non- 
profitable” services have resulted in very 
profitable sales, he claims. Instead of in- 
creasing advertising he is planning to invest 
more time and money in special services 
other jewelers refuse to give. 


q At Berman-Green Co., 121 S. 9th St., the 
“mailing list” has become a directory of 
prospects for subtle telephone solicitation 
in a program designed to increase business. 
Mr. Berman, himself, is calling each person 
whose card shows he has not been a cus- 
tomer for the past year to ask whether the 
service had been satisfactory during the 
sale of a specific date. As a general rule 
no merchandise is suggested during the 
telephone conversation, but complaints are 
ironed out and the name of the company 
is pleasantly instilled in the minds of those 
who are planning gifts or jewelry pur- 
chases. Results have been good, says Mr. 
Berman. 

q “Jewelry stores retain prestige and profit 
most effectively through remaining jewelry 
stores, not department Stores,” says George 
M. Bovard of 4369 Cresson St. and 6158 
Ridge Ave. in explaining his reasons for 
discontinuing the sale of larger electrical 
appliances and other large side-line items 
in favor of concentrating on sterling silver- 
ware. 
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“LITE-CALL" Model No. 8H57 


Will awaken you silently by flashing 
your bedside lamp. Also has conven- 
tional audible alarm signal. 


NOW COSTS YOU ......... $3.57 





“MINITMASTER, JR." Model No. 8163 


Has new clock and timer combination 
that can be set on your electric or gas 
range to time your cooking up to thirty 
minutes. 


NOW COSTS YOU......... $2.57 





“PINWALL" Model No. 71147 


Combination wall pin-up and table 
model alarm clock for the boudoir. Can 
be used with or without base. 


NOW COSTS YOU ......... $3.57 


JOS. B. BECHTEL & CO., INC. 


Wholesale Jewelers 
729 SANSOM STREET, PHILA. 6, PA. 
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from this Partnership! 
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Don’t Forget 
MARCH 27— APRIL 9 
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DIAMOND JUBILEE 


Write today for a memo selec- 
tion and full details on the 
PRINCESS Plan. 





BALTIMORE |, MD. 
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q The Willoughby Jewelry Store of Em- 
poria, Va., recently closed by the death of 
L. R. Willoughby, owner and manager, is 
being reopened by his brother. The store 
is being completely modernized and will be 
known as Willoughby Jewelers. 

q A completely new and modern jewelry 
store was opened in Houston, Texas, re- 
cently at 912 Fannin by Allen and Cap- 
sersen, local jewelers since 1910. The store 
moved from its old location upon comple- 
tion of the new building. The building’s 
massive interior fixtures are made of inlaid 
mahogany with wall paneling of satin fin- 
ish oak. An unusual ceiling designed for 
the store has an aluminum grid that dif- 
fuses fluorescent and incandescent lights 
over the counters. 

q Dudley J. Ramsden. will become man- 
ager of the precious jewelry department of 
Neiman-Marcus Co., Dallas, Texas, on 
March Ist, according to an announcement 
by Stanley Marcus, executive vice-presi- 
dent. He will succeed Chapin Marcus, who 
has resigned. Ramsden has been associated 
with Trabert & Hoeffer, Inc., of New York 
for 12 years. He was on the firm’s staff in 
Miami Beach, Palm Beach and Atlantic 
City branches. 

q Ray Steinhorn, in the jewelry business 
for 18 years and in the employ of Zale 
Jewelry Co., Inc., for two years, was pro- 
moted to manager of the Zale store in 
Amarillo, Texas, it was recently announced. 
q Walter R. Thomas, president of Myron 
E. Freeman & Bro., jewelers, located at 
103 Peachtree St., N. E., Atlanta, Ga., has 
announced the addition of Erwin Hender- 
son and Mrs. Luther J. Bradberry to the 
company’s sales department. 

q Lesser’s Credit Jewelers of Charleston, 
S. C., has been granted a charter by the 
secretary of state at Columbia, S. C., and 
will engage in the buying and selling of 
jewelry. The capital stock is $100,000 and 
[. Lesser is president. 

q J. Wesley Robertson, manager of Gor- 
don’s Jewelry at Houston, Texas, was 
elected president of the newly organized 
Houston Retail Jewelers Association at the 
Rice Hotel in that city on January 28th. 
Other officers elected include: Jack Green 
of Zale’s, vice-president, and R. J. Slagle, 
president of the Houston Watch Agency, 
secretary. 


NEWS FROM BALTIMORE 


q A complete remodeling program is 
underway at Kav jewelers, 7 West Lexing- 
ton St. Replacement of all present equip- 
ment and fixtures, in addition to an elabo- 
rate redecorating scheme, will make the 
store one of the finest in the city, accord- 
ing to Harold J. Aarons, manager. A gala 
celebration will be held for the store’s 
customers upon completion of the work. 

q The Jewelers Association of Baltimore 
will elect officers and directors for the en- 
suing year at its annual meeting and din- 
ner dance to be held March 9 at the 
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Emerson Hotel. Oscar Levitt is chairman 
of the arrangements committee. Current 
president of the organization js David 
Wiegman. 

q Two new jewelry stores opened here 
Jo-Ed Jewelers, of 5916 York Rd., a one 
suburban development in North Baltimore 
represents the partnership of Joseph Cui. 
toro, a newcomer to the jewelry business. 
and Edgar L. Seifred, who formerly oper- 
ated The Jewel Box, York Rd. and Colq 
Spring lane. The other enterprise is the 
Chester Jewelers, of 1736 Eastern Ave., 
which is owned and operated by Chester 
Warminski. Both stores are modern esx. 
tablishments, carrying a full line of 
watches, jewelry and diamonds, and fea. 
turing a cash-or-credit policy. 

q Ben Miller, secretary-treasurer of the 
National Wholesale Jewelry Co., recently 
returned from a two-week buying trip to 
Providence, Boston and New York. Cy B, 
Conn, president of the firm, announced the 
acquisition of 2,400 additional square feet 
on the third floor of the building at 2] 
North Liberty St., to be used as a ware- 
house for small electrical appliances. Na- 
tional’s offices and showrooms remain on 
the second floor. 

q Jay G. Engel, president of J. Engel and 
Co., wholesalers, is vacationing in Miami 
and Havana. 

q Castelberg’s, retailer at Lexington St. 
and Park Ave., was one of 11 Baltimore 
firms honored recently with membership 
in The Century Honor Roll of Baltimore 
Business. Presentation of a scroll signify- 
ing membership was made at a luncheon 
tendered by the Baltimore Association of 
Commerce at the Lord Baltimore Hotel on 
January 28. The scroll bore this inscrip- 
tion: “The Baltimore Association of Com- 
merce, in recognition of the contributions 
which Castelberg’s, founded in 1847, has 
made to the development of Baltimore 
through 100 years of continuous operation 
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in this community, by this certificate 
registers the company 1 The Century 
Honor Roll of Baltimore Business.” Ber- 
nard A. Heller is store manager. — 

4 “Diamond Jim” Brady, retailers, an- 
nounce expansion of activities at their 106 
North Eutaw St. store. The basement, 
second and third floors, carrying a com- 
plete line of electrical appliances and gifts, 
‘; set for Spring opening. Brady's also 
plans to resume its pre-war policy of send- 
ing salesmen over the entire State in the 
search for new business. In a recent 
switch of executive posts, Norman H. 
Labovitz became president of the firm and 
Jacob Labovitz chairman of the board. 

q Howard C. Heiss, jeweler, has been 
elected a director of the Baltimore Business 
Bureau. Mr. Heiss is also president of the 
Maryland-Delaware-District of Columbia 
Jewelers Association, which will hold its 
annual convention in Baltimore in May. In 
connection with that event, Mr. Heiss an- 
nounced that a general meeting of com- 
mittee leaders will be held in March at 
which final arrangements will be made for 
the conclave. Walter N. Greenbaum is 
general chairman of the convention. , 

q J. Engel and Co., wholesalers, 5 Hopkins 
Pl., are planning to move into their own 
building, 16 Hopkins PI., sometime during 
the summer. In the Engel Building, al- 
ready tenanted by varied businesses, the 
third floor will house offices and display 
rooms of the jewelry firm, the basement he- 
ing utilized for storage and shipping. Co- 
incident with this move, Albert S. Smyth 
Co.. wholesalers, now occupying a portion 
of the fourth floor at 5 Hopkins PI., will 
take over the entire second floor upon 


Engel’s departure. 


Baltimore Jewelers Present 
Prizes to Quiz Show Winner 


Two leading downtown retailers recently 
were given the honor of presenting to John 
Oakes, 63-year-old railroad executive of 
nearby. Sparrow's Point, two of the prizes 
he won for correctly identifying the mystery 
melody on the nationally famous “Stop the 
Music” radio quiz show. Mr. Oaks’ jackpot 
amounted to $30,500 in prizes, largest in the 
history of the program. 

On behalf of Longines-Wittnauer Corp., 
James H. Levi, president of Leon Levi, 316 
West Lexington Street, presented a $2,500 
diamond platinum Longines lady’s wrist 
watch to Mr. Oaks, who is married but has 
no children. In another ceremony Mr. Oaks, 

received a 177-piece Gorham sterling silver 
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service from Mayor Thomas D’Alesandro 
and officials of S. and N. Katz, Inc., 105 
North Charles Street, on behalf of the Gor- 
ham Co. 

The wrist watch and the silver service 
were displayed in the windows of the re- 
spective stores after the ceremonies. Both 
stores ran advertisements in the local 
papers showing photographs of the presen- 
tations, 


Mobile Watchmakers Guild 
Announce Date of Convention 


Watchmakers from Alabama, Eastern 
Mississippi and Western Florida will meet 
at the Admiral Semmes Hotel in Mobile. 
Ala., on May 15 and 16, for the annual 
convention of the Mobile Watchmakers 
Guild. 

Well-known members of the horological 
field from all parts of the United States 
will address the watchmakers attending 
the convention. Leading names in the 
watchmaking industry have been assigned 
space to exhibit their lines at the meeting. 
Plans to make these exhibits open to the 
public are being considered. 

Recently elected officers and directors 
of the guild for 1949 are: Robert E. Nel- 
son, president; Peter Sienko, secretary- 
treasurer: Fritz Kraft, vice-president, and 
Bruce Vielle, Joseph Sporna and Henry 
Hudson, directors. 


o_—— __-_ 


NACJ Committees For '49 


President H. A. Goldberg of the National 
Association of Credit Jewelers has an- 
nounced the following committees for 1949: 

Executive Committee: Seymour Green- 
berg, chairman; B. G. Rudolph, J. C. 
Lighterman, Leo D. Kind, Myer B. Barr, 
and H. A. Goldberg, ex-officio. 

Committee on Licensing Watch Repair- 
ing: Lewis I. Benway, chairman; Lewis L. 
Silberman, and Isadore Horwitz. 

Convention Committee for 1949: Clar- 
ence Olsen, chairman; Irving J. Wolfgang, 
vice-chairman; A. E. Newmark, treasurer: 
Irving N. Chayken, Fred B. Dreifus, and 
Wm. Wagner, secretary. 

Trade Diversion Committee: George 
Gerber, chairman; Leo Weisfield, Max 
Strasburg. H. M. Abelson, and Wm. Van 
Busch. 

Commitiee on Optometrical Legislation: 
Barnett C. Helzberg, chairman: H. M. 
Abelson, and B. G. Rudolph. 

Membership Committee: 
witz, chairman: Lewis I. 
Irving J. Wolfgang. 

Committee on Finance and Budget: Sey- 
mour Greenberg, chairman; Jay C. Lighter- 
man, H. A. Goldberg, and the Executive 


Isadore Hor- 
Benway, and 


Secretary. 
Reception Committee for the 1949 Con- 
vention: Edward Dockman, chairman: 


Lewis [. Benway, Irving J. Wolfgang, Leo 
D. Kind, Max Strasburg, Sam Gerson, 
Irving N. Chayken, Fred B. Dreifus, B. G. 
Rudolph, A. E. Newmark, Jay C. Lighter- 
man, Jess McEntee, and Wm. Van Busch. 

Nominating Committee for 1950 Board 
of Directors: A. E. Newmark, chairman; 
B. G. Rudolph, Lewis L. Silberman, Wm. 
A. Present, Robert Savitt, and Maurice M. 
Winston. 
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DIDJA KNOW? 


We supply .and install the fol- 
lowing: 
stainless steel blades for dinner, 


dessert knives, steak and carver 
sets; also pie and cheese servers, 


for dresser sets, mew mirrors, 
combs, brushes (both nylon and 
regular bristles), nail files, shoe 
horns, cuticle knives, whisk- 
brooms and recover nail buffers, 


recover photo frame backs, re- 
wicker handles, ivory insulators 
for pot handles, ivory and ebony 
finials, ebony, mahogany, walnut, 
maple handles for pots and urns, 
etc., maple salad forks and spoons. 
Cedar linings in boxes. 


Recognized thruout the TRADE 
since 1892 for quality work and 
dependable service. 


Write for our price list on silver 
plating. 


The House of Mastercraftsmen 


Louis J. MEYER, INC. 


SILVERSMITHS & PLATERS 
205 S. 9th St., Philadelphia 7, Pa. 
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For rapid turnover—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Stree! Houston, Texas 
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LEWIS KIRSCHMAN COMPANY, Inc. 
501 MADISON AVENUE NEW YORK NW, Y. 
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PLATING 
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TRACE MARK REG. VU. 6 PAT. OFF 


Silyerwa re 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 


























LOST 


“Valuable time, detail- 
ed accuracy, and indi- 
vidualized identity be- 
cause I failed to use 
the NEWALL-IZED 
‘Finger-Print’ System in 
Z selecting Swiss Watch 
Material.” 
Don’t let this happen to you! Ask 
your jobber today about the many 
benefits from the NEWALL-IZED 
“Finger-Print” System. 


THE NEWALL MFG. CO. 


Chicago 2 ilinois 

























WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, 








Mich. 























CENTRAL WATCH CO. 
WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 

AT REASONABLE PRICES 
ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 


MAYNARD LEVY 


Leading Jewelery Auctineer for le- 
gitimate jewelers. Write for date and 
information. 

PHONE BUTTERFIELD 1100 
§200 BLACKSTONE + CHICAGO 15 

































MASTER Watchmaking 


“Famed the World Over 
as the School of Quality’”’ 
CHICAGO SCHOOL OF WATCHMAKING 


Founded in 1908 by Thomas B. Sweazey 
1606 M. Milwevkee Ave., Dept. 228 Chicago 47, Ill. 
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q Another annual dinner-dance party of 
The Golden Roosters of Chicago for 
members, friends. wives and-*sweethearts, 
their 28th, is now history. On the evening 
of Feb. 19 about 150 couples gathered in 
the Gold Room of the Congress Hotel to 
enjoy this annual social event of the 
jewelry trade. Cocktails were served from 
6 o’clock. Dinner was served at 7.15 during 
which there was orchestra music and pro- 
fessional singing. Following dinner, retir- 
ing Chanticleer Frederick Gottlieb turned 
the gavel over to the newly elected Chanti- 
cleer, the ever-popular Walter T. Connor 
and Scratcher Irving G. Jensen and Keeper- 
of-the-Nesteggs Vincent J. Newman, and the 
evening of fun was on. A beautiful souve- 
nir was presented to each lady present. 
This was a black vanity carryall, which was 
secured through the efforts of past Chani- 
cleer E. J. Imhoff, of Ripley & Gowan. 

q The regular monthly luncheon meeting 
of the Chicago Jewelers Association was 
held in the Roosevelt Room of the Mor- 
rison Hotel on Thursday, Feb. 17, with a 
large number present. After a short rou- 
tine business session, President John Big- 
gins introduced James K. Thompson, 
humorist and well-known expert in manipu- 
lating cards, dice and other gambling “gim- 
micks,” who regaled those present with 
many delusive, mysterious tricks adeptly 
performed by him. 

q. Arthur Rogers & Son, for several years 
located at 31 North State St., Chicago, 
are now established in a large handsomely 
appointed three room corner suite on the 
14th floor of the Heyworth Building, 29 
East Madison St., the new home of Blue 
Crest diamond rings. 

qDavid J. Sher, who operated Sher’s 
Jewelry at 3135 West 63rd St. in Chicago 
for many years, died on February Ist. 
qMrs. Ralph Weckerle, wife of Ralph 
Weckerle, Wisconsin, representative of 
Stein & Ellbogen Co., died in her home in 
Milwaukee on February 5th. Mrs. Weck- 
erle was well known to the jewelers in 
Mr. Weckerle’s territory. 





Jewelers Club of Chicago 
Elects Kraemer President 


At the annual meeting of members of 
The Jewelers Club of Chicago in their club 
rooms in the Pittsfield Building on Feb. 
15, an enthusiastic unanimous approval 
was given the slate of officers submitted by 
the nominating committee consisting of 
R. Schell Hulbert, chairman; A. J. Fried- 
man, Otto Lieberman, Paul Samuels and 
Bob Scheffres. The officers are: President, 
Herman Kraemer, Lossau & Kramer; vice- 
president, Stanley A. McKeon, Stein & EIl- 
bogen; treasurer, Ralph Milhening, J. Mil- 
hening, Inc., and secretary, Melvin L. 
Goldman, Goldman, Alshouse & Healey. 

Before surrendering the gavel, Retiring 
President Richard B. Dehnert reported on 
the progress made in remodeling and re- 
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decorating the club rooms up to this time 
and stated the treasury balance of more 
than $5,000 would go far toward comple. 
tion. In accepting the honor of being 
chosen as president, Kramer promised the 
work of completing the job would continue 
promptly and hoped soon to have the social 
room completed and additional new furpj. 
ture added. It is also expected that before 
the year is over, appropriate colored murals 
will cover all the walls of the club. Another 
addition to the club is a large television sey 
being installed in the social room in men. 
ory of the late Max Cohn, a tribute from 
his many friends. 





Chicago Watchmaking School 
Is Subject of Feature Story 


Watchmaking as an excellent occupation. 
al therapy for the semi-disabled and the part 
played by the Chicago School of Watch. 
making in assisting an exceptional paraly. 
sis victim, was brought to public attention 
recently by the Chicago Tribune. A 
Tribune feature writer interviewed Frank 
Wagner, Jr., 19-year-old polio victim of 
Niles, Ill., and reported how the former 
high school football player has completed 
a half-year’s course in watchmaking though 
confined to a wheel chair in his home. 

The Sweazey brothers, Byroa, Thomas 
and John, operators of the Chicago School 
of Watchmaking, heard of his plight and 
worked out a schedule for the youth. First 
they constructed a special bench which 
enables Wagner to work from his wheel 
chair. Then a ramp was designed which 
raised the chair for close work at the 
bench. The brothers have been visiting 
Wagner several times weekly for several 
months. Tools, materials, supplies and 
practice movements are delivered to him 
for every phase of the course. 

Young Wagner has two projects in mind: 
the first is to assist the Sweazeys in outlin- 
ing a course based on his experiences for 
other disabled persons confined to their 
homes; the other to open a shop of his 
own. He may change his mind on the sec- 
ond item, however, for he has already been 
offered a job as a watchmaker by James 
Hall, also a polio victim, who has been in 
business for many years. Mr. Hall, a Cer- 
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Sil will protect beautiful silver from 
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tified Master Watchmaker, also graduated 
from the Chicago School of Watchmaking 
oe School of Watchmaking 
has several disabled students attending 
regular classes in Chicago’s Northwest 
Tower Building. Many of the students are 
ex-Gl’s and agree with Wagner that watch- 
making and repairing offer them a chance 
for a normal job and financial security. 
Furthermore, as Wagner told the Tribune, 


“T’s fun.” 





School Offers Scholarships 
To Ex-Merchant Marines 


Those -who served in the Merchant 
Marine during the war are the forgotten 
men of World War II. So feels Paul 
Leeds, once director of Veterans Adminis- 
tration Rehabilitation Information in Chi- 
cago, who has set out to do something 
about recognizing the invaluable services 
performed by these men during the war. 
Men who served in the Merchant Marine 
are not eligible for educational benefits 
under the G) Bill of Rights and Public 
Law 16. 

Leeds, now head of the Chicago In- 
stitute of Watchmaking, gave the first 
recognition to the Merchant Marines for 
their war services, educationally speaking. 
when his school offered scholarships to the 
men. The first scholarship is valued at 
$1,150. The men themselves are flocking in 
to apply for the scholarships. 

Praise for Leeds’ attempts to help the 
ex-Merchant Marines in a tangible form 
comparable to the help available to ex-GI’s 
is coming in from every side. Leeds 
points out that many of the men who 
served in the Merchant Marine were re- 
jected for physical reasons by the other 
services and still went into the Merchant 
Marine voluntarily so that they might 
help this country win the war. 








Montgomery Again Heads 
Jewelry Training Service 


Mead Montgomery (M. A. Mead & Co.) 
was re-elected president of the Jewelry 
Training Service, a non-profit school spon- 
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sured by the jewelry trade of Chicago. Mr. 
Montgomery was re-elected at the annual 
meeting of the board of directors held 
January 12th. James H. Swartchild was 
chairman of the nominating committee. 
Other officers elected include Frank Mil- 
hening (J. Milhening & Co.) vice presi- 
dent; Milton Axelrad (Pakula & Co.) 
treasurer, and) Ira Marks (Lebolt & Co.) 
secretary. 

In addition to the officers, other direc- 
tors named to the board are: Hyman Wein, 
chairman, Webb Ball, Jack Berg, John 
Biggins, Charles Brown, Charles Ellbogen, 
George Engelhard, Francis Healy, Isadore 
Josephson, Paul Juergens, Norman Kernis, 
Phil Martin, Thomas G. McMahon, A. E. 
Newmark, Harry Pakula, D. J. K. Prins, 
Joe Rubenstein, Sr., Benjamin Sacks, and 
James Swartchild. 

The school is sponsored by the three 
large jewelry trade organizations of Chi- 
cago, Chicago Jewelers Association, Jewel- 
ers Association of Greater Chicago, and 
Manufacturing Jewelers Association of 
Chicago and individual members of the 
jewelry trade. 

The school offers training in watchmak- 
ing, engraving, jewelry manufacturing, and 
stone-setting. It is the only school in the 
Chicago area offering training in all the 
jewelry skills. 


lowa Senators Fail in Attempt 
To Repeal Watchmaking Law 


Several Senators in the State of lowa 
made futile attempts during the month of 
February to repeal the 1945 law for licens- 
ing watchmakers and repairmen. 

The repeal amendment to the senate bill 
had been introduced by Arthur Jacobson 
(Rep., Waukon) to reduce some of the 
law’s requirements as applied to veterans. 
But those who stood up in opposition to 
the Jacobson amendment numbered 26, 
and those who stood in favor of it only 18. 

When the bill first came up, Jacobson’s 
repeal move seemed to have a good deal of 
support. However, after a week-end defer- 
ment this had subsided. 

C. S. Van Eaton (Rep., Sioux City) and 
Leo Elthon (Rep., Fertile) stated that the 
protection the law affords should not be 
destroyed. They conceded that there might 
have been doubts about the original wis- 
dom of the law but they argued that now 
it had become part of the planning of 
young persons picking a life work. 

“I would go along with a plan to get rid 
of many unnecessary boards and commis- 
sions in the state, but not with a plan to 
pick out just this one for our vengeance,” 
Elthon declared. 

After the defeat of the repeal amend- 
ment, Earl C. Fishbaugh, Jr. (Rep., Shen- 
andoah), author of the original bill to ease 
the path to watch repairing for veterans, 
sent his original bill back to the military 
affairs committee for further inquiry into a 
question raised in the debate—the possible 
effect of the bill on veterans who are study- 
ing or apprenticed under Federal training 
programs. 

The original bill would provide that vet- 
erans could qualify for examination for a 
license on six months’ schooling, rather 
than the year required in most cases. 
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Chicago Institute of Watchmaking 


is pleased to announce a six months’ course 
in Jewelry and Advanced Watch Repair 
A few benches are available in our 
regular one year course in watch repair 
CHICAGO INSTITUTE OF WATCHMAKING 
Approved for Veterans. 
Acoredited by U.H.A.A. Certified by H.I.A. 
Dept. JC-3, 7 S. Pulaski Rd., Chicago 24, Ill. 
Telephone Sacramento 2-6680 











ANTHONY J. GREGORY 
AUCTIONEER 


Serving legitimate jewelers for 


20 years 
6956 North Ashland Ave., Chicago 26 
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PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 














We SPECIALIZE... 


in special sadler a 4 Sad us your 
specifications. W. ad secboeit a design 
without obligation. 





SCHUMER BROTHERS CO. 


11{ lewels 
anufacturing Jewe ers 


5 EAST THIRD STREET + CINCINNATI, OHIO 










DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnati, Ohio 
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NEW 
POPULAR 
PRICED 
JEWELRY 
FOR 
MEN 








*® a division of JACQUES KREISLER 








CINCINNATI 6, OHIO 


700 EAST MCMILLAN ST. 
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q Following holidays visits te their home 
offices here, there was a general exodus 
during January of salesmen for local 
jewelry manufacturers and wholesalers, and 
early reports from the road indicate that 
business is continuing at a relatively high 
level, with a number of the salesmen re- 
porting even better business than during 
the same period last year. Local whole- 
salers and manufacturers state that this 
indicates the holiday business exceeded 
expectations in many sections of the coun- 
try, with the resuit that retailers’ stocks 
are being heavily replenished for the ap- 
proaching Easter and graduation business. 
q Plans for attending the coming state 
and national conventions were discussed 
at the February meeting of the Cincinnati 
Chapter of the Ohio Watchmakers Guild, 
followed by the showing of a Hamilton 
Watch Co. film. It was reported at the 
meeting that 312 persons attended the 
annual January dance of the chapter, in- 
cluding State President William Ramish 
of Cleveland and wife; a delegation of 20 
from Dayton, headed by Walter Raab and 
William Rifer, and a large number of 
members of the Town Criers. Twenty-two 
prizes, contributed by local manufacturers 
and wholesalers, were awarded during the 
evening. 

q Ken Matsumato, president of Ken Mat- 
sumato and Co., display manufacturers of 
1109 Main St., gave an illustrated lecture 
on “Color in Jewelry Displays” at recent 
state conventions in Indianapolis, Ind., and 
Grand Rapids, Mich. 

q The Economy Jewelry Company has been 
incorporated with 250 shares of no-par 
common stock for the purpose of opening 
a retail store in this city, another in .sub- 
urban Newport, Ky., and also to take over 
the operation of the business now being 
conducted at 641 Monmouth St., Newport. 
The incorporators are Abe Fox and Irvin 
Singer, operators of the present store, and 
Attorney Harold Loewenstine. 

q Edward Springer of Fort Wayne, Ind., 
who recently became associated with his 
father, Eugene Springer, in the retail 
jewelry business in that city, spent a week 
in Cincinnati, where he learned consider- 
able about the manufacturing phases of 
the business at the plants of Litwin and 
Sons, Inc., and the Gruen Watch Co. Upon 
Mr. Springer’s return to Fort Wayne, his 
father and mother left for a Florida va- 
cation. 

q Genial and popular Albert Kampf who 
was in the retail jewelry business in this 
citv for many years, recently assumed man- 
agement of the retail store of the Spencer 
Jewelry Co. in Middletown, Ohio. Mr. 
Kampf is a former president of the Ohio 
Retail Jewelers Association and also has 
been active in national and local jeweiry 
groups for many years. 

q Margaret Miller of the Loring Andrews 
Co. and Larry Robbins of the Getz jewelry 
stores were members of the arrangements 
committee for the annual convention of the 














INGUNNAT 


Retail Credit Grantors Association in this 
city on February 22. 
Nearly 200 er eS 
. mars : hi Coe ee ee 
> a Ss yton, Ky, 
were granted a six-cents-an-hour wage ip. 
crease following a 24-hour “holiday” and 
conferences between company officials and 
representatives of Local 68, Metal Polish. 
ers, Buffers, Platers and Helpers’ Union, 
AFL. 
q Members of the Northern Ohio Guilg 
of the American Gem Society gathered {or 
their regular monthly meeting on Febry. 
ary 8th at the Hatch Building, Wester 
Reserve University. Dr. Henry F. Donner, 
professor of Geology at WRU, delivered 
an interesting address on the construction 
of the polarizing microscope and its uses 
in identifying gemstones. He explained 
how the polarizing microscope is construct. 
ed and showed how it may be adapted for 
use as a dichroscope, a_ polariscope, a 
refractometer, and a magnifier in the idep. 
tification of unmounted gemstones. 
q Herbert Krombholz, retailer at 6924 
Plainfield Ave. in suburban Silverton, Ohio, 
has been elected vice-president of the Ken. 
wood City Club. George Roth, watchmaker. 
formerly employed by Carroll’s Jewelers, 
has been added to the staff in the Kromb. 
holz store. Mr. Krombholz returned recent- 
ly froma a buying trip to Chicago. 
4 Seymour Baum, proprietor of Baum’s 
Credit Jewelry store, 4027 Hamilton Ave., 
has been the captain of B’nai B’rith bowl. 
ing teams during the last 10 years, and in 
February his team won first prize in a 
B’nai B’rith bowling tournament in Louis. 
ville, Ky. 
q William W. Oskamp and E. Gordon 
Oskamp of the Oskamp Nolting Co., whole- 
saler of 26 West Seventh St., and a friend, 
Dr. Louis Feid, spent three weeks on a 
hunting and fishing trip to Modac, S. C 
While there, they were guests in a hunting 
party staged by merchants of the town, 
which was a most enjoyable affair. 
q When the Perin Jewelry Co. was forced 
to vacate the building at 36 West Sixth St. 
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hecause it Was being torn down for re- 
placement by a department store, the busi- 
ness was merged with that of the Richter 
Jewelry Co., Sixth and Main Sts., which 
owned the Perin store. : | 

q Dave Sharp has moved his retail store 
from 3221 Madison Road to 3106 Madison 
Road, where he is occupying twice the 
space he formerly had. In the new store, 
the walls are painted an attractive light 
green with white trim, and fluorescent 
lighting amply illuminates the greatly en- 
larged stocks. | 

q The business block in Alexandria, Ind., 
in which was located the retail jewelry 
store of Paul Vermillion was destroyed by 
fre shortly after the holidays, and Mr. 
Vermillion’s shop is now temporarily lo- 
cated in an adjacent building, pending 
completion of a new store. 

4 Clarence Loeb of Litwin and Sons, Inc., 


and Mrs. Loeb have returned from a six-’ 


weeks’ vacation in Hollywood, Fla. Mr. 
Loeb is proudly exhibiting a deep coat of 
tan to his many friends among the retailers 
in this area. 

4 Twenty employees of the Gruen Watch 
Co., 419 East McMillan St., were routed 


from their work and seven windows were 





shattered, but no one was injured, when 
ammonia fumes exploded in the second- 
floor brazing department. Fire department 
officials said a workman had failed to turn 
on a fan which blows out the fumes. Dam- 
age was estimated at $50. 
q A “long armed” thief was suspected in 
the mysterious disappearance of a tray 
containing 13 diamonds, valued at approxi- 
mately $2,000, from the seventh-floor re- 
tail jewelry store of the C. R. Heileman 
Co., 415 Race St. 
q John A. Gerwe of the Gerwe-Brown Co. 
and his family are enjoying a winter vaca- 
tion in Fort Lauderdale, Fla., where they 
will remain until April 1. Chris Schulz, in 
charge of the Gerwe-Brown shipping de- 
partment, drove Mr. Brown’s car on the 
trip southward. 
q Recent Cincinnati visitors included Wil- 
liam Sheppard and Edward Utz of the 
Western Clock Co.; Max Moser, diamond 
salesman of New York City; Paul Seibel 
and Daniel Adams of the Hamilton Watch 
Co.; Thomas Atkinson of Oneida, Ltd.; 
Joseph Ziegler of Son and Prinz, Chicago, 
and William Levy, diamond salesman of 
New York City. 

(Please iurn to page 292) 








Cincinnati Jewelers Elect New Officers 


Approximately 70 members and guests 
of the Cincinnati Wholesale aand Manu- 
facturing Jewelers’ Association attended 
an elaborate annual dinner meeting in Ho- 
tel Alms on January 18 to elect directors 
for this year, hear reports by the officers 
and an address by Joseph McGlynn, a 
local humorous speaker. 

Following the unanimous election of 11 
directors, these held a brief meeting to 
select officers as indicated below. Presi- 
dent Siefert also announced that the ad- 
visory board will be composed of the three 





immediate past presidents, who are George 
Brown of the Gerwe Brown Co.; Edward 
Brunst of the Gruen Watch Co., and Mr. 
Sauer. 

During a consideration of association ac- 
tivities, it was suggested by several speak- 
ers that monthly luncheon and quarterly 
business meetings be held, and President 
Siefert said the suggestions will be con- 
sidered by the directors, together with sev- 
eral other activities which will prove bene- 
ficial to the association members. 





New officers and directors of. the Cincinnati Wholesale and Manufacturing Jewelers Associa- 
tion, elected at an annual dinner meeting on January 18 in Hotel Alms, are: Seated, left 
to right: vice president, George T. Gruen of the Gruen Watch Co.; president, Robert Siefert 
of Albert and Siefert, wholesalers; immediate past president, Albert Sauer of A. Sauer and 

0.; manufacturers; treasurer, Earl B. Bose of the Oskamp Nolting Co., wholesaler, and 
secretary, Arthur Hirshfield of D. Jacobs and Sons Co., wholesaler. Directors, in addition 
to the officers are, standing left to right: Cherry Fisher of the Harry Greenwold Co.; whole- 
saler; Richard Heileman of Heileman and Roth, manufacturers; Charles Stern of the Wallen- 
stein Mayer Co., wholesaler; E. Paul Knight of the J. P. Knight Co., diamond cutters; Julian 
G. Schwab of A. G. Schwab and Sons, Inc., wholesalers, and Ralph Simon of the Dorst 
Jewelry Co., manufacturer. Another director, Howard Rosfelder of Rosfelder Brothers and 

Co., manufacturers, was not present when the picture was taken. 
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GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 
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SCRAP GOLD 


We are buyers and refiners of Gold, Silver and 

Platinum offering the following prices for your 

scrap gold and gold-filled: 
22K $1.48 per dwt. or $29.60 per oz. 
18K 1.21 per dwt. or 24.20 per oz. 
14K §=«6.94 per dwt. or 18.80 per oz. 
10K .67 per dwt. or 13.40 per oz. 
Gold-filled optical d 
20 yr. G.F. watch cases 1.25 per oz. 
25 yr. G.F. watch cases 2.00 per oz. 


Silver and Platinum at current prices. Small 
or large lots. Prompt and reliable service. 
All shipments held subject to your approval. 
Ship your next lot of scrap to us. ) 


A & A GOLD REFINERS 


Scrap — Filings — Sweeps 
323 West 5th St. Los Angeles, Calif. 














TR U E — America’s 


largest selling Man’s magazine 


Packed with scoops, adventure, sports 
and the good life for men. Bought by 
more than a million live-wire men... 
men who have decisive opinions on 
automobiles, appliances, liquor, sport- 
ing goods, clothes... It Pays to Cater to 
the Men! 





A TOPFLIGHT TIP 


More and more new uses and users every day 
make self-adhesive cellophane advertising strips 
by Topflight, tops in this field. Easy to apply. 
Costs less per day. 


TOPFLIGHT TAPE CO. YORK, PA. 
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at a CINCINNATI made a business trip to southern and ual 






































Ww hh ere to Bau (From page 291) eastern states during February. 
q The Sond Jewelry Co., 604 Walnut § 
Chi . q The many local friends of Louis Radt \, 
ina and Glass y , has been sold by Walter Peace to Jos h 
diamond salesman for Jacobsen and Sons and George Detzel, who took over the ni 
of New York City and Chicago, were sorry ness on February 15. Joseph Detze] rid 
to learn recently that he suffered a broken merly was manager of the Perin Jewel : 
PAUL A. STRAUB & CO., Inc. leg and is confined to his home in Chicago. Co., 36 West Sixth St., which was dell 
19 East 26 Street, New York q Roy Kohne of the Albert and Siefert Co., recently because of demolition of the 

wholesaler at 18 West Seventh St., and building. and G Detzel { 
Importers of second vice-president of the Town Criers ol arene fe ee 
China, Glass and Earthenware f Florid i ee te ee ee 
has returned from a Florida vacation. St. Mr. and Mrs. Peace, who had operated 
Dinnerware, Art Goods, Giftwares q About 10 Cincinnati wholesalers and the Bond store for 15 years, are now a 
| Murray Hill 38-5460 | salesmen attended the annual Indiana State an extended motor trip through the South. 
Jewelers’ convention in Indianapolis, which, west, but they expect to re-enter the 

they reported, was a highly constructive jewelry business at a future date. 

w and enjoyable meeting. ; q Jerome Kassel of the Kaufman-Kasge} 

E D & WwW O OD q Herbst _ Jeweler, veteran retailer in Co., manufacturers of 434 Elm St., was ip 

Bone China Dinnerware, Queen's Ware Lima, Ohio, has moved en new and the East on a buying trip early in Feb. 

Jasper and Black Basalt larger corner location in the Lima National ruary. 

Trade-Mark WEDGWOOD Bank Building. —— q Percy Lucas of Rosfelder Brothers anq 
JOSIAH WEDGWOOD & SONS, INC. q Max Litwin of Litwin and Sons, Inc., Co., manufacturer at 413 Race St., made 
24 East 54th Street New York City upon his return from a Florida vacation, a recent business trip to Michigan Ind}. 

spent a week in New York City, where ann ond neste Ghile. 
he conferred with diamond importers and q P. L. Shackleford, area representative 
other business friends. for Krementz and Co., is on an extended 





EDWARD BOOTE, INC. q Alvin Youkilles of the Victor Corpora- trip through central and northern Ohio, 
35 & 37 W. 23rd St., New York, N. Y. tion, wholesaler in the Enquirer Building, calling on retailers. 


Tel. ORegon 5-1928 has been elected to membership in the q Directors of the Gruen Watch Co. have 
ROYAL CROWN DERBY CHINA Jewelry Industry Council. declared a quarterly dividend of 35 cents 
WOOD & SONS DINNERWARE q Albert Sauer, president of A. Sauer and a share, payable April 1 to stockholders of 


Co., manufacturer of 329 East Eighth St., saint am Mid 1. 
spent the month of February on vacation 


in Miami, Fla. . . . 
4 John A. Gerwe and George E. Brown of California RJA Convention 


GRAFTON BONE CHINA 


























MADDOCK & MILLER, INC the Gerwe-Brown Co., wholesaler in the Will Have Many New Features 
English China and Earthenware Temple Bar = er the 24- A convention along new lines is planned 
CROWN DUCAL Dinnerware | FOLEY Bone China karat dinner in New York City, for the 16th annual meeting of the Cali- 
ne Seton Ware IRISH BELLEEK < — or omy pene for Litwin _ fornia Retal Jewelers Association to be 
ne China and Earthenware Sons, Inc., has recovered irom a selge 0 ‘1 9, _ 

ROYAL CAULDON Bone China and Earthenware the flu and is again in his territory. — sally ee ae 
129 Fifth Avenue, New York 3, N. Y. q L. F. Rohan and A. R. Jester of =~ R. Under the chairmanship of Julius Loeb, 
Jester, manufacturer in the Lyric Building, a shorter convention is planned which will 











be crammed with new features, the most 


JUSTIN THARAUD & SON President of Town Criers outstanding of which will be the Business 


INC. Aids Exhibit. The exhibitors will be lim- 

















* e o 

129 Fifth Ave., New York City Appoints Committees For 49 ited to distributors and manufacturers of 
ROYAL ALBERT President E. Paul Knight of the Town store operaton equipment and new devel- 
Maglish Bone China Criers, Cincinnati’s unique organization of opments in machines for the watchmaker 
Engiiak Giiicndantes: nin, manufacturers’ and wholesalers’ salesmen, and jeweler. Here will be gathered eX: 
has appointed the following committees amples of modern improvements in all 
for the current year: types of store operating procedure. ‘The 
Membership: Edward Wubbolding, exhibit is planned to include new develop- 
Frayer chairman; Albert Wehry, Julius Jacobs, ments in store lighting, store design, in 
snap aut Wik: Ghee Wank Jr.. H. R. Haerr, Charles Stern, Howard accounting machines and business forms, 
: Rosfelder and B. L. Shackleford. new models in watch-timing machines, 
ENGLISH BONE CHINA Entertainment: Maury Solomon, chair- lathes, and other like equipment, as well 
Tea, After Dinner and Breakfast Sets, Smoking man; Robert Gau, Robert Stocker, Boris as presenting business services such as 

Articles, Toby Jugs and Lustreware Litwin, Thomas Bourne and Albert Kovac. advertising and merchandising plans. 
Good Fellowship: Clarence Loeb, chair- Another unusual feature of the exhibit 


is that time will be allotted various ex- 





man; A. F. Gebhardt, Lawrence Crouch, 





hibitors to demonstrate their product dur- 


























. Importers of Lars R. Olsson and Cherrington -Fisher. h , 
~y ENGLISH CHINA Sick: Melvin Hesse, chairman; J. Charles me sae a wanew bs me 
pant Hummel, Ray Eibel, Emmett Fitzpatrick, A new innovation of this year’s conven- 
EARTHENWARE Thomas Hummel and Mayo Loeb. tion is the fact that the business sessions 
Stoek and Import Publicity and Projects: Harry Schwett- will be confined to two important luncheon 
once ves LE & €CoO., INC. man, chairman; Ralph Patterson, Percy ee ry ate — a 
~ con" York 10, N. Y, Lucas, Jack Gerwe, Edward Karg, Albert ee See eee coe ee oe 
; up for these two meetings, which will be 
— Roy Koehne and Edgar C. Han- held from 12:00 to 3:30 p. m 
ord. cul 
Membership chairman Wubbolding an- | 
ROYAL DOU LTON nounces the following new members since SWEDISH CRYSTAL 
Wnglish Bone China and Earthenware! the annual dinner meeting on January 11: Kosta Alsterfors 
DOULTON and CO., Ine. David and Leonard Keen, jewelry deco- DANISH CERAMICS (Bing and Grondahl) 
al fc 9 rators, of 505 Elm St., and Charles B. D. Stanley Corcoran, Inc. 
—_ N Perry of the Harry Greenwold Co., whole- 7 West 30th Street New York 1, N.Y. 
pits vis so wow Vert, @.V | scaler at 18 West Seventh St. LOngacre 4-7851 
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OBITUARIES 


James H. Burcu, 62, who since 1937 
had been in charge of the diamond depart- 
ment of the Louis Esser Co., jewelers of 
Milwaukee, Wis., died January 21. Before 
going to Milwaukee in 1937 he had been 
with two leading jewelry firms in Chicago. 
He is survived by his widow and a daugh- 
ter. 
Artuur E. Darsy of Plainfield, N. J., for 
90 vears associated with the old firm of 
Adolphe Schwob, Inc., as sales representa- 
tive. died suddenly on February 7. He 
covered Philadelphia, Baltimore, Washing- 
ton and New York State for the firm. 

FranK O. JOHNSTON, 68, long associated 
with Charles F. Damon, manufacturing 
jewelers at 702 Main St., Buffalo, N. Y., 
died February 15th. Mr. Johnston entered 
the jewelry ‘rade as an apprentice at 16 
and retired in 1947. 

Apert Linz, 84 chairman of the board 
of directors of the well-known jewelry firm 
of Linz Bros., Inc., of Dallas, Texas, died 
February 13 following an illness of three 
months. Mr. Linz learned the jewelry busi- 
ness in St. Louis where he started as a 
salesman. Later he joined his brothers 
Joseph, Simon and Ben Linz in the oper- 
ation of a jewelry store in Sherman, Texas. 
The brothers opened the Dallas store in 
1879, Albert becoming a partner in 1890. 
He was the last of the brothers who began 
the firm. Survivors include his widow and 
two sisters. 

CHARLES E. LONGSTREET, 56, who for 
many years has represented the Eisenstadt 
Mfg. Co. in the far West, died suddenly on 
January 17th in St. Louis, Mo. He was in 
St. Louis attending a sales conference pre- 


CHARLES E. 
LONGSTREET 





paratory to leaving on his spring selling 
trip. For 22 years Mr. Longstreet repre- 
sented the House of Eisenstadt in the 
Western states from Canada to Mexico. He 
made his home in Denver, Colo., and is 
survived by his widow and a son. 











CRYSTAL by BRODEGAARD 


Swedish crystal stemware patterns, all 
carried in open stock — available for 
prompt delivery. Write for our new 1949 
catalog which gives full details. 


R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 











Wout BOOTHS 
\Se/ Fine English Tableware 
MIDHURST IMPORTING CORP. 


15 EAST 26th STREET NEW YORK 
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Wittram H. Mansy, former general 
superintendent of the Hamilton Watch Co., 
died on January 5 in a West Chester, Pa., 
hospital. Mr. Manby, whose son Milton F. 
Manby is director of the Engineering Divi- 
sion, died in his 78th year. “Bill,” as he 
was known to Hamilton old-timers, retired 


WILLIAM H. MANBY 





from the company in 1940 after 44 years 
with Hamilton. He joined the firm in 
1896. In 1924 Mr. Manby became techni- 
cal superintendent of the company and in 
August, 1930 he was appointed general 
superintendent. He is survived by his 
widow and two sons. 

Joun A. NierMAN of Cumberland, Md., 
died January 28. He was well-known and 
respected in the Maryland jewelry trade. 
The business will be carried on by Mr. 
Nierman’s step-son, Al Sell. 

Cart W. Moucn, 63, who established a 
jewelry business in Champaign, IIL, in 
1919, and became one of its prominent citi- 
zens, died January 12th. He retired in 
1946 after the sale of his business. Be- 
sides his widow, he is survived by a 
daughter. 

Harry Ratner, 65, president and foun- 
der of Rogers Jewelers, Columbus, Ohio, 
died on February 7 after a short illness. In 
the jewelry business in Columbus more 
than half a century, he founded the Rogers 


HARRY RATNER 





firm in 1929. Earlier he had been in busi- 
ness as H. Ratner at 302 N. High St. Sur- 
viving are his widow, two daughters, and a 
son, Jack Ratner, associated with his father 
in the Rogers firm. 





Takes Over Providence Firm 


V7. Gunther has announced that he has 
taken over J. L. Anthony & Co., manufac- 
turers of rolled gold plate, Providence, 
R. I., and has re-organized the plant to 
serve the industry more efficiently. Mr. 
Gunther stated that E. A. Capillon, well 
known metallurgist, is in charge of produc- 
tion and is ready to assist customers in 
solving their manufacturing problems. 
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| MADE IW AMERICA 


| THEODORE HAVILAND & CO. 
INCORPORATED 

| 26 West 23rd Street 

| New York 10, N. Y. 

| 
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SERVICE PLATES - DINNERWARE 


SINCE i918 
Patterns especially designed for 
WELERS 
Specialists in All-Over Gold Decorations 
Write for details. 
INC. 


ATLAS CHINA C@O., 
27 WEST 20th ST., NEW YORK 11, N. Y. 
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S, IVORY CHINA 
( vory distributed b 
China FISHER. BRUCE £CO. 


Phila.: 221 Market Street 


made in America 
T New York: 1107 Broadway 
LEVY BROS. CHINA C0. , inc. 


EST. 1868 NEW YORK 


Gifts ... Dinnerware... Service Plates 
ALL-OVER DESIGNS IN 22K GOLD 


Office and Showroem Shewroom 
\ 79 Fifth Avenue 225 Fifth Avenue 
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CASTLETON CHINA INCORPORATED 
L. E. Hellmann, President 
212 FIFTH AVENUE NEW YORK 10 
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ENRIGHT -LeCARBOULEC, INC. 


CRYSTAL from SWEDEN 
STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


160 FIFTH AVENUE NEW YORK 10, NW. Y. 


telepnone: GHelsea 2-3702 and CHelsea 2-2558 
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Forming a Breguet Hairspring 






Continuing the treatise on hairspring work, this chapter takes 
up the forming of a Breguet or overcoil spring, its purpose, 


and the methods of raising the last coil to form the overeoil. 


by HENRY B. FRIED 


Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the author) 


A BREGUET or overcoil hairspring is one 
where the last coil is raised above the level of the other 
coils of the spiralled spring and made to curve inward. 

The purpose of such a spring is to enable the bal- 
ance to perform each oscillation in equal time through- 
out the run of the mainspring. When a hairspring 
achieves this effect it is called isochronal. To understand 
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Fig. 69. First manipulation in raising the coil 
is made at 270° or % coil from the stud. 


this we must first look at the flat hairspring. This 
“breathes” along a line from a point midway between 
the regulator and the stud, through the balance jewel 
center. The coils alternately crowd together towards the 
regulator and stud, and then expand diametrically op- 
posite. This torque causes the balance staff to be unduly 
thrust against the side of the hole jewel, thus creating 
additional friction and robbing the balance of freedom 
of motion. The watch will thus gain time when it is 
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fully wound and lose time when the mainspring is almost 
run down. When a watch behaves in this manner we 
say that it lacks isochronism.. That is, the balance unit 
does not keep the same time when the mainspring is 
fully wound as when it is almost unwound and the bal- 
ance arcs are short. 

The Breguet hairspring, when its overcoil is properly 
formed, permits the spring to dilate and contract evenly 
all around, similar to the ripples created by a pebble 
dropped into the water. When the hairspring acts this 
way, coupled with a poised balance, it will eliminate the 
fault-causing side-thrust (torque) on the balance staff 
pivots. This in turn will diminish the errors in time- 
keeping inherent in the flat hairspring. 








Fig. 70. Incline consuming only 45° of !asi 

coil, the spring is then levelled off and con- 

tinues along the same spiralled path for 
another 22° 


All watches are designed to carry either a Breguet or 
a flat hairspring (although it is possible to form a Bre- 
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guet and to fit it to a watch designed for a flat hair 
spring). 

Should the sample be missing, it is a simple matter to 
determine what type of hairspring the watch requires. 
This is done by observing the balance bridge and reg- 
ulator and referring to Figures 2, 3 and 4. It will be 
noticed in the flat hairspring that since all the coils lie 





Fig. 71. Planning the 
third section of a Los- 
sier curve, radius of 
spring is divided into 
three equal parts. 





in one plane, the regulator must reach the outermost coil 
and thus is longer. Generally, the key holding this spring 
is shaped like a boot as shown in Figure 2. 

A watch requiring a Breguet spring has the regulator 
pins closer to the balance bridge and its stud hole is 





Fig. 72. Remainder of 

spring must be circu- 

lar, concentric with the 
collet center. 











correspondingly closer. This is so because the last coil 
is brought above and then coiled in a radius smaller than 
that of the overall size of the spring. Generally the reg- 
ulator has no key but instead, two straight thin pins, one 
on each side of the overcoiled spring. 

When a hairspring is to become a Breguet. it is pre- 
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pared in the same way as a flat spring. It Must he 
colleted, timed and fastened to the stud, using the meth. 
ods and precautions previously suggested. After the 
studding operation has been performed. its last ej] ;, 


Fig. 73. From regulato, 
pins 30° is added, ys. 
ing the collet center 
again as pivotal point 














then raised and shaped to conform to certain theoretical 
and physical requirements. 

There are few accepted methods of raising the last 
coil. One is achieved by twisting the spring so that the 
last coil appears tilted and then levelling off the outer 
end by the same process. Another is to pull the spring 
upwards, while a third method bends the spring in a 
eoose-neck fashion similar to that in a hockey stick. 


Before actually making the bend. some thought should 
be given to where the first bend is to be made, the exact 
height of the overcoil, and its shape. 

The spot where the first bend is to be made depends 
a great deal upon the shape of the overcoil and its length. 
This may be governed by the physical restrictions of the 
balance spring and its proximity to the center wheel, 
the distance from the regulator pins to the balance hole 
jewel center (effective radius of the regulator) and what- 
ever desire the operator may have to adhere to the re- 
quirements of the theoretical isochronism. 

Great stress is laid upon these isochronal curves by 
books on springing and adjusting, when in practice it Is 
difficult to achieve the isochronal adjustment by shaping 
the last coil only. This is due to faulty escapement con- 
struction and adjustment, too wide an arc of regulator 
movement, and the physical restrictions of the move- 
ment itself. Therefore. the instructions to follow will 
deal only with the operations of raising and forming 
the overcoil. However, attention will be drawn to one 
theoretical curve as a general model to follow. 

In some books are shown about 200 assorted shapes 
of overcoils, each serving as a model, and each con- 
forming to the requirements of an isochronal spring. 
Since so many different curves and shapes are illustrated, 
almost any curve made of the last coil will closely re: 
semble one of these. If the hairspring is shaped so that 
it will vibrate evenly all around and its coils are cor 
centric, it will conform to one of the standards and serve 
its purpose fairly well. 

In Figures 69 to 73 is shown a most popular type of 


(Please turn to page 300) 
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it’s a light by night 
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' ere’s an idea that’s really catching fire! 
PUR oorcae ie sou An alarm clock for everybody in the family. Telechron’s 
ELECTRIC. CLOCKS 7 incendiary advertising is warming up your customers. 
its So climb aboard a really hot idea. Feature Telechron electric 
alarm clowks on your counters and in your windows. 
Telechron ... the first and favorite electric clock Ask your customers if they are a one-alarm family. 
:.. provides night time for every room. Smart styles And make sure you have plenty of Telechron clocks on hand. 
in alarms, occasional, kitchen clocks and awaken- ; ; ; ‘ : 
tne Gevions make posite fer you. All prices plus tax. Prices and specifications subject 
to change without notice. Telechron Inc.,-Ashland, Mass. 
A General Electric Affiliate. 
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LD GOLD—I would like to have instructions how 
to buy old gold, silver and platinum metals safely, 
so as to make a reasonable profit. Please inform me 
about this either through Workshop Notes Department 
or tell me where I could obtain reliable advice on this. 


(Question No. 6112) D. M. K. 


Answer—Very complete practical information on the 
subject of your inquiry is contained in a book “Testing 
Precious Metals With The Touchstone,” by C. M. Hoke. 
This book may be secured from “The Jewelers’ Circular- 
Keystone” Book Department, and will be sent postpaid 
to any address in the United States or Canada, upon re- 
ceipt of the price, $2.00. A much more complete and 
advanced treatise, including the elementary part of the 
book mentioned, is “Refining Precious Metal Wastes”, 
by the same author; price $6.00, postpaid. 


C 


American alarm and mantel clocks? 


6113) B.N. 


Answer—We think that nothing better can be used 
for cleaning the majority of clock movements than one 
of the more volatile varieties of gasoline, such as naphtha 
or dry-cleaners’ liquid. Automobile gasoline is also much 
used but it does not evaporate as thoroughly as the 
lighter petroleum distillates suggested, and it does not 
work as quickly. If you have any difficulty in obtaining 
naphtha from a nearby “gas” station who may not keep 
it in stock, you can no doubt have one of them order it 
specially for you, in a separate container of half barrel 
or barrel quantity; or you may find it in stock, pur- 
chasable in smaller quantities, at a hardware or paint 
store. 


LOCK CLEANING SOLUTION—What solution do 


you recommend for cleaning ordinary clocks, like 
(Question No. 


The above advice applies particularly to clocks of the 
usual construction with stamped brass lacquered plates. 
For fine clocks with polished brass plates and wheels, a 
better looking job can be made of course with the same 
solutions as are used for cleaning watches. 
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WORKSHOP 
QUESTIONS 
AND 


ANSWERS 


How SHALL sited 








OT WASH—Please repeat the recipe for a hot wash 

for cleaning jewelry after repairing and polishing 

it. ‘I cannot find the issue of THE JEWELERS’ CIRCULAR- 

KEYSTONE where I saw this published. I have tried sul- 

phuric acid and water lately on gold mountings and 

don’t get results like with the hot solution I used several. 
years ago. (Question No. 6114) F. L. M. 


Answer—As a recipe for a good quick-acting jewelry 
wash to use after polishing, we suggest what we believe 
is used in more good jewelry shops than any other as 
follows: Into 1 quart of water, put 2 ounces lump borax, 
1 ounce washing soda, and I ounce Castile soap cut into 
fine shavings. Boil these together until dissolved. After 
partly cooling this liquid, pour it into a gallon jug. 
Now add 5 fluid ounces aqua ammonia, stir or shake to 
mix well; then add further enough water to make the 
total quantity one gallon. In using this solution, pour 
enough of it to cover the work, into an enamelware pan. 
Bring to a boil and scrub the work with the hot solution. 
Rinse in hot water and dry in sawdust. Or, if cold 
water is used for rinsing, then immerse the work in de- 
natured alcohol and dry it in sawdust. 

The solution made as above may also be used for 
cleaning the gold mountings you say you have been 
cleaning in a sulphuric acid and water solution. This 
acid-water mixture is more of a jewelers’ “pickle” solu- 
tion than a cleaning wash. A pickle solution is for dip- 
ping hot pieces of work in, after soldering, to clear the 
metal of oxide film so it will be easier to polish than if 
not so treated. 


— ATTACHMENTS—Where can I get made up 
or buy ready-made attachments for W. W. lathe for 
cutting screw threads and turning with power feed on 
slide rest? (Question No. 6115) T. B. P. 


Answer—Since you say that your lathe is a “W. W.” 
(Webster-Whitcomb), the best thing would be to obtain 
a screw cutting attachment for it from the manufacturer 
who is the successor to the Webster-Whitcomb firm, the 
F. W. Derbyshire Co., of Waltham, Mass. We believe 
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BUCKINGHAM... . reflects a note of richness and 
splendor. Retails at $19.95, tax extra. 
























BAXTER...dignified and impressive desk model 
retailing at $19.95, tax extra, 





LUSTRE... modern, crystal-clear plastic case. 
Popular eift at $18.50, tax extra. 
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HITT... smart and trim for va modern Siti YUKON... 


Retails at $5.50, tax extra. at $8.95, tax extra. 
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NOW GREATER VALUES | 
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@ The five distinctive, authentic 
Seth Thomas* clocks pictured 
here are among today’s best- 
sellers. And now they are even 
greater values than before. Why 
is this so? 

Because the steady increase 
in demand for these five clocks, 
without in any way altering the 
fine craftsmanship for which ‘Seth 
Thomas clocks are world-famed, 
has developed production advan- 
tages now reflected in a new 
schedule of prices. These materi- 
ally enhance the value in each 
model, and the new pricing will 
undoubtedly further stimulate 
sales. It represents extra value 
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that will have strong appeal to 
customers who appreciate Seth 
Thomas quality...for themselves 
and for anniversary, birthday, 
wedding or other very special 
gift occasions. 


; SO 












Get in touch with your Seth o 
Thomas wholesaler. He now has | 
complete stocks and will gladly. 
promptly ... fill your orders for 
these five and other fast-selling, 
nationally advertised Seth 
Thomas models. New tags for re- 
pricing clocks on hand, in con- 
formity with currently advertised 
prices, are available upon request. 
Seth Thomas Clocks, Thomaston, 
Connecticut. 


















TIP FOR SALES PEOPLE 


In showing Seth Thomas clocks to 
your customers, call attention to the 
fine cabinet-work...the luxurious 
finish and attractive design of the 
models in which they are interested. 
They'll readily appreciate the value in 
Seth Thomas quality. 










Show these models... they'll be 
advertised in The Saturday Evening 
Post and other popular home maga- 
zines for March and April. 
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Seth Thomas Clocks, Thomaston, Conn. 
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this firm could furnish either a complete attachment or 
any desired parts of it for your lathe and would be in 
position to quote prices on whatever you have in mind. 


ae oe GOLD—We want a recipe for making a solu- 
tion for rose-gold electro-plating in a variety of 


different shades. (Question No. 6116) L. V. 


Answer—A good standard solution is made of chlo- 
ride of gold, 8 dwts.; carbonate of copper, 10 dwts.; 
cyanide of potassium, 6 oz.; water, 1 gallon. Boil to- 
gether all ingredients except the carbonate of copper; 
add this then, having first dissolved it in a little cyanide 
solution. Add it slowly to the hot solution previously 
prepared, keeping it at temperature between 130 and 
140 degrees F. and stirring well. Use an anode of 10 
karat gold and copper. Various shades are obtained by 
trying different current-strengths and varying the tem- 
perature of solution during plating. A good deal of 
practice and experiment is needed to become sure of 
good results in this kind of plating. 


OLLECTION WATCH—We came into possession of 
an old watch, “E. Howard & Co., Pat. Feb. 4, 1868” 

on the dial. Could you advise about anyone who might 
be interested in buying it for a collection? (Question No. 


6117) G. T. 


Answer—We suggest that you write with a full de- 
scription of your watch to Mr. George V. White, Room 
511, State House, Boston, Mass., and ask for an offer 
for the watch; or else state the price you would expect 
to get for it. Mr. White specializes in collecting old 
American watches and it is possible that he would be a 
better prospect as a buyer than anyone who makes a 
more general collection. Of course he would have to 
say whether this particular Howard watch would fit in 
with his present assortment of watches of this make. 


ELTING TEMPERATURE—Please tell me at what 
heat soft solder will melt, oven heat; some say 200 
and some say 275. Can you give me the exact heat? 


(Question No. 6118) H. B. G. 


Answer—tThe degree of heat at which solders melt 
depends upon the formula on which a solder is made. 
Most of the soft solders in use are of various proportions 
of tin and lead. The rule is that more lead with less tin 
makes a solder requiring a higher heat. Three parts lead 
to one part tin melts at 800 degrees Fahrenheit. The 
lowest melting point for lead-and-tin solder is 340°F., 
for solder containing one part lead to two parts tin. 
After this proportion, the scale reverses, and still more 
tin will from then on begin to raise the melting point 
instead of to further lower it. 

You mention solder melting at 200 to 275 degrees. To 
obtain as low melting points as these, some bismuth must 
be added to the tin and lead in the solder. A formula of 
3 parts lead, 5 parts tin, and 3 parts bismuth, will melt 
at 202°F. One of 2 parts lead, 2 parts tin, and 1 part 
bismuth will melt at 292°F. You should know, however, 
that no table of alloys and melting points is absolute; 
there are varying purities in different manufacturers’ lots 
of metals, etc., so that any table must be taken as approx- 
imately correct, instead of absolutely so. 
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Breguet Hairspring 


(From page 296) 


Breguet curve. This was designed by Lossier after the 
theories of Prof. M. Phillips, published in 1861. For the 
purpose of implanting this in the reader’s mind, it would 
be well to copy these drawings. 


The first manipulation is made at 270° (34 coil) from 
the stud. Because this will become smaller in diameter, 
the stud will eventually be close to the first bend. A 
study of these figures will reveal that the incline igs sup- 
posed to consume only 45° of the last coil (see Fig. 69). 
Then, as shown in Fig. 70, the spring is levelled off and 
continues along the same spiralled path for another 22° 
before the curve is bent inward. Thus 67° of the last 
coil follows the same spiral path as the body of the 
spring of which 45° is the climb and 22° the “level-off.” 
From this point onward, the last coil takes on a new path. 
Instead of following the spiral path it becomes circular: 
that is, for the next half coil it becomes a semicircle and 
at its terminal, amounting to about 103°, part of another 
circle. This is shown in the succeeding illustrations. 


Figure 71 shows how the third section is planned. 
Here, the radius of the spring, measured from the end 
of the levelling-off point to the center of the spring, is 
divided into three equal parts (A, Fig. 71). Two of 
these thirds are added along a diametrical line across 
the spring. Thus five thirds of this radius (A) equal 
the diameter of the third section. Therefore, to find the 
center of the third part of the Lossier curve, 5/3 A is 
divided in half. This will give the radius C. A semi- 
circular arc ~(180°) is drawn as shown in Figure 71. 
This, added to the first and second section of the spring 
now has the appearance as shown in this drawing. 


From this point, the remainder of the spring must be 
circular, concentric with the collet center. With the col- 
let center as a pivotal point, 83° of arc is added to the 
overcoil. This brings the spring up to the point it enters 
the regulator pins as shown in Fig. 72. From here to the 
stud 30° is added, using the collet center again as the 
pivotal point (Fig. 73). Thus the total of all the sections 
of the overcoil can be summed up as follows: 


45° for the riser 

22° for levelling off 
180° first bend inward 

83° next section to regulator pins 
30° to the stud 





360° total or one full coil 

Of course, since the arcs do not all have the same cen- 
ter we cannot consider the coil as having a continuous 
or circular curve. Nevertheless, the spring should end 
with the stud on a radial line which also crosses the 
spring where the first (upward) bend was made. 

It must be remembered that what has been described 
is the Lossier coil and its simpler technical details. In 
practice, however, it is not always possible to carry out 
these requirements. To do so would require perfect 
matching of the hairspring diameter in relation to the 
regulator radius, regulator arc and stud placement, and 
height of the Breguet. However, it is advisable to use it 
as a good model along which to pattern the new overcoil. 


(To he continued) 
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There is no guesswork in servicing chrogographs and 
other complicated watches when you use: he new 
Fsembl-O-Graf method. Complete, dirg 
disassembly and assembly covers mere fian 100 
commercially known chronographs. Af 
fitting, lapping, oiling and screw sizesZand threads 
are there, each step fully illustrated aral explained 
on a separate page of the Esembl-O-Gfaf. Each part 
is shown both by photograph and by; 
The Esembl-O-Graf is mot a text book. It is a 
streamlined, standardized guide thatf will enable you 
to take a chronograph apart, clean # thoroughly, 

and readjust it in less than two hoyrs! 










Classes in chronograph repair at Western Pennsylvania 


Horological Institute are now learning the profitable 
way to service chronographs by actual practice 

under close supervision. Upon completion of the 
course, the watchmaker keeps his bound 23-volume 
Fsembl-O-Graf set as a permanent reference. 

The first and only veteran approved, fully-illustrated 
chronograph-complicated watch course is open to 
practicing watchmakers and graduates of horological 
schools. Inquire now for details. 


Western Pennsylvania 


Horological Institute 


Desk 18, 808 Ridge Avenue, Pittsburgh, Pa. 
WORLD'S LARGEST WATCHMAKING SCHOOL 
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Watch and 
Jobbers in- Clock manu- 
quirles invited. O ie facturers. 
FREE SERVICES—(New hairspring not necessary) 
*POISE BALANCE *RESTUD *RECOLLET 


OUR UNCONDITIONAL GUARANTEE: A new hairspring supplied free of charge if 
you spoil the one previously supplied by us. 


THESE AND MANY OTHER LETTERS FROM CUSTOMERS PROVE OUR SERVICE 


Gentlemen: ‘‘If we weren’t already ‘sold’ on your work, we sure 
would be for the way you handled our last job. One of the boys 
ruined a collet by trying to open it and we sent the spring on to 
you in hopes you could put in a new collet and when it came 
back marked ‘no charge,’ that did it. We sure do appreciate your 
kindness and whatever we get in will be yours.’’ Fox’s TiMING 
SERVICE, 104 E. Congress Lane, Savannah, Ga. 


Dear Sir: ‘‘I had sent the spring to two other places before you, 
with terrible results. I put it up to you to produce and you did! 
I put the spring in the watch—it was perfectly centered and level 
—my amazement was complete when the Watch Master showed it 
in perfect beat and only 15 seconds fast in dial up position— 
crown down, 30 seconds fast—crown up, straight across! I have 
already started to spread the good word around."’ J. A. Frew, 
10228 Park Heights Rd., Cleveland, Ohio. 


HAIRSPRING VIBRATING CO. 
CHARLES THOMAS 


P. O. Box 330 406 32nd St. Union City, N. J. 
(Formerly In charge of Hairspring Dept. for Bulova Wateh Co.) 
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'MAKE YOUR STORE STAND OUT 


Only the unusual commands attention. Keep a 
Revere Floor Clock operating in your store. Its 








appearance, its superb craftsmanship, speak, _ 
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Heavy Adv. Backs New 
Parker "51" 


An intensive and dramatic advertising 
campaign supporting a new Parker “51” 
pen has been announced by David G. Wat- 
rous, advertising manager of the pen com- 
pany. Fourteen major advances in struc- 
ture and function are incorporated in the 
new pen, Watrous said. 

“Copy-wise, advertisements created for 
the introduction of the new pen to the 
public stress the new features and the pre- 
cision of this writing instrument. Cross- 
section drawings of the new Parker ‘Sl’ 
and the familiar Parker hand figures promi- 
nently in the art lay-outs. 

“Among the improvements pointed up in 
the advertisements are the simple filling 
mechanism, the increased writing mileage, 
the ‘Aerometric’ pressure control which 
has been achieved for high altitude protec- 
tion against leakage, a new type window 
for checking the ink supply, a new plathen- 
ium-tipped point, and a new ‘live metal’ 
clip.” 

Following a tradition of nearly 50 years, 
the Saturday Evening Post will carry the 
first advertisement, a double spread, in the 
issue which comes out on February 14. 

Insertions are also scheduled for Life, 
Look, Time, Collier's, Newsweek, Esquire, 
The New Yorker, The National Geographic, 
and the supplements, This Week, The 
American Weekly and rotogravures of 15 
leading newspapers. 





Davidson & Sons Salesmen Meet 


“Our plans for 1949 are so far-reaching 
and important to the trade that this year’s 
meeting has been one of the most mo- 
mentous in our firm’s history,” said Henry 
Davidson, President of Davidson & Sons 
Jewelry Co., Inc. 


on 








The firm’s annual sales meeting during 
which the above photo was made of com- 
pany officers and representatives, was held 
at the Hotel Paramount, New York, and 
was conducted by Stanley Minisman, Sales 
Manager. Plans were formulated for pre- 
sentation to retailers of their promotional 
line of rings. 


Newhoff Appointed by A.J.D. 


Jerome L. Grant, Executive Vice-Presi- 
dent of American Jewelry Distributors, 
New York City, announces the appointment 
of the Theodore A. Newhoff Advertising 
Agency as advertising counsel. Plans call 
for intensive promotion of Calvert watches 
in leading consumer magazines and trade 
papers. Herman J. Schwarz of the Newhoff 
Agency’s New York office is account execu- 
tive. 
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Wallace Sterling For 
U.S.S. Newport News 


Part of a 459-piece sterling silver service, 
valued at $15,000 made by Wallace Silver- 
smiths, Wallingford, Conn., for the just- 
commissioned U. S. S. Newport News. 
Many of the hollowware pieces were made 
or hand-chased especially for the order and 
all were engraved with the ship’s full name. 
In addition, a large waiter was engraved 
with a 300-word history of the famous port 
city for which the ship was named. 





The complete Wallace service for the 
U. S. S. Newport News consists of 174 
hollowware pieces and 283 pieces of flat- 
ware, including settings and servers. 

The flatware is Wallace’s Grand Colonia] 
pattern, each piece engraved with the 


initials “U. S. S. N. N.” 





Basketweave Prices Down: 
Kreisler Uses New Metal 


The Jacques Kreisler Mfg. Corp., North 
Bergen, N. J., recently sent a letter to the 
trade, dated December 31, 1948. announc- 
ing two important changes in the Basket- 
weave watch attachment line. First, March 
13, 1949, will see tremendous retail price 
reductions in the line. Second. it was an- 
nounced that a new base metal is being 
used in the Basketweave bands. This non- 
corrosive metal is being backed by one- 
year printed guarantees that will be shipped 
with each individual band. 

The price reduction letter gives jewelers 
a chance to reap extra profits before prices 
are cut. On March 31, 86 newspapers 
throughout the country will carry Kreisler 
price-reduction ads. On the same day, Life 
magazine will hit its 26-million readers 
with a similar advertisement. 

A number of new items have been added 
to the Kreisler line. including six dra- 
matic jewelry sets for men and two new 
men’s watch attachments. There are also 
two new women’s lines. the Birthstone 
Circlette and snake-chain watch attach- 
ments. 





Easter Bunny Displayer 


Ed Freed, New York advertising special- 
ist, announced his “Mr. and Mrs. Easter 
Bunny Displayer” for jewelry stores. 

Constructed in 3-dimensions, it is self- 
easeled, 16 inches tall by 13 inches wide. 
Mr. and Mrs. Bunny, painted in delicate 
four-color oil pastels, stroll happily out of 
a glowing background. An Faster bow of 
iridescent spring green metallic foil has an 
easily-read message in blue-shaded white 
lettering. Behind it is a die-cut church win- 
dow of purple metallic foil. $3.50 each. 
Edwin Freed, Inc., 1233 Sixth Ave., New 
York 19, N. Y. 











Literature Describes 
Display Material 


The Nussbaum Display Mfg. Co., Berne 
Ind., recently released a new piece of litera. 
ture describing and illustrating the com- 
pleteness of their window and case display 
fixtures. It demonstrates the flexibility of 
the application of these fixtures to every. 
day “custom-built” display needs, 





Community Reveals Plans 
For ‘49 Ad Campaign 


A strong popular response to the “brides” 
paintings of Jon Whitcomb has encouraged 
Oneida Ltd., manufacturers of Community 
Silverware, to repeat the approach and 
theme, “The Happiest Brides Have Com. 
munity,” through their 1949 advertising 
campaign, it was announced recently by 
Harley H. Noyes, vice-president of the 
company. Whitcomb has been doing the 
paintings for Community since 1942, [py 
addition, Community plans to shift the 
style of their copy from type to script. 


coe } 
Phe happiest brides have 
FR. 





The 1949 campaign will consist of full- 
page ads, both in four-color and in black 
and white, all of which will be bleed pages, 
in Life, Look, Ladies’ Home Journal, 
McCall’s, Woman’s Home Campaign, Good 
Housekeeping, Cosmopolitan, Redbook, 
American, Household, Madamoiselle, Charm 
and Glamour. 





Spiral Blade Saw 
Unique Performer 


Intricate cuts can be made cleanly and 
easily in various metals or materials run- 
ning from steel to plastics, with the new 
Tyler Power Band Saw with its spiral 
blade, says Tyler Mfg. Co,, 6151 W. 98th 
St., Los Angeles 45, Calif. The Tyler band 
saw will cut any line that can be drawn, 
according to its inventor. 

It presents a 360° cutting edge that cuts 
smoothly in any direction. The infinite 
speeds planetary transmission provides 4 
saw speed range of from 70 feet per min- 
ute to 5000 feet per minute. Specifications 
on the Tyler band saw are as follows: 60” 
high, 12” throat, 8%” clearance under 
guide; table tilt 45° right, 5° left, 4 
blade tension adjustment, 1/3-hp. heavy- 
duty, 110-volt motor. 
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The New Jelrus “HANDY-MELT” ‘fies 
ELECTRIC METAL MELTING FURNACE ' 


Holds 600 dwt. Gold. . . . a little thing but a mighty 


Simple Dual Switch Control. rar ee ener ake ul 
Quick, Cool Melting | powertul sales eature. Kno glows 
, | softly in the dark — a_ practical 


No Blower, No Heat, No Fumes. , 
Pick Up and Pour | convenience appreciated by many 
' | cy alarm clock users. 


Graphite Crucible—No Oxidation. | 


No Installation—Plug in and Use. 
110 Volts AC or DC. 


For Further Details Write 


THE JELRUS COMPANY, INC. 


Manufacturers of Better Equipment for Better Jewelers 
134 West 52nd Street New York 19, N. Y. 

















Luminous 
Alarm Shut-Off Knobs 


























F. Ld ENLARGES Stone- 
‘fe set and Diamond-set 
Rings 
* 
REDUCES and 

ENLARGES All Kinds 
of Wedding Rings 

2 


Only Precision Ring 
Sizer with Controlled 
Pressure for easy, ac- 
curate performance. 





J. J. KAGAN x CO. (luminous dials and hands also available) 


220 W. 5thSt., Los Angeles 1 sai _ — 
a | Dependability and utility . . . what it will 


DO for him rather than its number of gadgets . .. 
is what sells a clock to the buyer of '49. 


Gilbert dependability is guaranteed; Gilbert 
utility based on practical sales features. 

















Distributed thru. ,0°N0y, | the Wholesaler 


alarm 
G clocks. 9 


for Coat results tu lubricating. Want 


THE WM.L. GILBERT CLOCK CORP. 


clock makers to the nation since 1807 


WINSTED, CONN. LACONIA, N.H. 
551 Fifth Ave — New York 


INC., NEW BEDFORD, MASS. 141 W. Jackson Blvd. — Chicago 
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Barbara Ann Gets Mido 


Earl Wilson, noted columnist, recently 
wrote that Skating Champion, Barbara Ann 
Scott’s biggest expense is wrist watches, 
spinning so fast she throws her watches off 
balance. 

Louis Aisenstein & Bros. Inc., American 
distributors of Mido watches, tested a Mido 
“Diana” for a week, finding it unaffected by 
counter-clockwise motion—and then pre- 
sented the watch to Miss Scott. 





New Promotion Item 


Altheimer & Baer, Inc., Chicago, recently 
introduced the Golden Rose dinnerware 
pattern as one of their new account promo- 
tions for *49. It is significant too that this 
is one of 49 such account-opening merchan- 
dising deals developed by this company for 
credit retailers. 

This 106-piece ensemble presents a com- 
plete service for eight that wholesales at 
$13.95 with a suggested retail of $19.95 that 
should help put “gold in them thar tills in 
49” says the company. Mats in black and 
white also in four-colors are available. 


First "Band of the Month" 


“Rippling Rhythm” is the name of the 
first featured watch band in the Stonewall 
“Band of the Month” promotion. Tying-in 
with the theme of Shep Fields, whose 
famous band was named “Band of the 
Month” for February, the “Rippling 
Rhythm” is a full expansion man’s watch 


band. 








It is of 1/20 10k gold filled, made in 
yellow, pink and white with a non-gorrosive 
stainless steel back. Retails for $7.50 plus 


Federal tax. Sold through wholesalers 
only. 








Control for Lost-Wax Oven 


To insure uniform burnouts of their cast- 
ing molds, Karlen & Bleicher, manufactur- 
ing jewelers, 188 West 4th St., New York 
City, have installed a Wheelco Chronotrol 
on their wax eliminating oven. This equip- 
ment was purchased through Alexander 
Saunders & Co., 95 Bedford St., New York, 
dealers in equipment and supplies for 
manufacturing jewelers. 

Formerly, it was necessary for the cast- 
ing man to check the temperature reading 
repeatedly during the burnout cycle. “This 
was recognized,” their plant superinten- 
dent stated, “as being inefficient and auto- 
matic controls were called for. With the 
Wheelco instrument we .know that each 
burnout will be uniform and that it will 
follow the cycle which we have found to be 
most desirable.” 

With the further installation of an Inter- 
matic Timer, Karlan & Bleicher are able 
to start their burnout cycle before the open- 
ing of their factory and thus be in a posi- 
tion to start casting early in the morning. 
This, it was estimated, would permit them 
to double output of castings without adding 
further equipment. 
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Benrus Welcomes Eight New Salesmen At Conference 





The Benrus Watch Co. has added eight 
new salesmen to its national sales force, 
who will soon be introducing the 1949 line 
from coast to coast. The addition of these 
new Benrus representatives coincides with 
the recently announced plans for a $1.- 
600,000 radio and television national adver- 
tising budget. The new Benrus salesmen 
will be familiar faces to the jewelry trade. 

Louis Bold, formerly in the wholesale 
jewelry business in Los Angeles, will cover 
the Far Western market. Al Dauber, re- 
cently with Waltham, will travel in New 
England. Lou Fried, former Longines sales- 
man, will cover the South. Ed Jacobson, 





who recently represented Royal Costume 
Jewelry of Pittsburgh, will cover the Pijts. 
burgh area, West Virginia, and northerp 
Ohio. Abe Kohane, a veteran in the South. 
west will cover accounts in that territory, 
Irving Miller, well known in the jewelry 
industry, will cover part of the Middle 
Western area. George Winters, who lef 
Helbros to join Benrus, will call on trade 
in the Northwestern section. Stanley Karp, 
who up until the present has been an as. 
sistant to S. Ralph Lazrus, president of 
the Benrus Watch Co., will cover accounts 
in the New York City area. 





Marcel Bouche et Cie 


It was recently announced by Marcel 
Bouche that he and his wife, Jeanne, are 
now the sole owners of the firm of Marcel 
Bouche et Cie. 

Pending the appointment of a new sales 
manager, Marcel Bouche will be at the 
showroom, 347 Fifth Ave., where the new 
spring line is now on display. The rest of 
the country will be visited during the next 
few weeks by the same sales representa- 
tives as in the past. 

No changes are planned in the location 
of the showroom or the factory. The busi- 
ness office of the firm will be at the factory 
address, 304 East 23rd St., New York 10, 
N. Y. 





New Pacific Silver-Cloth Pack 


Silver now stay$ bright and gleaming 
longer, ready for use, if protected by Silver 
Cloth (T. M. Reg.), says its distributors, 
Pacific Mills, New York. 

The fibers of this cloth are impregnated 
with a special silver dust which intercepts 
tarnish from the air before it reaches the 
silver. 





Available in twe convenient sizes, Silver 
Cloth is easy to use. A drawer may be 
lined simply by laying the cloth inside. 
A pocketed roll for flatware or a more 
utilitarian bag for hollowware is quickly 
made with the aid of scissors, needle and 
thread. 





“Burgundy Introduced 


Keynote offering of new merchandising 
shown at the Reed & Barton annual sales 
conference held the week of January 23 
was the French-inspired sterling flatware 
pattern, “Burgundy.” 





Introduction of the new pattern was pre 
ceded by the showing of the magnificent 
“Burgundy” evening gown designed espe- 
cially for the occasion by Henri Bendel, 
famed stylist of New York City. A minia- 
ture of the striking silk-taffeta gown is to 
be used in “Burgundy” window displays. 

Picture above shows: Joseph H. Martin, 
left, Reed & Barton vice-president in charge 
of sales; and Colonel Arthur Ashworth, 
president and general manager, right, as 
they compliment the model on the showing 
of the “Burgundy” gown. 





Air Express Is Up 


More than four billion air express ship- 
ments, weighing 71.5 million pounds were 
carried by the scheduled , certificated air- 
lines in 1948, according to the Air Express 
Division of REA (Railway Express 
Agency). 

More air express shipments are handled 
in one week at New York City now than 
were handled for the entire country i 
1932. (Year 1932: 36,000 shipments; 
Average week, N. Y. City, 1949: 35,000 


shipments. ) 
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MR. JEWELER 


It is time for 
the Jewelers to 
begin to realize 
that the auction 
is a big live is- 
sue in the jew- 
elry trade. That 
is when there 
are men of abil- 
ity behind the 
hammer. It is 
time to realize 
that the Evans 
management can 
bring to you 
what it has 
brought to 
others in the 
last three dec- 
ades. Here is 
your golden op- 
portunity to 
raise cash so you 
can pay your 
bills and still have a comfortable balance in the bank. 
An auction sale will do it all. Yours for success. 


RICHARD EVANS 


America's leading jewelry auctioneer 
622 Franklin Bivd., Absecon, N. J. 


Write or wire. Write for a book Sales conducted In any part ef 
on auction. United States or Canada. 





RICHARD EVANS 











Speed up your FACETTING production on rings and 
bracelet parts with our new LAPPING MACHINE. 


¢ Using emery paper disk, in 
the center for fast cutting. 


¢ One rod only to guide 
your QUADRANT very easy 
to adjust. 


¢ Gives your rings or brace- 
let parts a _~mirror finish, 
which is unequalled, by us- 
ing our lapping alloy, which 
_ is fused on the outside rim 
of the large wheel. 


Fe Specialists for the jewelry in- 
- dustry. Cail Flushing 3-6125 


ALKA PRECISION TOOLS & EXP. WORK 


22-44 122 STREET COLLEGE POINT, L. |., N. Y. 




















DIAMONDS for EXP¢ EXPORT 
BARBER x0 SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON. 2S. 
SLUBAR - LONDON 


CABLES: 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
a4 Olur 


ANTWERP 


AND 


LONDON, 
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KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
Including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 


> 
’ o 
: ; Su 
‘ 
4 , 
Pn nacsnarcvcmictiia A -”A 
“A f 
Gy 4 
~ 3 
“" 
~~ 
- 
| a 
7 $ 
4 > ¢ 
= ‘6 
™’ « 





, ¥ 
| 


Right in your 
own store 


Sr 









WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
and a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 


Write for Catalog and Ideas 
on Monogrammed Promotions 


Kingsleg 





EASY TO OPERATE 


STAMPING MACHINE CO. 


CALIPO@R BIA 


ROLL YWees 78, 














|| NewCustomers..NewSales..NewProfits 


The C&G Dual Ring Casp 


is the only clasp on the 
market that will clamp 
two rings firmly together. 
Has tested and proven it- 
self over a period of years 


@ Easily Applied 


@ Prevents Rings 
turning 





@ Prevents wear be- 
tween Rings 
will not change 
finger size 


The C&G Dual Ring Claspe Are Sold By All 
Leading Material Houses 


GUARANTEED AGAINST BREAKING 


Retailers Don’t Be Misled — Insist on 
C&G Dual Ring Clasps 


Manufactured By 


CAMPANA & GOETZ 


704 Market St. San Francisco 2, Cal. 
Wholesale Distributors 
M. J. LAMPERT & SONS, INC., 37 Maiden Lane, New York 7, N. Y. 
F. H. NOBLE & CO., 559 W. 59th St., Chicago, Il. 
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“Are you operating on one cylinder?” 
That question, addressed to jewelry retail- 
ers all over the country was the theme of 
the recent Eastern sales convention con- 
ducted by Columbia Diamond Rings, a di- 
vision of Axel Bros., Inc., at the company 
factory, 21-10 49th Ave., Long Island City, 
and attended by Columbia sales represen- 
tatives from all over the country and key 
executives of the company. 

“Since nationally advertised diamonds 
are the largest profit-making branded item 
carried by a retail jeweler,” stated C. Ben- 
jamin Axel, sales manager, who presided 
at the conference, “his diamond operation 
is the Key to his successful and healthy 
jewelry business. Columbia Diamond Rings 


Columbia Ring Men Convene 











dedicates its 1949 sales program to increas- 
ing the jeweler’s diamond operation by 
helping him attain his diamond potential.” 

The convention program included a pre- 
view showing of the sales and advertising 
tools being made available to Columbia 
Diamond Ring dealers throughout the coun- 
try for 1949. 

Photograph shows, front row left to 
right: Arthur Berger, C. Benjamin Axel, 
Ben Axel, Seymour Sadev and Leonard 
Greenbaum. Rear row: Robert H. Kinser, 
Daniel Leonard, Andrew Miller, Tony Car- 
son, Harold Schoenberg, Ruby Schecter, 
Paul Berman, Vincent E. Nedwick, Al 
Schmidt, .Arthur M. Hollis, Murray Ein- 
wohner and H. C. Welles. 





Elianar Jewelry Servicer 
The L & R Mfg. Corp., of 577 Elm St., 


Arlington, N. J., recently announced the 
new Ellanar Jewelry Servicer, featuring a 
16-ounce jar of famous Ellanar Jewelry 
Cleaner, the exclusive Safety Cleaning 
Tray and Brush, for display. 





With the use of the tray, it is not possible 
for the housewife to drop her jewelry and 
have it slip away and fall through sink 
drains. There are no sharp edges on the 
tray to scratch or damage jewelry or 
fingers. 

The Ellanar Jewelry Servicer retails for 
only $1.00 and offers a margin so the re- 
tailer can promote it. 


Lathe For Contest Winner 


Thelbourne Cooper, watch repair depart- 
ment manager of East Side Jewelers, Los 
Angeles, received a Swiss lathe donated by 
The Watchmakers of Switzerland for his 
winning entry in the recent national watch 
repair contest. The award made at a regu- 
lar meeting of the Los Angeles Guild of 
Horological Association of California, was 
presented by O. D. Johnson, retiring local 
chairman of the Guild, and Rodney 
Schenk, new state association president. 
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Four Color Cory Ads Return 


In 1949, Cory Corporation, Chicago, re- 
turns to the four-color ad campaign through 
which it gained dominant position in the 
glass coffee brewer field during war years. 
Copy will take a decidedly competitive 
twist aimed at the recently introduced 
metal vacuum brewers which have capi- 
talized upon the great popularity of glass 
vacuum type coffee brewers by simulating 
their design. 

The new Cory campaign will be built 
around the theme, “A Matter of Good 
Taste.” 

According to J. W. Alsdorf, company 
president, Cory Corporation also intends 
to run separate campaigns on their electric 
knife sharpener and their new line of 
home model Fresh ’nd-Aire fans. 


New Victoria Pearl Package 
Victoria Pearl Co., Ltd., 550 Fifth Ave., 


New York, features an entirely new pack- 
age for their latest collection of simulated 
pearls which are now being shown. 





This new package is a blue plastic, with 
a blue velvet top. Serving a dual purpose 
as a jewel box, it has a removable tray 
which carries the string of pearls. The 
lower tray has three compartments. It is 
satin lined in an ivory shade. 









Gruen Publicity 
Tie-up With TWA 


A cooperative publicity tie-up bet 
W 
the Gruen Watch Co. and Trans World 
Airline was recently announced by Bep. 
jamin S. Katz, Gruen president. Under 


terms of the five-year contract which began 
February 1, facilities of each company will 
be used to publicize the other. 

One aspect involves the retail jeweler jp 
that those jewelers in about 100 Cities 
wherever TWA is listed in the phone book, 
may obtain airplane props for dressing 
windows whenever a window with an air. 
plane atmosphere is desired. Model plans 
cardboard cutouts of hostesses and pilots 
and other appropriate material js ayaj). 
able to jewelers by telephoning TWA 
offices. 


os 


Fashion Post Created 
By Elgin American 


Elgin American announced the appoint. 
ment of Miss Louise Homer to the newly 
created position of fashion counselor for its 
compacts, cigarette cases and dresser sets, 

Miss Homer will contact retail sources 
from coast to coast and present Elgin 
American’s fashion sales themes through 
clerk meetings, the introduction of new 
promotion ideas and interviews on store. 
sponsored radio programs. 

She will also confer with fashion and 
beauty editors of magazines and news. 
papers as well as trade publications in the 
jewelry, accessory and cosmetic fields. 


"Astrid" Featured by Peacock 





“Astrid,” the new pierced  silverplate 
pattern of National Silver Co., in their 
“Guildcraft” line, is, the company explains, 
so painstakingly finished that production 
is limited. This explains why it has been 
released only to one city at a time and 
then through franchised dealers and Fair- 
traded. 

“Astrid” was recently offered to the Chi- 
cago public through a special advertising 
campaign by C. D. Peacock. 


- —_—-- — 


New R & M Non-Tarnish 
Flannel Price List 


A new price list was recently issued by 
Reeve & Mitchell Co. of 1110 Sansom St, 
Philadelphia 7, on “Flannel Bags and Rolls 
for Silverware.” 

The folder contains a list of standard 
hollowware items and suggested correct 
sizes for these pieces. 

There are other helpful suggestions 10 
the price list for these sales-building non- 
tarnishing flannel bags and rolls for silver- 
ware. Reeve & Mitchell have been produc- 
ing flannel products for 50 years. 
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Forstner 1/20-12 Kt. G.F. 
Komfit Band 


The Forstner Chain Corp. of Irvington, 
N. J. recently announced that the Komfit 
watch band is now available in 1/20-12 
Kt. gold filled. This addition rounds out 
the Komfit line, taking its place beside the 
other models in stainless steel, 1/10-14 Kt. 
gold filled, 10 Kt. and 14 Kt. gold. 

To help promote the new 1/20-12 Kt. 
gold filled Komfit and the stainless steel 
model, Forstner designed a handsome new 
display box which will be distributed with- 
out charge for counters, shelves and store 
windows. It is beautifully constructed in a 
combination of rich simulated leather and 


velvet. 





New "Golden Wheel Baby Line" 


Reibling-Lewis, Inc., successors to Henry 
Lederer & Bros., manufacturers of the 
famous Golden Wheel line, are not featur- 
ing an entirely new line of baby comb and 

h sets. 
oT heir latest addition, the “Golden Wheel 
Baby Line,” features the usual high qual- 
ity with a wide assortment of styles and 


prices. 


oo. —-—--- 


New Catalog 


This standard-size 842” x 11” loose-leaf 
catalog is printed on heavy glossy paper. 
Fifty pages of this new F. H. Noble & Co. 


catalog illustrate findings. 








There are also eleven pages of miscel- 
laneous information of value and interest 
to jewelers, plus a 14-page price list. The 
thoroughly practical binding is rugged in 
construction, designed to invite the chang- 
ing of illustrative and price pages which 
will from time to time be distributed by 
the Chicago manufacturer to keep the 
jeweler fully and correctly posted. 





Tuttle Expands 
The Tuttle Silver Co. of Boston, Mass.. 


established in 1890, recently announced an 
expansion and consolidation move to 46 
Pine St., Attleboro, Mass. 

The company has maintained an Attle- 
boro branch for the past three years, and 
this move will provide larger quarters for 
combined operation. Tuttle will continue to 
maintain a Boston office. 

The Tuttle Silver Co. is the parent firm 
of two other companies: Smith & Smith, 
manufacturers of sterling household pieces, 
and the Tuttle Plating Co. Arthur H. 
Smith is treasurer and general manager of 
the parent firm, and James Cruickshank is 
production superintendent. 
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Keepsake Territory Managers Hold Conventions 





Meeting in Syracuse (right above) and 
Chicago (left above) on January 17, 18, 
20 and 21, respectively, Eastern and West- 
ern territory managers of Keepsake Dia- 
mond Rings, made by the A. H. Pond 
Co., Inc., were told that Keepsake is, this 
spring, localizing the power of national 
advertising to sell directly for the au- 
thorized Keepsake Jeweler. 

Keepsake’s sales representatives, assem- 
bled for their semi-annual sales conclave, 
learned that several effective ways have 
been devised to make Keepsake’s powerful 
consumer program pay off directly for the 





jeweler by bringing customers directly to 
their stores. 

First, by the Western Union Box in 
every national advertisement—Call Oper- 
ator 25 for the name of your nearest Keep- 
sake Jeweler. 

Second, by the coupon offering a Free 
Copy of the Keepsake Etiquette Book. 

Third, the beautiful, new Bride’s Keep- 
sake Book for recording wedding memories 
is promoted in every advertisement. Pros- 
pects may only obtain a copy by a special 
gift offer which brings them straight to 
the store of their Keepsake Jeweler. 





Pieces of 1847 Rogers 
Again Open Stock 


Individual knives, forks, spoons and other 
flatware of 1848 Rogers Bros. silverplate 
will be available as open stock in March 
for the first time in eight years, according 
to an announcement by the International 
Silver Co. 

Prices, according to the announcement, 
will be in keeping with International’s 
policy of not raising prices on nationally- 
advertised sterling and silverplated lines 
despite substantial increases in production 
costs. 

Also available for the first time as open 
stock will be butter spreaders, iced drink 
spoons, oyster forks and after-dinner coffee 
spoons. 

It still is necessary to allocate sets of 
1847 Rogers Bros. to dealers. However, by 
further stepping up production schedules, 
the company will start meeting the backlog 
of open stock orders in March. 





New Grantly Sunglass 


The complete new Grantly sunglass line 
features this massive shape in steel or 
black color plastic, with the tremendously 
popular styling of gold color metal trim 
on the frame and temples. 





Fine French piercings add a decorative 
note. Retailing at only $3. Gold color carry- 
ing case with each pair. Free catalog; 
Foster Grant Co. Inc., Leominster, Mass. 





EXECUTIVES EN ROUTE 











Erich W. Mehler, president of the Ju- 
venia Watch Agency, 604 Fifth Ave., New 
York City, left for Switzerland via TWA 
airliner, early in February. He will spend 
four to six weeks at La Chaux-de-Fonds at 
the Juvenia factory where he will consult 
on watch styles for Juvenia’s 1949 line. 

Leon Schwalbe, Vice President of Rexon, 
Inc., New York, importers and general dis- 
tributors of the Thorens automatic pocket 
lighter and the new self-cleaning, auto- 
matic Spin-a-Way ashtray, departed aboard 
the Queen Mary on Wednesday, January 
26, for an extended business trip in Europe. 
Mr. Schwalbe expected to spend several 
weeks at the Thorens factory in St. Croix, 
Switzerland, discussing plans for the pro- 
motion in this country of Rexon’s new 
“Executive” model Spin-a-Way combina- 
tion, a compact automatic ashtray and 
Thorens lighter unit. 

William Wolfe, export manager of the 
Jacques Kreisler Mfg. Corp., world’s largest 
maker of jewelry bands, will leave Febru- 
ary 5 for a threé months’ tour of the Latin- 
American market. The trip will cover 
some 15 countries. His plans include indi- 
vidual sales meetings with all Kreisler dis- 
tributors throughout these countries. 

Jacques Schwalbe, President of Rexon, 
Inc., New York, importers and general dis- 
tribtors of Thorens automatic pocket table 
lighters and self-cleaning, automatic Spin- 
a-Way ashtrays, returned to New York re- 
cently after an extended promotion trip to 
the West Coast where he contacted large 
groups of West Coast buyers. 

Herbert Faithful, Sr., and Herbert Faith- 
ful, Jr., sales manager and production man- 
ager, respectively, of Bayer, Pretzfelder & 
Mills, Inc., New York, manufacturers and 
importers of Imperial, Glycine and Nicolet 
watches and Harvard timers, have em- 
barked upon extensive trips to show the 
new 1949 lines to the wholesale trade. Mr. 
Faithful, Jr., is covering New England, the 
Middle Atlantic states as far south as 
Washington and parts of the Mid-west. 
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Karlan & Bleicher, Inc., “The Leading 
Ring Finding Manufacturers,” 188 West 
4th St., New York, have announced the ap- 
pointment of Sam Moss as their Western 
sales representative. Mr. Moss maintains 


an office at 220 West Sth St., Los Angeles, 
Calif. 


Landon, New 
- Asst. Sales 
_ Mgr. at Oneida 


R. M. Landon 

Ass't. Sales 

Manager of 
Community Division 





R. M. Landon, formerly of St. Louis 
is now at the home office of Oneida, Ltd., 
as assistant sales manager of the Com- 
munity Division. 

Landon first started to work at Oneida, 
Ltd., in 1939. He worked in factory and 
ofice in training program, then as sales- 
man, traveled New England, Chicago and 
the Southwest. 


During the war he was a superintendent 
of the Silver Plated Bearing Division and 
has. since been living in Webster Groves, 
Mo., and covering the St. Louis-Kansas 
City district for the Community Division. 


Heads Elgin 
Manufacturing 


William M. Brandes 
Director of 
Manufacturing 

For All Elgin Plants 





William H. Brandes, manager of the 
Elgin National Watch Co., plant at Lin- 
coln, Nebr., for the past two years, has 
been appointed director of manufacturing 
for all Elgin plants, it was: announced on 
February 14, by James G. Shennan, presi- 
aent, 


Brandes, who is 34 years old, will head- 
quarter at the general offices in Elgin, 
and will have direct supervision over all 
manufacturing activities except research 
and watch design at the company’s two 
plants at Elgin, Ill., plus the Aurora, IIL, 
and Lincoln plants. 


At the same time, Shennan announced 
appointment of Elmer G. Jurs, formerly 
assistant factory manager at Lincoln, to 
full management of the Lincoln plant. 


Brandes has risen steadily with the com- 
pany since he began working at the Elgin 
plant in 1934. In 1940 he became plate 
department foreman, and four years later 
was placed in charge of the gilding de- 
partment. Slightly more than a year later 
he became assembling department foreman, 
and early in 1946 was transferred to Lin- 
coln as assistant factory manager. He be- 
came manager at Lincoln in March, 1947. 
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WALTER G. HODGE E. ROBERT SACHS 


Junius G. Klumb, Sales Manager of 
Rolfs, division of Amity Leather Products 
Co., West Bend, Wis., has announced the 
appointment of Walter G. Hodge as terri- 
torial manager in Western Ohio, represent- 
ing Rolfs in both its personal leather goods 
and handbag divisions. 

E. Robert Sachs, formerly with the New 
York office of M. A. Mead & Co., is now 
covering New Jersey, lower New York and 
Connecticut for Henry Ginnel & Co., Ameri- 
can watch wholesalers of 15 Maiden Lane, 


New York. 








ALBERT MORSE 


WILLIAM H. 
VAN PRECHT 


William H. Van Precht was appointed 
territory manager to the A. H. Pond Co, 
Inc., makers of Keepsake Diamond Rings, 
Van Precht, of Long Island, will represen; 
Keepsake in the Southern New England 
area. 

The A. H. Pond Co., makers of Keepsake 
Diamond Rings, has announced the addi. 
tion of Albert Morse as territory manager 
of the Metropolitan East Coast. Residing 
in Detroit, Mich., Morse is well known ip 
the jewelry trade. 








Several personnel changes in the district 
sales offices of General Mills Home Ap- 
pliances were announced early in February 
by R. P. Kelley, sales manager. 

John Burke, who has been manager of 
the Penn Central District, has been named 
manager of the Wolverine District with 
headquarters at Detroit. He replaces Earl 
Sargent, who has resigned. 

John C. McDevitt, branch representative 
in Indiana territory, was appointed mana- 
ger of a newly formed Hoosier District with 
headquarters in Indianapolis. 

Rieder Grunseth, who is a branch repre- 
sentative in the Milwaukee territory of the 
Central District, has been named sales head 
for the South Central District in Cincinnati. 

Jacques Schwalbe, President of Rexon, 
Inc., New York, importers and general dis- 
tributors of the Thorens automatic pocket 
lighter and the self-cleaning, automatic 
Spin-a-Way ashtray, has announced the 
appointment of Patrick Woods of Chicago 
as the manager of Rexon’s Middle West 
Office, located in the Republic Bldg., 209 
South St., Chicago. 
be 8 a 


ALBERT N. WILMER 


Herman L. Baskin recently announced 
the addition of three representatives who 
will carry the line of Lifetime diamond en- 
gagement and wedding rings and strong-set 
rings. 

Albert N. Wilmer will cover the South- 
Eastern States. 

Mora A. Wallof will travel Texas, Okla- 


homa. New Mexico, Wyoming and Colo. 








MORA A. WALLOF 








Jules Hochman, Sales Manager of Flex. 
Let Corp., East Providence, R. I., manufac. 
turers of Flex-Let watch attachments, re. 
cently announced the appointment of the 
following men to the Flex-Let sales force: 

F. Burton Brewster, to cover Missouri, 
Kansas, Nebraska and Colorado. 

Harris Epstein for Northern Ohio. 

Harold Holland for the states of Virginia, 
North Carolina, West Virginia and West- 
ern Pennsylvania. 

Ivan Landstrom to cover Wyoming, Mon- 
tana and portions of North and South 
Dakota. 

Sidney B. Taube for California, Arizona 
and Nevada. 

Allan S. Gordon, formerly with the Wal- 
tham Watch Co., recently joined the sales 
organization of the Harman Watch Co. 

Gordon will represent Harman in Penn- 
sylvania, Delaware, Maryland and the Dis- 
trict of Columbia and will headquarter in 
Philadelphia. 

E. C. Matthews, also formerly with Wal- 
tham, has joined the Harman sales staff 
and will represent the line in New England. 


—_ SNe A as 












IRVIN R. FENTON JACK OATES 


Irvin R. Fenton will represent Baskin 
in the Mid-Western states. 

Joseph J. Luria, President of L. Luria & 
Son, Inc., has announced the appointment 
of Jack Oates to its sales staff. He will 
represent the firm in Texas and Oklahoma 
and will maintain a central headquarters in 
Dallas, Tex. 
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IRWIN SAMKIN HERMAN J. TEICHER 


David Sarkin, President of David Sarkin, 
[nc., prominent jewelry manufacturer of 37 
West 47th St., New York 19, N. Y., an- 
nounces that their Pacific Coast represen- 
tative, Irwin Samkin, will leave from Los 
Angeles to head for San Francisco and the 
Pacific Northwest. Samkin will display 
the Sarkin line of rings. 

David Sarkin, Inc., 37 W. 47th St., New 
York 19, N. Y., announces the appointment 
of Herman J. Teicher to handle the state of 
Texas in addition to his present territory 
which covers the South. A long time 
resident of Atlanta, Mr. Teicher will con- 
tinue to make the city his headquarters 
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from which he will travel throughout the 
South displaying the broad Sarkin line of 
rings. 

Ace Watch Co. (Cort watches), New 
York, announces the appointment of Maury 
Spiritus as sales representative for Okla- 
homa, Texas and Louisiana. 


William Korn & Co., Designers and Man- 
ufacturers, Inc., 17 Elm St., Buffalo 3, 
N. Y., recently announced that Leon H. 
Segal was recently appointed representative 
to cover the states of Texas, Oklahoma and 
Louisiana. Segal is now on the road show- 
ing the Korn line of jewelry displays and 
systems. 





Melvin Weber has been appointed repre- 
sentative for General Electric heating de- 
vices in Northern New Jersey, it has been 
announced by C. P. Dunning, New York 
district manager of appliance sales. 


The appointment of Ernest Hess to the 
sales staff of Kotler & Kopit, Inc., 303 Fifth 
Ave., Manufacturers of compacts and ciga- 
rette cases, was announced by George Ko- 
pit Mr. Hess was formerly associated 
with Volupte, Inc. 

The Juvenia Watch Agency, Inc., 604 
Fifth Ave., New York City, has announced 
the appointment of Harold Levene as the 
West Coast representative for the Juvenia 
watch, located at 210 Post St., San Fran- 
cisco, Calif. 

L. M. Simmons has been appointed Chi- 
cago Midwest Representative of Webster 
Company, North Attleboro, Mass., manu- 
facturers of sterling silver holloware and 
novelties. His Chicago showroom will be 
Room 704, 31 N. State Street. 


—— 


Additions to "Carvel Hall" 
Cutlery Line 
Chas. D. Briddell of Cristfield, Md., re- 


cently announced important new additions 
to their famous “Carvel Hall” cutlery line. 
Four new pieces include an 84-inch carv- 
ing knife, 10-inch ham and roast slicer. 
carving fork and sharpening steel. These 
new pieces, combined with the individual 
Carvel Hall steak knives, and new deluxe 
packaging are offered by the manufacturer 
In a greatly expanded line. 

Smart new cases of limed-oak frames are 
lined with: burgundy velvet to show and 
store the cutlery luxuriously. 





Net sets include the carving knife and 
fork as a pair, carving knife, slicer and 
carvette with or without fork, the carving 
knife or slicer as single pieces, and the 
exquisite master set of carving knife and 
fork with six individual steak knives. <A 
special set—carving knife, fork and sharp- 
ening steel in “jewel-box” case matches 
sets of four, six and eight steak knives 
offered previously by Briddell. 


FOR MARCH, 1949 





Ollendorff Convenes 


The introduction of many new styles and 
revisions in pricing highlighted the spring 
sales meeting of the Ollendorff Watch Co., 
Inc., makers of the Gotham watch at the 
Hotel Roosevelt, New York, on Thursday, 
January 13. The sales staff of 23 were 
present. 


Herbert Ollendorff, president, sounded 
the keynote of the meeting, reviewing the 
progress of Gotham in the fine watch field. 
Morton Ollendorff, treasurer, introduced 
new items in the Gotham diamond line. 
In introducing the new popular priced 
line, Adolph Ross, vice-president, displayed 
a number of highly styled new additions 
to the line and increased mark-ups. The 
advertising program was presented by 
Alexander W. Macy, advertising manager, 
who said advertising will be continued in 
Life, Saturday Evening Post, Collier's and 
others. Herman C. Morris, president of 
H. C. Morris & Co., advertising agency, 
also addressed the meeting. 








Lieut. Robert J. McDonald, co-pilot of 
the Air Force plane forced down on the 
Greenland ice cap, presents Zenith (U. S. 
Time Corporation, distributors) gold, au- 
tomatic watches on behalf of Donald W. 
Douglas, president of the Douglas Aircraft 
Co., to Lieut. Col. Emil G. Beaudry and 
Lieut. Charles H. Blackwell. 


Swank 


Merchandise 
Manager 


Leo G. Mueller 
Leather Merchandise 
Manager of 
Swank, Inc. 





Leo G. Mueller was appointed early in 
February, leather merchandise manager for 
Swank, Inc., manufacturers of men’s 
jewelry, leather and other accessories, it 
was announced here recently by J. Carlton 
Bagnall, executive vice-president. 


Mueller has been manager of Swank’s 
leather plant since it was acquired from 
Criterion Leather Products, Inc., of Taun- 
ton, in 1947. 


Prior to his coming to Swank in 1947, 
Mueller was president of Criterion; works 
manager of the Ashton Valve Co., Cam- 
bridge, Mass.; assistant manufacturing su- 
perintendent of Holtzer-Cabot Electric Co.., 
Boston, and superintendent of George Sal- 
man & Sons, in Milwaukee. 





Ronson Sales Force Meets 





The most successful sales meeting in the 
history of Ronson Art Metal Works, Inc., 
was highlighted by an address given by 
Alexander Harris, president of Ronson. 
The sales meeting was held in a series of 
five daily sessions at the Newark Athletic 
Club, Newark, N. J., from January 3 to 7, 
and concluded with a gala banquet on 





Friday, January 7, at the Essex House 
Hotel in Newark. . 

Alfred R. Nathan, vice-president in 
charge of advertising, discussed the adver- 
tising program for 1949, which included 
expanded television and radio, and the 
largest magazine and newspaper adver- 
tising schedule in the company’s history. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word, 


“Help Wanted’’—‘“‘Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed, 


In answering ads, do not enclose original 
letters of recommendations. 
Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








JEWELRY engraver, master craftsman, 
wishes permanent position; New Eng- 
land States preferred. Address “A.,, 
2568,” care J C-K. 





WATCH and jewelry estimator, able 
salesman, desires position with progres- 
Sive organization; reference. Address 
“X., 2553,” care J C-K. 





OPTICIAN, licensed dispenser, benchman : 

10 years’ experience; available Satur- 

- gaa evenings. Ludlow 9-1648, New 
ork. 





WATCHMAKER, with 25 years’ experi- 
ence, wants permanent position; at 
present employed, but desires change. 
Address “J., 2522,” care J C-K. 





JEWELRY designer, part time or free 
lance, all types of jewelry, wax models: 
creative, original. Miriam Levine, 24 
W. 8th St., New York City. 





WATCHMAKER, employed; Bradley 
trained, with 20 years’ experience, de- 
sires change. Address “Circular 129,” 
Room 1415, Heyworth Bldg., Chicago 2. 





WANTED; position as watchmaker; 
graduate horological school; own tools: 
South preferred; good references. Ad- 
dress “J., 2499,” care J C-K. 


JEWELER and diamond setter; 32 years’ 
experience; seeks steady position in 
retail store; excellent reference. Ad- 
dress “C., 2427,” care J C-K. 


WATCHMAKER, light jewelry and clock 
repairs ; 30 years’ experience ; have had 
experience in running store: A-1 ref- 
erence. Address “L., 2529,” care J C-K. 


WATCHMAKER; 20 years’ experience: 
Bradley training; capable; dependable: 
best of reference. Address “D., 2306,” 
care J C-K. 


WATCHMAKER;; fine workmanship; age 
47; 33 years’ experience; sober; indus- 
trious, conscientious, seeking position. 
Address “H., 1625,” care J C-K. 

















WORKING manager; for small store, or 
assistant in larger store; fine watch- 
maker, jewelry repairman, salesman: 25 
years in best stores. Address “H. 2577,” 
care J C-K. 


WATCH and clockmaker; 30 years’ ex- 
perience; estimate on all makes of 
watches and clocks, close timing; good 
0 aes Address “A., 2552,” care 


SALESMAN; young, veteran, wholesale, 
retail jewelry experience, wants inside 
position with New York house: can 
pack, type and pick orders. Address 
“O., 2448,” care J C-K. 











EXPERT polisher, lapper, ladies’, gents’ 
mountings; also fine platinum work; 
capable making all coloring solutions; 
wishes position with reliable firm. Ad- 
dress “C., 2398,’ care J C-K. 





WATCHMAKER, age 29, school graduate 
with two years’ experience, desires per- 
manent position with reliable jewelry 
store; good references. Address “F., 
2470,” care J C-K. 





SALESMAN, 27, single, presently work- 
ing New York retail store, desires posi- 
tion for outside selling or assistant to 
salesman; good _ references. Address 
“F’., 2388,” care J C-K. 


JEWELRY salesman; A-1l watch repair 
and jewelry order estimator; active; 
reliable; courteous; personality; New 
York City or Boroughs; moderate sal- 
ary. Address “M., 2526,’ care J C-K. 


MANAGER, or assistant to owner of A-1 
store; have had 25 years’ experience in 
Selling fine silver and jewelry, also 
managing; references will be furnished. 
Address “K., 2439,” care J C-K. 











WATCHMAKER, Swiss and American ex- 
pert, chronographs; B.T.S. graduate; 
20 years’ experience; best of references ; 
capable of taking charge. Address “B., 
2489,’ care J C-K. 





SALESMAN, experienced, capable in all 
phases of retail cash and credit jewelry 
business, desires position in good store; 
metropolitan area. Address “D., 2362,” 
care J C-K. 





WATCHMAKER; first class; capable 
and ambitious; school trained; 31 
years old; single; congenial; at pres- 
ent employed, desires position with fu- 
ture. Address “R., 2533; care J C-K. 





EXPERIENCED engraver, letter and 
monogram work, on jewelry and silver- 
ware, desires position in first class 
store; no trade shop. Address “E., 
2363,” care J C-K. 





WATCHMAKER, 17 years’ experience, 
European trained, fine workmanship 
seeking permanent position; California 
or Florida preferred, but not necessary. 
Address “F., 2223,” care J C-K 





ALERT retail salesman; detail, utility 
man; 20 years’ experience; cash; 
credit; industrious; thorough knowledge 
all phases jewelry; desires good oppor- 
tunity. Address “L., 2242,’ care J C-K. 





WATCHMAKER; married: veteran; 
graduate of accredited watchmaking 
and jewelry school; some experience; 
would consider ‘on-the-job training’’; 
prefer Florida or Georgia. Address “G., 
2579,” care J C-K. 





OPPORTUNITY for reputable chain or 
individual to acquire services of top 
flight salesman; excellent appearance: 
presently employed retail cash and 
credit; seeks change. Address “L., 
2440,” care J C-K. 


SALESMAN-manager; 37; 14 years re- 
tail cash-credit experience; college 
graduate: nice personality, appearance; 
single; desires position with future, 
anywhere. Address “M., 2527,’ care 
J 














WATCHMAKER A-l1, now employed in 
Florida, wishes a job in Florida; can 
take charge of department; 35 years’ 
experience; will arrange for personal 
interview. Address “C., 2464,” care 
J C-K. 

MAN, 30; honest, sincere, single, two 
and a half years’ experience diamond 
setting; graduate Columbia Gemologi- 
cal Course: seeks job with future. Na- 
than Siesser, 6406 19th Ave., Brooklyn, 
N. Y. Be 6-5690. 


JEWELER; eight years’ experience, plat- 
inum and gold; can do some special 
order and light repairing; wishes posi- 
tion anywhere; reasonable salary. G. 
Gazton, 144 Amsterdam Ave., New 
York. 


YOUNG man, married, veteran, with shop 
experience, desires position as engraver, 
jeweler or combination man; fine refer- 
ences; will go anywhere for right op- 
portunity. Dick Matsumoto, 1959 Barry 
Ave., Los Angeles 25, Calif. 











JEWELER, first class, liquid 
seeks position in Western or Seugtee 
States, shop or store; qualified in = 
platinum mountings, hygrade mh. 
making, special orders, repairing res 
dress “A., 2570,” care J CK 7 “@ 





—————___ 

JEWELRY salesman, wholesale and 
tail experienced; married; has fs 
aggressive, good experience; excellent 
reference. Sol. M. Schwartz, 4115 N 
6th St. Philadelphia 40, Pa. Phone Ra 
9-1352. 





Sitti, 
WA‘CHMAKER, veteran; age 31; thor. 
oughly capable of handling and pur- 
chasing straps, bands, cases, etce.: de. 
sires position with reputable watch con. 
cern in_either or both capacities. Aq. 
dress “P., 2531,” care J C-K, 
ttt as. 
JEWELER; model maker on rings, able. 
create original, own designed line: 
year prewar experience; familiar too} 
and casting production; metropolitan 
area preferred. Address “B., 2520,” 
care J C-K. 











WATCHMAKER, engraver, capable of 
managing department or small store: 
25 years’ experience; sober; seeking 
position of trust; go anywhere, prefer 
South or West. Address “B., 2463.” 
eare J C-K. 











SALESMAN, age 24, student of Gemo- 
logical Institute of America, desires 
permanent position with reputable Chi- 
cago concern; starting salary consid- 
ered secondary to future opportunities, 
Address “G., 2403,” care J C-K. 





YOUNG man, veteran, college, two years’ 
retail, wholesale jewelry, Gemological 
student, wants opportunity to learn 
precious stones with New York firm; 
salary no object. Address “P., 2449,” 


care J C-K. 





MANAGER;; retail credit jewelry store; 
thorough knowledge of all phases of 
jewelry business; credits, collections, 
window trimming, natural salesman; 
six years with present employer ; seeks 
change. Address “B., 2425,” care J C-K. 





BOOKKEEPER, expert, office manager, 
many years’ diversified experience all 
branches jewelry business ; capable clos- 
ing books, financial statements, ete. ; 
excellent references. Address “‘E., 2377, 


care J C-K 





OPPORTUNITY for reputable chain or 
individual to acquire immediate services 
top flight, enviably experienced store 
manager; results absolutely guaran- 
teed: finest references. Address “B., 


919,” care J C-K. 





EXECUTIVE; young, experienced in har 
dling watch production, repair depart- 
ments, distribution, inside sales; thor- 
ough knowledge wholesale jewelry and 
watch importing. Address “L., 2294, 
care J C-K. 


UNEMCUMBERED lady, with diversified 
jewelry experience, desires connection 
with wholesaler or manufacturer of jJew- 
elry, silverware or diamond depart- 
ment; qualified to manage showroom , 
location secondary. Address ‘“M., 2530, 
eare J C-K 














YOUNG watchmaker, Indiana registered, 
married: desires permanent position; 
six years at bench; own tools ; retail 
sales experience; best of references, 
interested in jewelry business as 4 
whole. or watchmaking alone. Address 
“D., 2575,” care J C-K. 











SALESMAN available for Pacific Coast 
territory; 20 years of experience an 
following handling loose goods, mounted 
goods, watches, precious stones, an 
gold jewelry; minimum drawing ac 
count, $75 weekly; excellent references. 
Address “K., 2581,” care J C-K. 








LEASED department operators; capable, 
efficient, thoroughly experienced super- 
vising manager, buyer, merchandiser; 
diamonds, watches, silverware, all jew- 
elry in department stores; available 
immediately. Address “G., 2496,” care 
J 
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ENGRAVER, highly skilled, desires posi- 
“tion in high class store or shop; 20 
years’ experience doing artistic work 
on gold and silver, fine trophy work, 
monograms and lettering; A-1 refer- 
ence. Address “A-D-T 2558,” care 
J C-K. 








EE 
MANAGER; knows all phases of the 
jewelry business; capable of handling 
large volume credit store; can organ- 
ize outside sales force, if desired; 45 
vears of age; married; prefer Balti- 
more or the South. Address “F., 2401,” 


care J C-K. 





EXPERT diamond man, with extensive 
knowledge of colored stones, now em- 
ployed, wishes to become associated 
with reputable import or retail house; 
age 27; married, with family; college 
education; excellent references. Ad- 
dress “D., 2572,” care J C-K. 








WATCHMAKER ; experienced, reliable, 
wants position with reliable jewelry 
store that appreciates good work; em- 
ployed, in charge of repair department 
at present time, but desires change ; 
prefer Middle West or East. Address 
“w,, 2393,” care J C-K. 





SALESMAN, age 30, neat and person- 
able, with experienced watchmaker 
packground, desires to locate in Den- 
ver or vicinity, due to child’s ill health; 
ean supply excellent reference from 
present employer. Address “W., 2551,” 
eare J C-K. 





SALESMAN and buyer desires inside 
position with wholesaler; thoroughly 
experienced in clocks, silverware and 
general jewelry; highest references ; 
permanent, position sole objective; sal- 
ary open. Address “A., 2424,” care 
J C-K. 


YOUNG man, single, good appearance, 
capable salesman, thoroughly experi- 
enced in jewelry line, desires position 
with wholesale house or watch import- 
ing firm; will accept inside job with 
prospect of outside selling position in 
future. Address “G., 2405,” care J C-K. 

FIRST class clockmaker wants position ; 
repair all kinds of clocks and all sizes 
of watches; trained in Bowman Tech- 
nical School; have 10 years experience; 
$1.25 at the bench; age 38; single man. 
“Write Repairer,’’ care Newsom Bros., 
Jewelry Store, Denton, N. C. 


PRODUCTIVE, all around jewelry sales- 
man seeks responsible lucrative job in 
reputable retail establishment, Los An- 
geles or vicinity; man of clean habits; 
in his early forties; A-1 reference: 
"see Address “V., 2300,” care 

















GENERAL Manager, million dollar store, 
now available; college graduate: regis- 
tered jeweler American Gem Society, 
certified gemologist Gemologist Insti- 
tute of America; 25 years’ successful 
executive experience. Address “B., 
2238,” care J C-K. 





SOUTH CALIFORNIA attention; aggres- 
sive young executive, leaving East 
shortly, seeks position with firm in Los 
Angeles area; extensive experience in 
designing, manufacturing, merchandis- 
ing, selling, diamonds; will furnish de- 
tails and _ references. Address “V., 
2414,” care J C-K. 

CERTIFIED watchmaker; Bowman 
trained; 25 years’ experience; manager 
of repair department past 12 years; 
five position Watchmaster watchmaker’s 
certificate; age 40: married: two chil- 
dren; excellent references ; due to son’s 
Sinus condition desire dry climate. Ad- 
dress “K., 2501,” care J C-K. 








KNOW me and you’ll want me; manager, 
merchandiser, producer; enviable rep- 
utation every operation retailing dia- 
monds, watches, silverware, jewelry, 
gift items; requirements: key position, 
sound proposition, highly rated organ- 
ization; anywhere. Address “J., 2443,” 
care J C-K., 








MANAGER, watchmaker, jeweler, en- 
graver; American and Swiss watch 
factories; leading cash jewelry store; 
watchmaker since 1925; married: col- 
lege education; good references; reli- 
able; profit, salary or partnership ; 
South Carolina. Address “C., 2492,” 
care J C-K. 





WANTED; job with a future; capable, 
energetic worker; 12 years retail jew- 
elry experience; buyer, salesman, win- 
dow trimmer, advertising and promo- 
tion ; interested in connection with pro- 
gressive jewelry business, retail or 
Wholesale; married; 28; move any- 
Where. Address “A., 2461,” care J C-K. 





MANAGER ; available for a modern re- 
tail credit jewelry store; possess over 
«-» years’ jewelry experience and 
thoroughly acquainted with every 
phase and operation of the business: 
can furnish excellent reference from 
both trade and former employers. Ad- 
dress “‘L., 2524,” care J C-K. 





DIAMOND man; buying, assorting, 
expert knowledge of mounting dia- 
mond rings, at present in full 
charge of diamond department for 
one of the leading ring houses; ref- 
erences and ability unquestionable; 
desires interview; confidential. Ad- 


dress “D., 2399,” care J C-K. 





MANAGER, credit jewelry store; can 
increase your business through promo- 
tions, aggressive selling and organiz- 
ing outside sales force; can teach your 
sales force aggressive selling and ex- 
cel at dressing merchandising windows; 
capable of handling large personnel; 
prefer the South. Address “R., 2478,” 
care J C-K. 





MY 30 vears’ experience in the retail 
jewelry field, the last 18 years in exec- 
utive positions, would prove an asset 
to any large chain operator or depart- 
ment store; complete knowledge of 
merchandising, buying and_- general 
store management: excellent’ trade 
an Address “F., 2430,” care 





WATCHMAKER, jeweler, H. I. A. certi- 
fied Master Watchmaker certificate; 
good producer at bench; experienced in 
management and salesmanship of 
watches and repair service; responsi- 
bility for profitable results taken; oper- 
ation of department on concession basis, 
or salary considered. Eastman, P.O. 
Box 96, Lancaster, Pa. 





TOPFLIGHT jewelry manager-super- 
visor, retail, cash or credit-depart- 
ment, furniture store, jewelry units; 
thoroughly versed merchandising, 
promotions, window trims, buying, 
store management; 15 years’ experi- 
ence with larger chain credit jewel- 
ers; available March 1; highest ref- 
erences; resident New York. Address 


“X., 2566,” care J C-K. 





WATCHMAKER, fine workmanship; all 


makes of watches; close’ timing; 
straight line on Western’ Electric 


Watchmaster timing machine in three 
to six positions; good references: own 
tools; 25 years’ experience; capable of 
managing repair department; age 48; 
married: conscientious: seeking posi- 
tion in New York City and vicinity; 
would also go to California, or Florida. 
Address “C., 2490,” eare J C-K. 





AVAILABLE, thoroughly experienced 
credit jewelry man; excellent sales- 
man, manager and buyer; acquaint- 
ed all important sources, diamonds 
and other manufacturers; do you 
need a high class man and are will- 
ing to make it worthwhile; profit- 
ably employed now, but will make 
change; can furnish unquestioned 
references. Address “A... 2519,” 


care J C-K. 





CAN you help me; disabled veteran, dis- 
ability heart condition, strongly advised 
by physicians to move to Southern 
California or Arizona as New York 
winters incur attacks; have barely 
enough money to cover fares for wife, 
daughter and self; must therefore be 
certain of a sedentary pesition upon 
arrival; am 25, trained watchmaker, 
fully equipped; have three years’ ex- 
perience; available ‘“on-job-training,”’ 
or otherwise; agreeable also to some 
other type sedentary job offer; land- 
lord will allow us to exchange our three 
room apartment; please, somebody 
could you help a feller to help himself 
and maybe offer me a position, or 
would you be kind enough to mail this 
to someone who might. Address “A., 
2395,” care J C-K. 





RETAIL jewelry manager, now em- 
ployed intends to make change; 27 
years’ experience as manager of 
cash and credit jewelry stores with 
annual volume over $250,000; 
thoroughly acquainted in every 
phase such as sales force manage- 
ment, credit and collection super- 
vision, technique of merchandising, 
advertising and display; minimum 
salary $125, plus bonus arrange- 
ment. Address “E., 2557.” care 
J C-K. 





WATCHMAKER and salesman, employed 
in Chicago, desires change within city 
or to adjacent suburb; 22 years’ ex- 
perience; all makes, grades, sizes, in- 
cluding chronographs and _ repeaters; 
railroad inspection work with Watch- 
master; clean, fast and conscientious 
workman with estimating that “sells”; 
have Indiana State watchmaker’s li- 
cense, secured 10 years ago, by exam- 
ination; can accept full responsibility 
for repair department operation with 
store requiring first class work only; 
interruptions for customer work or 
sales is expected; familiar with all 
store procedures, cash or credit; ability 
to assist with store operation if re- 
quired; age 41; married; pleasing ap- 
pearance and personality; A-1 refer- 
ences and background; available for 
interview any evening: all replies an- 
swered and held in strictest confidence. 
Address “Circular 128,’ Room 1415, 
Heyworth Bldg., Chicago 2. 








Lines Wanted 





PACIFIC Coast representative desires line 
stone rings: have established following. 
Address “N., 2268,” care J C-K. 





WATCH salesman, Pacific Coast, desires 
watch line of quality in the higher 
bracket. Address “P., 2269,” care J C-K. 





OUTSTANDING watch line wanted for 
exclusive West Coast distribution; lib- 
eral draw against commission; A-1 ref- 
erence. Address “T., 2299,” care J C-K. 





PACIFIC Coast salesman, to better stores 
for 20 years, desires 14K gold chains, 
lockets, clips, bracelets, ete. Address 
“L,., 2267,” care J C-K. 





WATCH eases in platinum, and attach- 
ments, ete., wanted by Pacific Coast 
man with a following; references ex- 
changed. Address “R., 2270,” care 
J C-K 


MANUFACTURERS’ representative, with 
Chicago office, wants line of merchan- 
dise for Middle West, for jobbers and 
large outlets. Address “Circular 127,” 
1415 Heywerth Bldg., Chicago 2. 

>» 








SALESMAN, experienced, desires fash- 
ionable gold jewelry line; sell exclu- 
sively, or side line New York City and 
surrounding areas; highest references. 
Address “L., 2474,” care J C-K. 





(Continued on page 312) 
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SALESMAN; wide following with whole- 
salers and jobbers New York City, 
Philadelphia, Baltimore, Washington, 
Boston and Pittsburgh, is open for 
- Address “S., 2537,’ care 





SALESMAN; enviable background and 
following among jewelry and gift 
stores in Arkansas, Texas, Okla- 
homa, New Mexico, Kansas, Colo- 
rado, desires direct lines. Address 


“E., 2429,” care J C-K. 





SALESMAN, now working Lancaster, 
York, Dauphin, and Lebanon Counties, 
in Pennsylvania, with non-competitive 
item, can give complete coverage to 
all retail outlets in that area for a few 
manufacturers of better grade jewelry. 
Address “H., 2404,” care J C-K. 





MANUFACTURERS’ representative; with 
Chicago office, desires quality line 
going to jobbing trade in Chicago and 
Midwest; can handle any line not in 
conflict with ladies’ gold mountings. 
Address “Circular 130,” Room. 1415, 
Heyworth Bldg., Chicago 2. 





CUBA; sales representatives, highest 
standing, interested representation 3 
commissions; popular priced gold 
lines, regular, also odd pieces, in- 
eluding jcbbing watch attachments, 
filled. Address Antonio, Box 1279, 
Habana. 





SALES representative; five years’ experi- 
ence in diamonds, watches, etc., now 
employed as jewelry store manager: 
live in Kansas City, Mo.;: want top 
jewelry line, to carry in Kansas-Mis- 
souri territory; high calibre: can pro- 
duce for right firm. Address “D., 2466,” 
care J C-K. 





PACIFIC Coast sales agency, residence 
office in Los Angeles, catering to the 
costume jewelry wholesalers in seven 
western states, guarantees good busi- 
ness to manufacturers of lines with 
originality, in any price range: best of 
references from the Jewelers Board of 
Trade. Address “V., 2550,” care J C-K. 





PACIFIC Coast manufacturers’ agents to 
the jobbers’ and jewelers’ supply com- 
panies, established accounts of long 
standing, wants factory lines of cos- 
tume jewelry, watch cases, novelty sil- 
ver items, watch attachments of all 
kinds, rings, 10K and gold filled, mount- 
ings. Address “F.,1957,” care J C-K. 





HIGH calibre man, equipped with car, 
wants to devote full time representing 
nationally known ring manufacturers 
who now enjoy established accounts San 
Diego to Seattle and Spokane: substan- 
tial drawing and expense against com- 
mission; first class references: age 43: 
married. Address “G., 2283,” care J C-K. 








JOBBING items wanted: well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent 
showrooms, is seeking additional items, 
on jobbing basis, to add to their line: 
interested in numbers that are primar- 
ily suitable for gift, stationerv and 
leather goods _ stores. Address “H., 
2006,” care J C-K. 





TOP flight jewelry salesman available: 
are you interested in an executive type 
salesman and not just an order taker; 
if so, I can offer you high Class rep- 
resentation, on the West Coast. where 
T am firmly established with offices in 
San Francisco, and an excellent fol- 
lowing among the jewelry jobbers; 
personal and financial references fur- 

nished. Address “V., 2485,’ care J C-K. 


MANUFACTURERS; agent wants style 
gold filled ladies’ jewelry line: also 
gold filled earring or other good vol- 
ume line, for the jobbing trade. Ad- 
dress “Circular 131,’ Room 1415, Hey- 
worth Bldg., Chicago 2. 


Side Lines 











SALESMAN; for Chicago area, to carry 
manufacturer’s side line of plastic and 
velvet ring, watch, and jewelry boxes. 
Address “M., 2475,” care J C-K. 





SALESMAN; nationally known lines of 
gold and gold filled jewelry avail. 
able as side line; all territories 
open; will furnish some accounts. 
no objection to non-conflicting 
lines; liberal commission; must 
have car; reply in detail; confidep. 


tial. Address “N., 2476,” care J C.K. 








SALESMAN; to carry platinum line for 
manufacturer to the better retailer, 
department stores, in New York and 
Eastern territory. Address “N., 2534,” 
care J C-K. 





SALESMEN; nothing to carry; get ac- 
counts for New York trade watch re- 
pair house, established 1921; fine work, 
reasonable; liberal commission. Ad- 
dress “R., 2452,” care J C-K. 





SALESMAN; experienced, with large re- 
tail following, to carry fine line of 
platinum and gold diamond mountings 
and wedding rings; commission. Ad- 
dress “F., 2495,” care J C-K. 





SALESMEN: all territories; call on re- 
ligious stores and shrines; religious 
photo-pins, pendants, fob pins, ete.: 
single tray; liberal commission. Ad- 
dress “H., 2314,” care J C-K. 





SALESMEN wanted, by Swiss watch 
importer, to carry line popular priced 
watches as side line; commission basis; 
for New York City and vicinity, New 
Jersey, Pennsylvania, Maryland, Wash- 
ington. Address “H., 2497,”’ care J C-K. 


SALESMEN wanted; calling on retail 
jewelers; many territories open; 
carry line 14K hand carved wedding 
rings, manufacturer’s prices to sell; 
side line; commission basis, Address 


“W., 2419,” care J C-K. 








WEST Coast salesman, with following 
among leading jewelry, department 
and gift stores, to represent importer 
of exclusive line of outstanding pewter- 
ware; commission basis; non-conflictinge 
lines of equal standing agreeable. Ad- 
dress “M., 2545,” care J C-K. 








2 


ALESMEN’S side line colored stone 
guard rings, 14K gold or platinum:. sell 
on sight; low prices: high quality; 
prompt service; samples in small pocket 
tray: territory: Greater New York: 
state references and present connec- 
tions. Address “V., 2459,” care J C-K. 











WELL known manufacturer of ladies’ 
and men’s 10K and 14K geld stone 
set rings, wants salesmen with fol- 
lowing calling on retail jewelry 
stores, on commission basis; good 
opportunity for the right men. Ad- 
dress “S., 2277.” care J C-K. 


SALESMEN wanted by manufacturer of 
ladies’ and gents’ stone rings in 14K 
and 10K gold ladies’ diamond mount- 
ings and crosses to the jobbers and 
chain stores, on commission basis: Chi- 
cago and vicinity: also man for Pacific 
Coast. Address “R., 2275,” care J C-K. 








SALESMAN ealling on jewelers, de- 
partment stores, gift shops, to carry 
small, comprehensive line of highly 
stvled novelty watches; traveling 
alarm clocks; commission basis; ad- 
vise territory. Address “E., 2564,” 
eare J C-K. 





RESIDENT salesman wanted for the 
South, Southwest and Pacific Coast, to 
carry as a side line, a very popular 
priced line of diamond rings, wedding 
rings and fancy mountings; liberal 
commission; only those who have a 
following, with many years’ experience 
need apply. “Address “D., 2493.” care 
J C-K. 





PACIFIC Coast salesman wanted; tp 
carry from a well known manufacturer 
with many good accounts, as side ling 
to jobbers, wholesalers, and other large 
users, a popular priced line of ladiey 
mountings, wedding rings, clusters ang 
fancy rings, in gold and platinun: 
liberal commission to responsible party 
who can produce results. Address “Rf 
2494,” care J C-K. 7 








SALESMEN; cultured pearl line; re. 
siding in Chicago and San Francise 
and traveling throughout respective 
territories; presently connected with 
other good concern; extensive re. 
tail following essential; considera. 
tion will be given, replies furnishing 
full particulars; confidential, Aq. 


dress “B., 2397,”’ care J C-K. 


SALESMEN; manufacturer of sterling 
silver novelties and outstanding baby 
line; sold nationally; popular with 
leading jewelers and throughout jewel. 
ry trade; proven volume sales to de- 
partment stores; only top notch sales. 
men with strong following; good ter. 
ritories open; commission basis. Ad- 
dress “N., 1253,” care J C-K. 














SALESMAN, with a non-conflicting line, 
to represent a jewelry manufacturer, 
with a small side line of wedding rings 
and mountings, of popular price and 
well made merchandise; quick selling 
product; advise states you cover; give 
detailed information in first letter as 
to experience, ete. Address “J., 2510,” 
care J C-K. 


TWO territories open; calling on pawn- 
shops, jewelers, department and _ spe- 
cialty stores, with one of country’s 
largest and best known lines of gold 
filled and sterling rings: this side line 
requires traveling by car; one territory 
calls for a man living in or near 
Denver, the other around Baltimore or 
Washington. Address “K., 2409,” care 
J C-K. 


SALESMAN wanted; all territories avail- 
able: by wholesale jeweler with estab- 
lished clientele; preferably one _ who 
travels by automobile, to carry com- 
plete line of ladies’ and gents’ solid gold 
stone rings, signet rings, mountings, 
crosses, pendants, cameos, brooches, 
baby rings, and earrings; straight com- 
mission: no objection to non-conflicting 
side line. Address “F., 2059." care 
J C-K. 














SALESMEN: old established concern 
manufacturing exclusively designed line 
of antique reproductions, 14K gold and 
sterling silver earrings and_ brooches, 
has opening for resident men; one.for 
Chicago territory; one, for New Eng- 
land states: one, for Southern and 
Southeastern states: this line has heen 
successfully sold to better jewelers and 
better department stores: 10% commis- 
sion: give complete information and 
references. Address “Y., 2393,"' care 
J C-K. 


aeaceoRa 9 SNR 
Help Wanted 


ud 
ae 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address Ts 
1460,”" eare J C-K. 








WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461, 
eare J C-K. 


WATCHMAKER-optician; unusual Op- 
portunity for qualified man. _ Nelson 
Jewelry Co., No. 408 Riverside, Spokane 
8, Wash. 
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WANTED; all around engraver; state 
age, salary expected, s and reference ; 
permanent position. Chas. F. Damm, 
Inc., 703 Main St., Buffalo, N. Y. 





WATCH and jewelry estimator, experi- 
enced; courteous, man with top ability 
only. Gruenwald & Adams, Box 270, 
Tueson, Ariz. 





. * 
WATCH crystal grinder; experienced ; 
five-day week; salary and_ bonus. 
Colman Bros., 410 Schofield Bldg., 
Cleveland, Ohio. 





a liaasaelineenrmnat 

WANTED chief watchmaker and to as- 
sist with estimating; will pay top sal- 
ary for qualified man. Address “G., 
9559,” care J C-K. | 





GOOD jeweler, who has had some kKnowl- 


edge of making simple dies for plati- 
num and gold; give information in 
detail in first letter. Address “R., 


2508," care J C-K. 


JEWELER and diamond setter; one who 
can do special order work and general 
repairs ; must have first class reference ;: 
one of the South’s better trade shops; 
real opportunity for right man. Address 
“S., 2539,” care J C-K. 





WATCHMAKER for permanent position ; 
must be competent and reliable; splen- 
did working conditions; good salary ; 
give qualifications in first letter; con- 
fidential. Rost Jewelry Co., Indian- 
apolis, Ind. 


SALESMAN with following amongst 
retailers in Middle West, wanted by 
manufacturer of an extensive line 
of platinum diamond mountings 
and mounted merchandise; hand- 
some commission; all correspon- 
dence treated in strictest confidence. 


Address “B., 2554,” care J C-K. 








WANTED, watchmaker, for old estab- 
lished store, must be competent and 
reliable; good salary; give qualifica- 
tions and experience in first letter; 
state salary. Address, Clifford E. Wil- 
son, 126 Main St., Norwich, Conn. 





SALESMAN, experienced; well Known 
Midwestern manufacturer of fine plati- 
num and gold jewelry, has established 
territory open in South; no objections 
to non-conflicting line. Schumer Bros. 
Co., 5 E. Third St., Cincinnati, Ohio. 








SALESMEN wanted for diamonds and 
diamond jewelry, covering western 
and southern territories; direct source ; 
state experience. Address “E., 2468,” 


eare J C-K 








SALESMAN; experienced, wanted for 

Pacific coast, to sell fine quality hand 
set rhinestone jewelry, to retailers 
only; Pacific Coast resident preferred. 
Address “Y., 2460,’’ care J C-K. 





JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week; 
guaranteed year around job. Address 
“S. 2482,” care J C-K. 








SALESMAN Midwest; established firm 
manufacturing sterling jewelry for gift, 
specialty, resort shops, etc.; car essen- 
tial: commission; references. Kings- 
land Mfg., 105 6th Ave., New York City. 





WATCHMAKER, dependable and capa- 
ble: excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,’’ care J C-K. 





MANAGER; 100% location downtown 
Cincinnati, needs live wire promoter to 
share in profits and commission; able 
to buy, sell, represent out-of-town own- 
er. Address “T., 2253,” care J C-K. 





SALESMEN wanted to carry popular 
priced line of regular and *promotional 
Swiss watches for Middle West and the 
South; good opportunity for the right 
men. Address “B., 2567,” care J C-K. 





JEWELER and diamond setter wanted: 
must be first class workman; perma- 
nent situation with top-notch jewelry 
concern. Write, Jacobs Jewelers, Inc., 
Jacksonville, Fla. 


MANUFACTURER of unusual style com- 
pact seeks representation for Middle 
West, West Coast and Philadelphia, 
New York City, Baltimore and Wash- 
ington, D. C. “side line’? men. Address 
“N., 2447,” care J C-K. 


WATCHMAKER, junior, work in jewelry 
Store; good opportunity for right man: 
permanent; state qualifications, salary 
expected and references. Ben Right- 
be 1611 Union St., Schenectady, 








EE 


JEWELER ; experienced on better grade 
repairs, remodeling, ete. and colored 
Stone setting, for trade shop in Eastern 
Ohio; state experience in full detail, 
also salary desired. Address “C., 2385,” 
care J C-K. 











SALESMEN, with established following 
wanted by manufacturer of fine plati- 
num and gold mountings: all terri- 
tories open; no obligation to non- con- 
flicting side line: replies confidential. 
Address “D., 2556,” care J C-K. 








MANAGERS, five, salesmen, five, for 
progressive credit jewelry firm: excep- 
tional opportunity for right man with 
right experience; positions in cities 
through South: write full particulars. 
Address “E.. 2400.” ecare J C-K. 





SALESMEN; opportunity to carry line of 
14K gold die-struck wedding rings, hand 
chased and plain, priced right, to sell 
to retail jewelry stores on commission 
basis; we run over 150 different num- 
bers; send references with letter. Ad- 
dress “‘A., 2256,” care J C-K. 





SALESMAN wanted to represent large 
manufacturer of gold rings on the West 
coast; we sell to wholesalers and man- 
ufacturers only; preferably resident of 
Los Angeles: replies held in strictest 
confidence. Address “B., 2571,” care 
J C-K, | 





SALESMAN, with following in Wisconsin, 
Illinois, Iowa, Indiana, by wholesaler 
with choice line of watches, clocks and 
jewelry; profitable side line for silver- 
ware or ring salesman. Address “Cir- 
cular 132,” Room 1415, Heyworth, 
Bldg., Chicago 2. 





SALES representative, to carry our line 
of the finest nationally advertised Swiss 
watches in Chicago and surrounding 
territorv; possibility establishing Chi- 
cago office; must have great following; 
commission basis: write particulars. 
Address “M., 1820,” care J C-K. 


SALESMAN; for the South and South- 
western territory, with an established 
trade, wanted bv a well known 
wholesale house that carries a gen- 
eral line; state age, experience, ete. ; 
all replies held in strict confidence. 


Address “*K., 2523,” care J C-K. 





MANUFACTURERS of fine marcasite, 
gold filled and sterling silver jewelry, 
long established, offer liberal commis- 
Sion to experienced representatives 
covering Pacific Coast, Texas, Middle 
West; no objection to non-conflicting 
lines; references. Address “N., 2025, 
care J C-K, 


SALESMAN wanted, with following 
among jewelry and department stores, 
to sell medium priced, very attractive 
and novel line of costume jewelry, in 
New _England, South and Mid-west: 
commission Dasis: non-conflicting line 
ee Address “R., 2544,’ care 


= 








WATCH salesman, with experience 
and following among better ‘retail 
jewelers in Chicago territory, to sell 
exclusive line of Marvin watches; 
also have opening for salesman cov- 
ering Texas and southwest. Devay & 
Co., Inec.. 580 Fifth Ave., New York 
19, N. Y. 


SALESMAN: costume jewelry, establish- 
ed manufacturer highly styled rhine- 
stones, hand-made; a line that gets 
orders and reorders, seeks salesmen 
with following, retail stores only; ex- 
cellent territories open; good commis- 
sion; references. Box No. 1258, New 
York 8, N. Y. 








WATCH and jewelry salesman, travel- 
ing by car, to represent nationally 
known firm with complete line of 
popular priced watches and jew- 
elry; must have retail jewelers and 
department store following in well 
established Southern territory. Ad- 
dress “B., 595,”’ care J C-K. 








SALESMAN wanted by large jewelry 
manufacturer established more than 
25 years: must have following: valu- 
able territories now open: real oppor- 
tunity for top-notch man: write stating 
full details in first letter. Address 
“R., 834,” care J C-K. 


EXPERIENCED watchmaker; perma- 
nent position; High School and re- 
liable horological graduate for first 
class store; full particulars first let- 
ter. Moon Jewelry Co., Tallahassee, 


Fla. : 


SALESMAN for retail Masonic jewelry 
firm; experienced, reliable man wanted 
for counter; must be familiar with 
Masonic eblems; opportunity for man 
with initiative and ideas; straight sal- 
ary. The Redding Masonic Supply Co., 
Ine., 200 Fifth Ave., New York. 


SALESMEN wanted by well known and 
well established ring manufacturer; 
experienced men with strong fol- 
lowing among wholesalers’ § and 
large credit outlets; desirable terri- 
tories available; state full partica- 


lars. Address “K., 2532.” care J C-K. 


WANTED; a real watchmaker; every 
watch job must be right before it goes 
out; it will be useless to come on job 
if you cannot do all the repairing nec- 
essary on a watch; strictly commis- 
sion; small town of 1200; lots of work 
and good prices. George V. Prest, 
Arapahoe, Neb. 

















DIAMOND jobbers-wholesalers, Mid- 
west-South, to carrry loose diamonds 
on memo, from manufacturer cut- 
ting from 20 points to approxi- 
mately one carat; competitive 
prices; only rated firms, or with 
highest trade references reply. Ad- 
dress “B., 2383,” care J C-K. 

SALESMAN, who knows the retail jewel- 
ers,within a 200 mile radius of Phil- 
adelphia, to sell a fine line of diamonds 
and jewelry and our exclusive line of 
*“‘Lachine” watches; all communications 
in strict confidence. Samuel Lashof 
& Co., 700 Sansom St., Philadelphia 6, 
Pa. ai ere ea 

MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, 617 Wyandotte, Dept. 
C., Kansas City 6, Mo. {eels 

WANTED; first class jeweler for high 
class trade shop; must be able to manu- 
facture and set diamonds; platinum 
and gold; work a 48-hour week, with 
time and one-half for over 40 hours; 
very pleasant working conditions. 
Lowell G. Hays, 801 Three Sisters 
Bldg., Memphis 3, Tenn. 


WATCH salesman; leading popular 
price watch importer, long estab- 
lished, has opening for dependable 
man, with good following, to cover 
New York-New Jersey-Pennsylvania- 
Ohio-Delaware-Maryland-West Vir- 
ginia; can carry non-conflicting side 


line. Address “A., 2573,” care J C-K. 




















(Continued on page 314) 








FOR MARCH, 1949 


313 











HELP WANTED—Continued 


























(Continued from page 313) 





EXPERIENCED salesman contacting 
the better retail jewelry, gift, china, 
furniture, department stores; ex- 
clusive line of flatware and hollow- 
ware; Eastern Seaboard territories 
open; many established accounts; 
no objection to non-conflicting lines; 
write full particulars. Address “‘J., 
2436,” care J C-K. 





PROMINENT jewelry manufacturer of 
high styled tailored merchandise, now 
in position to make low end jewelry, 
for syndicate stores, to retail at $1 
and under, seeking three “side line” 
representatives, Middle West, West 
Coast and New York City, Philadel- 
phia, Baltimore, and Washington, 
D. C. Address “M., 2446,” care J C-K. 


SALESMAN with good following 
amongst retail jewelers on West 
Coast and Northwest, wanted by 
manufacturer of important line of 
platinum diamond rings, ring sets, 
bunch rings, and other items; lib- 
eral commissions; all communica- 
tions kept in strictest confidence. 


Address “J., 2562,” care J C-K. 


SALESMAN wanted, to handle world 
famous watch lines throughout exten- 
sive well developed midwestern terri- 
tory; this is the best opportunity in 
the watch industry for an aggressive 
and experienced salesman; must live 
in St. Louis or Kansas City; give age, 
experience and full information in first 
letter; all replies confidential. Ad- 
dress “T., 2514,” care J C-K. 


MANUFACTURER, since 1920, com- 
plete line better quality wedding 
rings, platinum mountings and full 
line of colored stone guard rings; 
requires representatives South, Mid- 
west and West for protected, estab- 
lished territory; write territory cov- 
ered, type accounts and reference. 
Address “A., 2422,” care J C-K. 


WANTED salesman; we pay 15% com- 
mission and have the largest and most 
complete line of jewelry displays to 
offer; if you have knowledge of win- 
dow trimming you can do very well; 
remember, every jeweler is display 
minded; we are manufacturers and our 
line is priced right; all well established 
territories. William Korn & Co., 17-21 
Elm St., Buffalo 3, N. Y. 


SALESMAN; with established follow- 
ing, for representation of complete 
diamond ring and colored stone 
ring line of nationally known ring 
concern, for Texas, Oklahoma, Ar- 
kansas, Tennessee and Kentucky; 
have established accounts; all re- 
plies confidential. Address “F., 
2565,” care J C-K. 


EXPERIENCED salesman, now travel- 
ing Illinois, Iowa and Missouri, who 
has some established accounts to add 
to the over 200 accounts we now have 
in the territory; manufacturer of a 
well-known and advertised line of la- 
dies’ and men’s matched wedding ring 
sets, men’s stone rings and diamond 
rings; liberal commission. Address 
“Circular 125,” Room 1415, Heyworth 
Building, Chicago 2. 


WANTED, qualified men and women 
store managers; must be settled and 
willing to take responsibility; have 
openings in both large and small 
units; applicants will be considered 
according to ability; furnish com- 
piete background in first letter to 
Mr. Oliver A. Jenkins, Duval Jew- 
elry Company, Jacksonville, Fla. 






































WANTED; traveling salesman to carry 
sterling silver and 14K gold western 
jewelry, as side line, in states east of 
the Mississippi; also Kansas and states 
north to the Canadian border and East; 
line consists of sample scope of eight 
trays; give references, past experience, 
present line carried and territory you 
rae! oo Address “G., 2471,” care 





WATCH salesman with following 
among retailers, wanted for popular 
priced Swiss watch line; commis- 
sion basis; no objection to non 
conflicting line; for Indiana, Ken- 
tucky, Missouri and neighboring 
states; existing accounts will be 
turned over; state complete details, 
in confidence, in first letter. Ad- 
dress *“*C., 2574,” care J C-K. 





SALESMAN wanted for Texas, Okla- 
homa, Mississippi, Louisiana, with non- 
aflicting line, to represent large ring 
house; only those with an excellent 
following and highest character will be 
considered; commission basis. only; 
state experience and give references in 
first letter; all replies will be held 
strictly confidential. Associated Jew- 
elry Mfg. Co., Inc., 29 E Madison St., 
Chicago 2. 





SALESMAN wanted to sell all nationally 
advertised lines, such as Evans cases, 
Deltah pearls, Speidel bands, Forstner 
Creations, Ronson, U. S. Time Products 
and other top jewelry store lines; no 
objection to other lines; _ territories 
epen: Kansas, Oklahoma, Tennessee, 
North and South Carolina, Arkansas, 
Mississippi and other Southern States. 
Berger Jewelry Mfg. Co., Holland Bldg., 
St. Louis, Mo. 





PACIFIC Coast salesman; salary, trav- 
eling expenses and commission 
paid; must have good following 
among retail jewelers; old estab- 
lished manufacturer of diamond en- 
gagement and wedding rings has an 
opening for conscientious man to 
travel with a delivery line; oppor- 
tunity for larger earnings; write in 
detail giving past experience; corre- 
spondence will be held in confi- 
dence. Address “P., 2535,” care 


J C-K. 





JEWELER wanted; first class mechanic 
on platinum and gold for stock mer- 
chandise and special order work; one 
who has had 10 or m: vears’ expe- 
rience: prefer a man . ke charge 
if ability is proven; a m lous oppor- 
tunity for a wide awake mechanic 
coupled with business ability; give in- 
formation in detail as to age, years 
experience and where in the past em- 
ployed: confidential. Address “R., 
2507,” care J C-K. 





- 


SALES representative wanted; leading 
watch firm needs experienced, cap- 
able man to call on wholesale and 
catalog houses; we offer exceptional 
opportunity for salesman who can 
qualify; must be personable, aggre- 
sive, willing to travel, able to fit into 
an expanding, progressive organ- 
ization; salary open; write fully in 
first letter; applications kept con- 
fidential. Address “J., 2580,” care 
J C-K, / 





DIAMOND salesman; Chicago diamond 
house offers unusual side line, or main 
line of diamond rings to salesman who 
has following with jewelry stores: our 
production and selling plan reduces 
sales resistance; assures both dealer 
and consumer acceptance; please state 
experience and territory covered: all 
replies confidential; all of our sales 
people know of this ad. Address “Cir- 
cular 126.’ Room 1415, Heyworth Bldg., 
Chicago 2. 








SALESMAN ; progressive 
Wholesaler, in business 65 years, h 
immediate opening for man in fir * 
established territories of South Caw 


lina and Florida; commission wink 


drawing account; you’ll be carr 

nation’s leading lines of clocks athe 
jewelry and appliances—and you'll be 
representing a wholesaler of high stand. 
ing; all replies in strict confidence. 
Address “M., 2504,” care J C-K. “f 


rere. 


MID-WEST salesman wanted; resident 
Chicago vicinity; accustomed to earn 
substantial commissions and capable 
of increasing already well estab. 
lished territory; to sell outstanding 
New York manufacturer’s line of 
ring findings, ladies’ and gents’ 
mountings and stone rings, excely. 
sively to the manufacturer and 
wholesaler; all applications will he 
held in strictest confidence. Address 


“T., 2413,” care J C-K. 














MANUFACTURER wants _ experienced 
salesman, with car, to call on retajj 
jewelry stores with delivery line of 
ladies’ and gents’ 14K and 10K birth. 
stone rings, diamond rings and wedding 
rings; also 14K crosses; drawing 
against commission; Chicago vicinity 
and salesman for San Francisco; other 
territories open; no objection to carry. 
ing non-conflicting lines; give full par- 
ticulars. Address “G., 2235,” care 
J C-K. 





SALESMEN wanted; to sell well estab- 
lished dresser set and novelty line to 
retail jewelry and gift trade; West 
Coast. Southwest, Southeast and Met- 
ropolitan territories open; we desire 
men living in the territories; we have 
enjoyed good business in these terri- 
tories for the past 25 years; no objec- 
tion to non-conflicting line; only ex- 
perienced men need write; drawing 
against commissions. Pereline Mfg. Co., 
Inc., 1261 Broadway, New York City. 





SOUTHERN and Southwestern sales- 
man; salary, traveling expenses and 
commission paid; must have good 
following among retail jewelers; old 
established manufacturer of dia- 
mond engagement and_ wedding 
rings, has an opening for conscien- 
tious man to travel with a delivery 
line; opportunity for larger earn- 
ings; write in detail giving past ex- 
perience; correspondence will be 
held in confidence. Address “R., 
2536,.”’ care J C-K. 





A-1 SALESMEN wanted, to cover the 
country thoroughly, with one of the 
fastest selling lines of popular priced 
charm and gadget bracelets in the 
country; our items are not seasonal, 
they sell and repeat all year around; 
thorough coverage will guarantee 4 
good steady income; short line, easy 
to display, quick to sell; no objection 
to kindred side line; state territory 
you now cover, or can cover, liberal 
commission. Address “V., 2516,” 7“ 











JEWELRY salesmen; would you like 
to be connected with an old estab- 
lished ring manufacturer, who con- 
tinually develops new original mer- 
chandise and treats your customers 
so that you are always welcome and 
can work up top volume with leading 
stores; we need a man for New York 
state to Virginia, also a West Coast 
man; if you want to make a change; 
we are a firm you can make money 
and be happy with in good times 
and bad. Goodman & Co., 42 W: 
Washington St., Indianapolis, Ind. 
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HELP WANTED—Continued 


———_—7oe 


WATCH salesman wanted; we have an 
opening for a watch salesman, with 
an established following, in the west- 
ern states and Pacific Coast; our 
watch is recognized as a better time- 
piece in the popular price field; the 
salesman we want must have con- 
nections amongst _ wholesalers, 
chains and other large users of 
merchandise; if you think you are 
the salesman for us, communicate 
at once; your communication will 
be treated in strict confidence. Ad- 


dress “*S., 2515.” care J C-K. 











SALESMAN; old established, reputable 
manufacturing firm has been selling 
for more than 25 years on the coast 
to the best retail trade; we have a 
very fine line of platinum and dia- 
mond watches, gold and diamond 
watches and plain gold watches; we 
import direct our own movements; 
we also manufacture an outstanding 
line of gold watch attachments; 
wonderful opportunity for right 
man; please give full particulars. 
Adams Watch, Inc., 74 W. 46th St., 
New York City. 





For Sale 


Stores, Stocks and Businesses 











EXCLUSIVE jewelry store, fully equipped 
shop with casting outfit; bargain, 
$3,000; upper Bronx, New York. Ad- 
dress “N., 5505,” care J C-K. 





SMALL store, $3500, downtown San 
Francisco ; repairs enough for a speedy 
watchmaker, provides net income; sales 
pay overhead. Address “E., 2576,” 
care J C-K. 





ESTABLISHED jewelry store located at 
busy intersection of Cleveland, Ohio; 
carries nationally advertised merchan- 
dise only; reason for selling, illness. 
Address “A., 2487,” care J C-K. 





MODERN jewelry store in city of 35,000; 
clean stock, excellent repair trade; ap- 
proximate price including stock, fix- 
tures and signs, $3,500. Peoples Jewelry, 
40 E. Washington St., Hagerstown, Md. 


JEWELRY store, Newport Harbor area 
Southern California; reasonable price; 
backroom for optometrist; none in 
town; trophy business. Address “G., 
2411,” care J C-K. 








FOR SALE; small jewelry store and re- 
pair shop; good location; price reason- 
able; only jewelry store in town; fine 
opportunity for good watchmaker. H. E. 
Blevins, Bowling Green, Va. 





SMALL store in heart of New Brunswick, 
N. J.; Camp Kilmer shops here; ex- 
cellent opportunity for young watch- 
maker; I want to go to West Coast. 
Address “‘S., 2454,” care J C-K. 


FOR SALE; beautiful modern credit 
jewelry store, 100% location; Eastern 
Seaboard city of a million population; 
good value and wonderful opportunity. 
Address “P., 2477,” care J C-K. 








JEWELRY store and shop, completely 
equipped, for sale; immediate posses- 
sion; located in heart jewelry center. 
Morris Greenwald, 5 S. Wabash Ave., 
Room 1300, Chicago, Til. 





LEADING store, Wyoming town; all lines 
nationally advertised: approximately 
$25,000 complete, or will reduce; a good 
buy ; owner has other interests. Address 
“F., 2061,” care J C-K. 


OLD, established watch, clock and jewelry 
repair business, including good will: 
old age reason for selling. Samuel 
Hammond & Co., 82 Wall St., New 
York City. Telephone Ha 2-5691 be- 
tween 11-2 P.M. 


LONG established watch and jewelry 
repair business; Southern California; 
over $3,500 in merchandise, tools, me- 
terials, fixtures; retiring; sacrifice 
$6,000; can be net first year. Address 
“M., 2543,” care J C-K. 











JEWELRY store with optical department 
in Illinois town of 18,000 population ; 
established over 30 years; poor health 
reason for selling; good opportunity 
for young or middle aged man. Ad- 
dress “A., 2445,” care J C-K. 


OLD established jewelry store, name, 
merchandise inventory, furniture and 
fixtures, ete.; located in highly desir- 
able Jersey Central town; present 
owner desires to retire. For complete 
details write, “T., 2547,” care J C-K. 


JEWELRY store 100% location; one of 
Midwest finest cities; air-conditioned, 
new fixtures; has been a jewelry store 
30 years; reason for selling, partner- 
ship dissolving. Address “V., 2418,” 
care J C-K. 

KOR SALE; watch repair shop, progres- 
sive community of 3,000, in New York 
State; two large manufacturers em- 
ploying several thousand people located 
here; takes $2,000. Address “L., 2502,” 
care J C-K. 

FOR SALE; jewelry store, stock and 
fixtures in Midwest town; county seat; 
low rent, lease; large store; good, clean 
stock ; name brand merchandise ; 
Watchmaster; $15,000; owner died. 
Address “W., 2517,’ care J C-K. 




















JEWELRY store, 100% location, Cincin- 
nati, Ohio; prewar lease; $15,000 for 
latest stock diamonds, watches, fixtures, 
accounts receivable; terms; owner sell- 
ing on account ill health; unusual. 
Address “F., 2391,” care J C-K. 


JEWELRY store and watch repair shop 
in a growing business district in Glen- 
dale, Calif.; all nice, clean stock; Elgin 
and Longines franchises; plenty of re- 
pair work; $6,500. Address “E., 2431,” 
eare J C-K. 

FOR SALE; jewelry and repair store in 
Western New York village of 1300; 
good opportunity for young watch- 
maker; established 30 years; owner 
has other interests; brokers need not 
answer. Address “G., 2433,” care J C-K. 


FOR SALE; long established high class 
jewelry and gift store, in New England 
town; clean stock of nationally adver- 
tised lines in watches, sterling, glass 
and china; good reason for selling. 
Address “T., 2484,” care J C-K. 


WELL established jewelry store; central 
Philadelphia; large volume _ repairs, 
good prices; excellent reputation; good 
location for installment selling; inven- 
tory $9,000: selling because of ill 
health. Address “R., 2513,” care J C-K. 


PHOENIX, Arizona; established repair 
and special order shop, excellent repu- 
tation: midtown location; with or with- 
out inventory; will sell for reasonable 
sum. Further details write, “B., 2257,” 
eare J C-K. 

JEWELRY = store, $5,500: long-estab- 
lished, downtown San Francisco; in- 
ventory optional; ideal for watchmaker 
or promotional store; not forced sale; 
pictures, details gladly furnished. Ad- 
dress “H., 1933,” care J C-K. 


JEWELRY store; one of oldest in New 
Jersey: good earning record; priced 
right for immediate sale; pressure of 
other business matters makes it im- 
possible for owner to continue. Apply, 
Max Jurow, 37 W. 47th St., New York, 
N. Y. 

JEWELRY store, stock, fixtures; same 
location 17 years; Florida, lower East 
Coast: excellent repairs: completely 
equipped shop; must sell due to injury ; 
wonderful opportunity for couple; de- 
tails furnished; reasonable. Address 
“T,., 2410,” care J C-K. 



































RETIRING; leading jewelry store in 
Eastern Long Island, County Seat, 
principal shopping center; finest loca- 
tion in town; clean, nationally adver- 
tised stock; $32,000 for stock, fixtures 
and equipment. Address “Y., 2394,” 
care J C-K. 

















JEWELRY store downtown Washington, 
a: 


finest location; new modern 
fixtures: air conditioned; doing good 
cash and credit business: must leave 
city due to health; assets $37,000; must 
sacrifice: will take $23,000 cash. Ad- 
dress “F., 2432,” care J C-K. 





RETAIL jewelry store in large Mid-west- 
ern city; excellent location; complete 
clean stock; fixtures two years old: 
must sacrifice on account of ill health; 
this store is modern in every detail and 
IS air-conditioned. Address “T., 2455,” 
care J C-K. 





JEWELRY store; very best location in 
San Francisco; more watch repairs 
than one man ean handle; genuine 
reason for sale of this never before ad- 
vertised business; price includes stock 
of over 40 watches, fixtures, lease, ete. 
$5500. Address “K., 2528,” care J C-K. 





MODERN jewelry store, small town, 50 
miles New York; perfect one-man busi- 
ness; inexperienced girl grossed $25,000 
first year; complete stock, all known 
brands and agencies; prosperous farm- 
ing area; good lease; low rent. Address 
“K., 2228,” care J C-K. 





FOR SALE, up-to-date store in the fast- 
est growing industrial city in north- 
eastern Ohio; population 18,000; trad- 
ing area 50,000; new fixtures and air- 
conditioning two years ago; will sell 
with or without inventory and ac- 
counts; 100% location; good lease; for 
full particulars inquire, “D., 2221,’ 
care J C-K. 





FOR SALE; jewelry store and gift shop 
combined in center of city of 27,000 
population, in New England; to be sold 
for inventory; nationally advertised 
jewelry, watches, clocks, silverware and 
crystal; complete watch repair depart- 
ment; repairs enough for two men; 
owner retiring on account of ill health. 
Address “B., 2093,” care J C-K. 





MY head aches; owner has made a for- 
tune, now wishes to retire from gold 
and platinum ring manufacturing in 
New York; mv head aches from too 
many complications, so I will lease or 
sell my modern and completely equip- 
ped plant to you and let your head 
ache while I rest up. Address “H., 
2560.”’ care J C-K. 


ESTABLISHED wholesale jewelry, in 
Tennessee; have 13. established 
routes covering nine southeastern 
states; over 400 customers: busi- 
ness now operating; will take ap- 
proximately $75,000 to $80,000 to 
purchase; excellent opportunity; de- 
tails gladly furnished. Address “Y.., 
2420,” care J C-K. 


EXCELLENT opportunity ; modern 
jewelry store located in heart of Pat- 
erson, N. J. shopping section: all mod- 
ern fixtures; excellent location for 
credit jeweler; long lease; good, mov- 
ing stock: will sell with or without 
merchandise; have all major watch 








franchises; owner wishes to retire: 
A.D.T. Protection. Address “E., 2390,” 
care J C-K. 





MOST beautiful jewelry and gift store 
in South Louisiana; located in town 
of 10,000; oil, rice, cane, cotton and 
fishing center; $15-25,000 will han- 
dle; two similar stores South Cen- 
tral Louisiana, $7500-$15,000 each; 
plenty repair work; consider some 
terms; sick and want to quit. Box 
354, Bunkie, La. 


MODERN jewelry store in Ohio town of 
32.000, 60 miles from Cleveland; estab- 
lished 15 years; stock, fixtures and 
material will invoice $25,000; in a 
two-story brick building with four- 
room apartment up; $25,000; want to 
sell building and store together; price 
$50,000; store recently remodeled with 
new front and all new fixtures and 
clean stock: want to retire. Address 
“H., 2412,” care J C-K. 








(Continued on page 316) 
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FOR SALE—Continued 





(Continued from page 319) 





RETAIL jewelry store, excellent loca- 
tion, Detroit, Michigan; foreed to 
sell immediately on account of ill- 
ness; complete clean stock of dia- 
monds and watches; fixtures two 
years old; franchises for Bulova, 
Benrus, Longines, Hamilton, Elgin, 
etc.; store enjoys excellent reputa- 
tion; low rental with eight-year 
lease; sacrifice for $30,000. Ad- 
dress a, 1891 _ care J C-k. 


JEWELRY store in one of Southern 
Califorria’s fastest growing cities of 
over 40,000 population; one owner 16 
years, in same location, near Los An- 
geles; Hamilton, Elgin, Gruen and 
Parker franchises; new fixtures and 
clean up-to-date stock; store has ex- 
cellent reputation with mostly cash 
business; good lease; about $35,000 
mostly cash; owner retiring. Address 
“T., 2540," care J C-K. 


x 

WHOLESALE jewelry; 2345 sq. ft., lo- 
cated downtown in city of 350,000, in 
the Pacific Northwest; has great fol- 
lowing from jewelers locally and ad- 
joining states; handling the best in 
major jewelry, clock and _ silverware 
lines since 1936; wishing to retire, due 
to other interests outside of state; 
has five years optional lease on second 
story premises at $343.50 per month; 
business can be bhoucht without fix- 
tures, if wanted, at wav below man- 
ufacturer’s cost; inventory Is at. its 
lowest in years. Address “J., 21472,” 
care J C-K. 








For Sale 


Tools, Equipment 





en 





DIAMOND scales; in attractive hardwovud 
cases; from Brazil. Henry H. Bauer, 
Inc., 15 Moore St., New York 4, N. Y. 





USED tools, benches, lathes, 
machines, staking tools, ete. 4 
Gallien, 220 W. Fifth St., Los Angeles 


13, Calif. 


cleaning 
Pr 





FOR SALE; due to death, fine set of 
watchmaker’s tools; can furnish list: 
reduced price, $500. Sallie Friedrichs, 
1309 Church St., Lynchburg, Va. 


FINTURES: seven wall cases; one, eight 
foot horseshoe case; two, six foot and 
six eight foot plate glass show cases; 
mahogany; all or part at a bargain. 
Burkhart Co., Montgomery, Ala. 


ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 


Newark 2, N. J. 


FOR SALE; K & D staking tool, Peerless 
lathe, watch cleaning machine: lot of 
small tools; also one 18s Htg. 18K case, 
key wind watch, railway timekeeper, 
by E. D. Johnson, London. Address 
Pr. O. Box 678, Williamson, W. Va. 


FOR SALE, or trade; new Amico pol- 
ishing and buff lathe No. 300, with 
tight and loose pulley built in, and 
switch 119-220 volt 60 cycle, single 
phase: will sell or trade for Lehman 
Polishing machine; we will ship pre- 
paid. Lee H. Hillman, Inc., 612 Wabash 
ave., Terre Haute, Ind. 


ENGRAVING tools made of finest hard- 
ened steel, specially treated to hold cut- 
ting edge; can be sharpened on fine 
India stone; made in one size only, 
3/32 x 3/32 x 215 inches long: price 
75¢ each. Send money order to, W. W. 
Ellis, 17 KE. Sharon Ave., Glendale. 
Ohio. 




















JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantecs, jewelers’ 
repair checks. jewelers’ deposit enve- 
lopes with call checks; printed supplies 
of every description. Write for samples. 
Dauer Printing Company, Manufactur- 
ers, Printing, Engravers, 31 East 22nd 
St.. New York Algonquin 
4-2174. We ship open account, parcel 
post or express to any part of the 
United States. 


Business Opportunities 


A — 
——$ a. ct _ 
re eee ee - - _——— - —— 


EVERY EFFORT is made by The Jewel- 
ers Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





WANT to buy: established jewelry store 
in Middle East or Southeast U. 8S.; 
10,000 or better. Address 


population 
care J C-K. 


“H., 2435,” 





AUCTION sales conducted in a digni- 
fied manner; references furnished. 
Call or write, Morris Fair, 902 Gulf 
States Bldg., Dallas, Texas. 





WANTED to buy, established jewelry 
store in town of 8000 population or 
larger; will pay cash: all information 
confidential. Walter MacDonald, 117 S. 
Anderson St., Elwood, Ind. 





GORDON BROTHERS cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 33. 





PLATINUM jeweler is interested in in- 
vesting, as a partner, in an established 
special- order and repair business; 
metropolitan area. Address “G., 2389," 
care J C.-K. 





AUCTIONS successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard Levy, 5200 
Blackstone Ave., Chicago 15. 





WANT to purchase, established jewelry 
store, grossing $100,000 to $200,000 
yearly; reply held confidential; prefer 
southern location. Address “D., 2428," 
eare J C-K, 





AUCTION with profits; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ references 
furnished, stocks bought. Herman 
$e pian 11 Midwood St., Brooklyn, 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





AUCTIONEER; eight successful sales 
conducted in 1948; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. 


——- 





COLMES BROS., cash buyers of jewel- 
ry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 


trade references. 18 Tremont St., 


Boston. Mass. 


| ree 

OPPORTUNITY to acquire interes, | 
and manage well-established cama 
store, centrally located in Bal 
Maryland; financial assistance 
be arranged; integrity and abil; 
must be established. Address «p 
2511,” care J C-K. by 





AUCTIONEERS interested in liquida. 
ing stocks profitably; we purchase 
inventories and conduct dignified 
profitable auction; 25 years’ ste. 
cessful experience disposing of 
jewelry stocks; finest references, 
Gabriel Flutie, 310 West End Ave 
New York City. 





aie. 


AUCTIONEERS with 30 years of leader. 
ship for jewelers who Care, sold for 
Feagans, Los Angeles; Ben Tipp, Seat. 
tle; Noack - MHardger, Sacramento 
Calif.; Pfeifer Bros., Little Rock; Hal. 
tom’s, Ft. Worth, two group auctions 
for St. Louis’ leading jewelers; 10 auc. 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jew. 
elers endorsing our methods of op. 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone. Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 





a 


JEWELRY manufacturér, for many years 
established in making a very fine prod. 
uct in platinum and gold, and situated 
in a very fine state for quick distribu- 
tion is now contemplating retiring and 
is looking for a partner, or will sell out- 
right; capital necessary, if sold out- 
right, for a down payment would re- 
quire between $75,000 and $100,009; if 
partnership, will require from $50,000 
to $65,000: a wonderful opportunity 
for one or more men; business could 
be tripled in six months; partners 
must be able men with sufficient cap- 
ital: when replying, state in detail: 
strictly confidential. Address “¢). 2209," 
care J C-K. 





ARE you going out of bus:ness; I can 
guarantee you the cost of your mer 
chandise with my personally con- 
ducted auction sale; no sale too 
large or too small; I will also pay 
cash for your entire store with or 
without fixtures; write for my prop 
osition; all correspondence confi- 
dential; best of references through- 
out past 30 years. Harry Weisz, sue 
cessor to Herman Nathan, 59 E. 
Madison St., Chicago, Hl. Dearborn 


1684. 
AUCTIONEERS V. C. Kelley and Harry 


Michaelson; for over 20 years 
America’s most successful jewelry 
auctioneers; rich in experience, out- 
standing in ability; capal's of han- 
dling the bigger stocks and the finer 
goods, and above all we possess the 
skill to get the most for your stock; 
recently sold over $250,000 for the 
three following stores: Brackin 
Jewelry, Pensacola, Florida; Sterling 
Jewelry, Cincinnati, Ohio; Dame & 
Wilson, Richmond, Indiana; best o! 
references. Write or wire. V. ©. 
Kelley, 1631 Coventry Rd., Daston, 








Ohio. 
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BUSINESS OPPORTUNITIES—Cont. 





MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can be 
done, with one of my dignified auc- 
tions; I guarantee that there will he 
no loss and that your prestige will 
even be enhanced in your commu- 
nity; or if you want to sell your 
stock outright, I will buy it at the 
highest price; write or wire for de- 
tails; all correspondence strictly con- 
fidential; bank and trade references 
on request. M. C. Maxwell, 1429 
Boardwalk, Atlantic City, N. J. 

WOULD you like to retire from busi- 
ness, if you were given a responsible 
guarantee that your stock, accounts 
and fixtures would be sold for more 
than the wholesale cost; our service 
will secure a cash buyer for your 
store as it stands today as a going 
concern; your goud-will and lease 
will sell for cash the same as your 
stock; we are not stock buyers, but 
one of the oldest exclusive jewelry 
brokers in business; unquestioned 
bank references; also references 
from clients who have used our ser- 
vices recently; no store too large 
or small to use this service; write 
for competent appraisals and com- 
plete details without obligation. Me- 
Rae & Shaw, 168 N. Michigan Ave., 
Federal Life Insurance Bldg., Chis 
cago, Ill. 





Wanted to Purchase 


oe --— - ——— ae ee; 
-——- - ——_ eee 


CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Galllen, 220 
W. Fifth St., Los Angeles 13, Calif, 


bam in the market for a lurge sidewalk 
clock, elther two or four faced: will 
pay cush; please send photograph of 
clock and give specifierntlons, Address 
"C., 2666," cure J CeK., 


HIGHEST prices for old wateh move. 
ments, 0 to 18 wize preferred; check 
mitled finmediately: estimate subject 
to your approval. ('hicugo School of 
Watchmaking, 1608 N, Milwaukee Ave., 
Chicago 47, Il. 

WANTED to buy, for cash, surplus stock 
of watches, jewelry and diamonds at 
highest prices; bank references; all 
correspondence confidential; call 
wire collect. London Watch Co., Ine., 
2k. 45th St., New York 17. Mu 717-7743. 











Watch Work, etc., for 
the Trade 


WATCH repairing for the trude, price 
lst and reference upon request. M. J. 
_—Uallo, 922, N. Plum St, Lancaster, Pa, 
SPECIALIZING in repairing of chrono- 
— = all a gi meng for trade; 
sUaranteed service. I, Altuy, 22 W. 48th 
_St., New York 19, N.Y. 


RELIABLIS trade watch repalring ; reas. 
onable prices; five to seven days’ Kerv- 
leo; 26 years’ experlence, Pau! Sche- 
nen, 6613 Catalpa Ave., Brooklyn 


QUALITY watch repairing done for the 
trade; all watches timed to perfection; 
price list sent on request. Alfred 
en 50 FE. 18th S8t., Brooklyn 26, 


— 


- 
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CAREFUL, honest watch repairing for 
the trade, moderate p ; out-of-town 
orders attended to promptly. I. Kunnel, 
2 W. 47th St., New York City. Phone 
Lu 2-3163. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s serv- 
ice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





HAIRSPRINGS vibrated, American and 
Swiss, by Swiss specialist, with 20 
years’ experience; flats, breguets; send 
balance wheel, balance bridge, stud and 
collet; quick service; also special vi- 
bratings. Louise Chetelat, 2062 Kim- 
ball St., Brooklyn, N. Y. 





DAVID MIGDAL and Co., 109B Summer 
St., Boston, Mass.; expert and guaran- 
teed watch repairing; prompt service; 
reasonable prices; mail orders invited; 
chronographs our specialty; price list 
on request. 





EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service: all 
watches timed and tested by the latest 
Western Electric Watchmaster: time 
charts for each watch will be supplied 
upon request. L. Z. Orin, 2 Ellwood St., 
New York 34, N. Y. Lorraine 7-1261. 





WATCH repairing for the discriminat- 
ing jeweler, electronically tested for 
accuracy; weekly service on most 
repairs; price list sent upon request, 
Max Kinberg & Sons, 1910 Arthur 
Ave., New York 57, N. Y. Lu 3-5865. 





TWO, nationally known watch companies, 
and one of the finest department stores 
in New York benefit from my 17 
years’ experience in fine watch repair- 
ing; chronographs, calendars repaired; 
all work finished according to factory 
standards, tested on Watchmaster; full 
insurance protection: moderate 
charges; your inquiry cordially invited. 
Don Laviano, 103 W. 42nd St., New 
York City, 


— 





FOR the discriminating jeweler; cus- 
tomer satisfaction guaranteed with 
our watch repairs; ethical prices 
and honest work; 10-day delivery 
includes three day timing, plus 
Watchmaster check; further regu- 
lation seldom necessary for cus- 
tomer; monthly billing. Certified 
Master Watchmakers, 1604 22nd 
St., N. E., Canton, Ohio. 





WATCII and jewelry repairing, beads 
restrung; watch case repairing; 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave. N. W. 
Canton, Ohio. 





TWENTY-FIVE years of experience in 
fine watch repairing; services in- 
elude repair on chronographs, vi- 
brate hairsprings and all types of 
complicated watch repairing ; Watch- 

master machine assures accurate 
timing; work guaranteed; prompt 
delivery of three to six days; price 
list upon request. H. Spielman Co., 
9 Maiden Lane, New York 7, N. Y. 
WOrth 4-3377. 





TWENTY-FIVE per cent discount intro- 
ductory offer; take advantage of this 
introductory offer and let us give you 
25% discount on the first five watches 
you send us; let our 17 years’ experi- 
ence prove to you that you will get 
watch repairs of the highest quality; 
we are chronograph and repeater spe- 
clalists ; each watch is timed and tested 
on our Watchmaster before leaving the 
shop; member of the Jewelers Board of 
Trade: price list upon request; our 
work is good, we want you to know it: 
send us your trial order now. Perfect 
Watch Repair Service, 323 W. 5th St., 
Room 306, Los Angeles 13, Calif. 


| | 
Special Order Work and 
Repairs for the Trade 








BEADS of all kinds restrung by experts 
for the trade; reasonable prices and 
prompt service; bonded. Rankin's Pearl 
House, Box 1384, Beaumont, Tex. 





BEADS restrung; all style beads re 
strung, plain or knotted; prompt ser- 
vice: can furnish references. Mrs. Helen 
E. Stump, 202 State St., Shillington, 
Pa., near Reading. 





PEARLS and beads restrung; rosaries 
repaired by experts for the trade; 
right prices; prompt service; monthly 
billing. Woodman’s, 55B Eddy S8t., 
Providence, R. IL. 





MOUNTINGS for cameos, brooches, pen- 
dants, earrings, etc., made to your spec- 
ifications; free estimate: prompt serv- 
ice: satisfaction guaranteed. C. Merle 
Dubs, Manufacturing Jeweler, 231 
North St., Harrisburg, Pa. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





SILVERPLATING, gold, chromium, 
brass and nickel; jewelers every- 
where, send us written description 
of what you want plated and we 
will submit close estimate, so that 
you may quote your customers. 
Master Silverplaters, 2031 Caniff, 
Detroit 12, Mich. 


-_—— — -_—_— + —— = ——— a —- 
—s— - _ ee eee ee 


JEWELRY store for rent, with modern 
front and new modern fixtures, in 
Bridgeport, Conn. Mc Land Realty 
i ga Main 8t., Bridgeport, Conn. 


——- ——— 
-—— ———_ 


enone msn etree 
Miscellaneous 





JEWELRY, silverware and plastic en- 
graving taught. A. P. Hemersbach 
Tutor, 303 Fifth Ave., New York. U 


4-7572. 





WATCHMAKERS’ JOURNAL contains 
valuable information for watchmakers 
and students; send 15¢, stamps, for 
sample copy. Dean Co., 116-A Nassau 
St., New York 7, N. Y. 
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TRUE VALUES BUILD BUSINESS 


We herewith take exception to the frequently expressed 
opinion that the public will not buy today, except at lower 
prices, 

It is our opinion that they don’t want “lower prices,” 
nearly as much as they want “more for their money.” 

Customers today are not just price-conscious—they ‘re 
value-hungry. They want things. However, they will not 
replace a still useful product bought eight years ago with 
a new one that is practically identical, yet priced so much 
higher than the one they purchased in 1941. The public 
remembers some things. 

The business man who considers the public as stupid, 
forgets that he is part of that same public. 

To all of which you no doubt agree. To which you 
might also counter, “What can the retailer do about it?” 
The answer is found in the very fundamentals of our frec 
competitive system. which provides the American retailer 
with the opportunity to be the greatest single force in the 
country for increasing the inventive productiveness of our 
economy. 

For, just as their customers are again making competi- 
tors of them, so they can and should make competitors of 
their suppliers, who, in turn, will make competitors of 
their suppliers, right back to the producers of the raw 
materials. That has always been our American way, and 
it will still work right down the line; to produce the 
greatest in value for a value-hungry market. 

Therefore, as an honest retailer of merchandise, the 
jeweler also must be a conscientious buyer. As such, he 
must be certain he is getting the utmost in value in new 
styles, new ideas, new uses. new products—to meet, nay, 
to welcome the stimulus provided by a normal buyers 
market, made up of money-earning, merchandise-hungry, 
value-conscious customers. 





The above reasoning also applies to the American pub- 
lic’s attitude toward activities of the Government. We 
wager the people wauldn’t complain so much about taxes 
if they got “more for their money.” The Hoover reports 
could lead to that—and lower taxes. 





RETAIL MERCHANT OR LOCAL ROBOT? 


The advent of the self-service jewelry store is a long 
way off. The jeweler and his salespeople continue to be 
a dominant factor in the efficient distribution of goods 
channeled through their stores. 

A Dun & Bradstreet survey, made for The Associated 
Business Papers, Inc., and released in January, shows 
that 17 per cent of the grocery store customers ask deal- 
ers for suggestions, while 42 per cent of the jewelers’ cus- 
tomers specifically request him to recommend products. 
What’s more, 61 per cent buy the products he recom- 
mends. 

These are high percentage figures, high enough for 
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them to raise their heads above the council tables a 
important factors in the merchandising plans of any 
manufacturer in our field. 

For, if the public respects the integrity, experience and 
technical knowledge of the retail jeweler, the manufac. 
turer should keep him adequately and constantly advised 
of developments in new products and promotions. 

Without such a consistent program of education by g 
manufacturer, the dealer must turn to the products of 
those concerns who do take the trouble and do make the 
modest investment necessary to keep him informed. 

The thoughtful manufacturer will use every proved 
facility to create and maintain an intelligently enthusjas. 
tic dealer organization in order to ease the path of his 
product over that last long yard of the distributive chain; 
the counter of the American retail jewelers. For don’t 
forget. he is the man of influence, a man whose product 
recommendations are followed 61 times out of a hundred. 





Marriages, with the war created peak having past, are 
still at the rate of 1.8 million a year, almost one-third 
more per year than before the war. 





NOW IS THE RIGHT TIME 


Racing through the station, up to the track, arriving 
one small minute after the scheduled departure of your 


. train, you find yourself faced with a closed gate. 


The radio performer, in the middle of a sentence as 
the last second of his alloted time expires, is promptly 
and unceremoniously cut off the air. 

This is the day of punctuality, the day when a feverish 
devotion to precision has made it a veritable fetish around 
the neck of modern life. Looseness in the handling of 
time is not tolerated. 

Yet, in the midst of all this exists a gross anachronism; 
thousands of inaccurate public clocks, each giving its 
own interpretation of the time. 

Their bald-faced discrepancies represent a public “is 
service—and at the same time an appropriate opportunity 
for alert jewelers. 

Certainly, any jeweler in any town could gain his store 
much valuable publicity and earn the gratitude of his 
townsfolk if he conducted a successful campaign for 
“accurate time on every public timepiece.” 

Local newspapers, radio stations, manufacturers, busi- 
ness men’s clubs and local government would be quick to 
recognize the benefits of cooperating in such a crusade. 

Here is an opportunity and it’s right down your street. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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Oval $nake Chain, 


Yellow only ... $6.50¢ 
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Yellow only... $2 
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PEMBROKE 
Double Round Snake \ 
Chain, Removable Links, 
White and Yellow .. . $7.50* 


WHEATON 
Single Round Type 
Snake Chain, Yellow 


ae vy only ... $6.00 


Single Square Type 
Snake Chain, White 
and Yellow .. . $6.00¢ 
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THE OUTSTANDING sales features of the 1949 snake bracelets by Hadley are, 
their popular sleek streamlined appearance, their 1/20th 12K. gold filled content, 


and their reasonable retail price range. 


\ On single snakes, grip boxes instead of links provide the utmost in streamlining 


q 
as well as ease of adjustment. In both single and double strands the adjustment 


is easily done by the jeweler. All patterns shown display nicely, sell 
well in individual boxes supplied. A 


“Consumer Prices” including ‘‘Feceral Tax”, 


/ 





g 
; | 
' 


OY PEN SEs sft COL IPRAND say 











Ove 


PEE TNE RST A IE TD AOE Ee WO PRT 








A OEP? he 









heed | Nae ale 
pect lh raxs [hen 
geri’ Ae 


j 
J 

















the continu 
pinuing high qu 
gdvertisine: 
Consider this = fact—in 1919, Community full-page 
be seen by more prospective cus 


adv ertiain’ wl 
ve r be »f ore. 


remembe rit when ¥ 
e line is a pere 








shy this pa" 
- 1 pest-sellet® 








And 


r silver ar 








* yy 
yicula 


hs bx 
o"% . »” of a i 
4 —w + et, oN 


« e A THE 
$7¥ .s 
5 
CVER PLATE -,” ae 
, ee on ! 
DA 
ee gueye \ 
ab 
Ort | 


Pines 
Gs EIDA 
SS 
NEIDA 
uTo.. 
9 








*. 





» a. 





4 


